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EYE APPEAL! 


These beautiful new Apex 
Cleaners with streamlined Torpedo 
Top are finished in striking two- 
tone colors, and are light in weight. 


POSSESS THE BETTER FEATURE 
OF BETTER CLEANERS PLU 
ADDED APEX INNOVATION 


* WIND TUNNEL ACTIO 


New construction permits straight flow of 
currents providing powerful suction with i 
creased cleaning performance. 


*% SELF ADJUSTING NOZZL 


Regardless of nap or type of rug the no 
is self-adjusted to proper cleaning positi 


REPLACEABLE BRISTLE 


Worn bristles are easily replaceable. 
necessary to replace entire brush. 


% NEW COMMUTATOR 
BRUSH MOUNTING 


Self-aligning dual tension springs elimina 
burning or scoring of commutator due to wd 
brush springs. 


* RADIAL TYPE FAN 


Provides new improved efficiency and 
creased suction. Discharges air back a 
over motor, cooling motor. 


*% EASY EMPTYING BA 


Envelope type bag with concealed spri 
assembly opens to 13” width at mouth. 


* AND MANY OTHER 


Convenient finger-tip control raises a 
lowers handle * starting switch at fing 
tip * toe tap speed selector button * 
speed motor with rubber mounting * rub 
bumper strips * distinctive functional 
sign * plus many other features to make 


new Apex line the cleaner sensation for bi 


WRITE OR WIRE TODAY FG. 
NEW APEX SELLING PLA 


— INTRODUCES NEW SALES PLAN FOR ‘41 
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NE of the many responsi- 

bilities which a trade paper 

owes to the industry which 
it serves is to keep that industry’s 
records. The record of appliance 
sales and markets has been reported 
annually by ELectricAL MERCHAN- 
DISING for the last twenty years. 

Back in 1920 when we first started 
to gather annual sales figures, there 
were but meagre statistics in the elec- 
trical appliance field. When on a 
basis of direct sales reports and care- 
fully checked estimates we published 
this data, electrical men themselves 
for the first time realized what an 
important field of endeavor they 
were in. 

Those were the years of the elec- 
trical contractor-dealer, and our fig- 
ures included a great deal of wiring 
and installation equipment. Gradually 
we eliminated wiring and concen- 
trated on merchandise. It was some 
years before the several industry asso- 
ciations began gathering figures and 
for a long time we had only annual 
sales. Today the statistical work of 
the associations gives the industry 
monthly reports embracing such im- 
portant data as sales by states and ter- 
ritories, sales in sizes and sales in 
price classifications. 

There were no government compila- 
tions in those days, either, to compare 
with the present biennial Census of 
Manufactures which affords a valu- 
able every-other-year check on the 
totals and prices from other sources. 

We went it very much alone in the 
early days and gathered the figures 


by process of questionnaire covering 
manufacturers’ individual production 
and estimates on industry totals—a 
system which we continue to use on 
many appliances. 

But though the associations have 
taken over more and more of the 
primary task of gathering accurate 
figures on production and price, we 
have found that our job is still an 
important one in compiling and com- 
paring these statistics and publishing 
them complete. In fact, we believe 
that our job has become more than 
ever important in recording and cir- 
culating these figures and relating 
them to the ever growing basic market 
represented by the wired homes of the 
country. 


UDGING from the number and va- 
riety of requests for information 
which we receive throughout. the year, 
the whole industry is becoming in- 
creasingly conscious of the importance 
of market facts and especially of mar- 
ket facts broken down into states and 
localities. Associations have responded 
to this demand for local information 
and have for several years now, given 
us breakdowns of sales by states. Be- 
cause of this valuable extension of 
their fact finding, we are able in this 
issue to embark on a new service to 
the industry—we are presenting for 
the first time estimates of saturation 
by states, together with rate of sale 
by states on three major appliances— 
washers, refrigerators and ranges. 
Many cities and sales districts also, 
especially where there are electric 
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for one eee 36 shillings for three y 
August 22, 1936, at Post 


, 330 West 42nd Street, New York, 


league and local association activities, 
are keeping their own local records. 
And through the cooperation of the 
utilities and associations where such 
records are kept, we are able to pre- 
sent sales results from some seventy- 
six different communities. 


HE whole job which we present 

to you between the covers of this 
issue is an example of the cooperative 
spirit that distinguishes the electrical 
appliance industry. 

We want to make our acknowledg- 
ment, therefore, to the hundreds of 
people who in the spirit of industry 
cooperation have taken time to pro- 
vide these facts and figures. 

Thanks are especially due to the Ed- 
ison Electric Institute, National Elec- 
trical Manufacturers Association, 
American Washer and Ironer Manu- 
facturers’ Aoociation, the Vacuum 
Cleaner Manufacturers Association, 
and the men and women of their staffs 
who have helped by providing figures 
and making estimates that enable us to 
present this twelve months’ record. 
Also to the league secretaries, public 
utilities, research departments of some 
of our manufacturers and to the 
manufacturers who have given us 
confidential figures. 

We have checked and cross checked 
the data from all these sources. If 
there are mistakes beyond the permis- 
sible margin of statistical error, we 
acknowledge in all humility that the 
fault will be ours and not that of all 
those in the industry who have been 
so helpful to us. 


Pe 


EDITOR 


Publication Office, 99-129 North Broadway, Albany, N. Y. Editorial 
and Executive Offices, 330 West 42nd St., New York, N. Y. 


} ye Mesthendiing, January, 1941, Vol. 65, No. 1. Published monthly. Price 25c a copy. Allow at least ten days 
r change of address. All communications about subscriptions should be addressed to the Director of Circulation, 

330 West sina” Street, New York, N. Y. Subscription rates—United States, Canada, Mexico and Central American 

countries $1.00 a year, $1.50 for two years, $2.00 for three years. 


Great Britain and British Possessions 12 shil lings 
ears. Ali other countries $3.00 a year, $6.00 for three years. Entered as . ot 
Y., under the Act of March 3, 1879. Printed in 


class ma‘ Office, U. 
*‘McGrawhill, New York.” Member AB. P. Member A.B.C, Copyright 1941, by McGraw-Hill Publishing 
Co., 


/ 
| 
JANUARY | 
| 
| 
j 
4 
| 
| 
| | 
| 
< 


ABC .-:--: THE SUREST ROAD 
TO WASHER-IRONER PROFITS! 


profits and 

As always. the ABC line 

precision built and styled ur market. 
d Washing 


or Ironing principles. Eve 

features and advantages 
— to help you build a steae 
volume at a generous margin 


Why don’t you make definite plans 
Trail with ABC? Write for complete merc 

ABC line and ABC's 
*4) 


are Cordially Invited to See 
. Complete ABC Line for 41 


the Sensational .« - 
on Display in Chicago. 


You 


4 ppliance Exhibit 
Palmer House 
inclusive 
Wint larket 
Room 5]1-A American Furniture Mart 
January 6 to 18 inclusive 
ALTORFER BROS. COMPANY 
FACTORY AND MAIN OFFICE PEORIA, ILLINOIS 
National Distributors for Canada 
NORTHERN ELECTRIC COMPANY, LTD. 
| HEAD OFFICE MONTREAL, QUE- 
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Again in ‘41 ABC invites U = nf : <= 
dealers of America to Hit the Profit Trail with J == 
wriainly, there can be no surer road to permanent | 
yy, amar good-will. | \ == 4 
| 


A wise merchant protects the profits he makes on 
his sales. Thousands of successful appliance dealers 
wisely use the PROFIT PROTECTION RESERVE 
PLAN for retail time-payment selling. Ask any of 
them why, and here’s the answer you get: 


IT PERMITS THEM TO OFFER THEIR CUS- 
TOMERS A FAIR RATE AND LIBERAL TERMS, 


IT STOPS A PROFIT-LEAK, BECAUSE IT 

PROTECTS THEM AGAINST THE LOSSES, 
i AND REIMBURSES THEM FOR THE SPECIAL EX- 
PENSES INCIDENT TO INSTALMENT SELLING. 


You are entitled to your full profit for merchandise 


+) sold on time. Don’t lose those extra dollars that 
2 accumulate into a tidy profit. 
3 Switch to the PROFIT PROTECTION RESERVE 


PLAN this year. As a starter, mail the coupon, now. 
Learn how this plan can save you money. 


CREDIT CORPORATION 


IF YOU WANT 


NOW! 
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MORE Sales, MORE Profit 


MORE Profection of Profit 
A Cushion of Accumulated DIVIDENDS 


START BY CLIPPING THIS COUPON 


| 
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10 YEARS SALES and RETAIL VALUE of 


1933 


Electrical 


1934 


Number Retail Number Retail Number Retail Number Retail Number 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold 
CLEANERS, ‘VACUUM: 

Floor Type** Se 686,648 $34,332,400 447,056 $17,882,240 547,536 $27,376,800 722,367 $39,720,185 906 ,049 

Hand Type. 191,047 2,978,422 110,232 1,718,516 191,818 2,894,530 246,009 3,835,280 294,891 
CLOCKS. eae 2,800,000 18,200,000 2,400, ,000, ,000, 12,000 ,000 2,100,000 13,200,000 2,310,000 
FANS: 

Ceiling 41,903 1,843,732 18,000 558 ,000 34,950 1,083,450 55,920 1,733,520 40,054 

Desk Bracket... 642,600 7,711,200 313,000 2,504,000 599,000 3,434,100 958,400 5,494,560 1,363,215 

Other Vent. up to 16 in 22,800 615,600 13,800 276 ,000 15,300 306 ,000 26 ,780 524,600 49,110 
FLASHLIGHTS: 

5,000,000 3,250,000 4,800,000 2,300,000 4,500,000 1,800,000 5,500,000 2,200,000 6,000 ,000 ( 

Battery Cells. 110,000,000 8,800,000 | 105,000,000 8,400,000 | 125,000,000 10,000,000 | 150,000,000 12,000,000 | 164,000,000 ( 
HEATERS, RADIATORS.. 294,343 1,177,372 178,700 640 ,000 184,820 392,640 304 ,863 670 ,700 342,485 ( 
HEATING PADS........... 492,000 2,103,750 321,300 1,180,000 356,687 1,494,520 419,913 1,940,000 482,900 ( 
HOT PLATES, GRILLS..... 535,000 1,337,500 273,140 655,200 392,490 746,730 394,439 990 ,000 433,364 1,08 rf 
IRONING MACHINES... . 80,000 6,720,000 50, ,000 69,991 3,411,230 116,069 6,196,420 143,856 7,86§ 
IRONS, Total............ 2,154,889 10,024,233 1,858,400 7,161,920 2,430,400 ,594, 3,968,215 13,161,371 3,719,007 14,89@,765,5 

LAMPS, INCANDESCENT: 

Total — All Types 565,718,000 139,753,000 | 553,868,000 118,367,000 | 617,550,000 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133,52@,100,¢ 

130,100,000 27,659,000 | 126,903,000 24,442,000] 128,290,000 22,912,000] 147,460, 25,797,000 | 157,141,000  24,93@,700,¢ 

Commercial.......... 160,521,000 57,948,000 | 160,785,000 51,113,000 | 161,221,000 49,583,000 | 174,006,000 ,009, 182,476,000  50,95@-200,¢ 

Industrial......... 56,257,000 20,646,000 46,902,000 17,430,000 49,890,000 17,005,000 58,218,000 19,432,000 73,422,000 22,27@,-000,¢ 

Miniature . ea 218,840,000 33,500,000 | 219,278,000 25,342,000 | 278,149,000 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,3600, 
OIL BURNERS, Total .. 94,675 49,704,375 77,950 37,571,900 85,100 33,529,400 35,735 ,000 165,000 57,135 224.8 

Fired Air Cond. 

PERCOLATORS: 

399,159 3,900,000 201,600 1,696,000 219,000 1,846,170 287,207 2,345,000 327,172 59g 515, 

Glass 76,000 491,720 100 ,000 647, 118,000 76g 150,0 
115,000 18,795,000 60,000 9,000,000 50,000 7,100, 123,000 15,990,000 215,000 27,309 318,0 
REFRIGERATORS: 

Household............ 906,000 233,748,000 798,000 155,610,000 1,016,000 172,720,000 1,283,000 220,676,000 1,568,000 253,64§)996,0 
STOKERS: 

14,212 4,263,600 23,214 6,964,200 41,126 12,33 78,1 

Apt. House........... 1,206 964 ,800 2,282 1,825,600 3,162 2,528 4,7 

TOASTERS, Total...... 1,281,700 5,126,000 960,000 3,100,000 952,500 5,715,000 1,783,673 8,740,000 1,886,088 

WAFFLE IRONS. 652,466 4,075,000 458,700 1,834,800 447,345 2,031,052 634,298 3,070,000 772,215 3,689 810,0 
WASHING MACHINES: 

Electric.. 812,000 69,020,000 569,830 33,619,970 966,698 59,935,276 1,121,137 72,873,905 1,228,774 79,93§528,5 

Gas Engine. 55,000 6,875,000 27,343 2,296,812 ,383 - 5,514,321 119,147 10,723,230 16,60 200,5 

These figures are compiled by Electrical Merchandising, from sales records of associations and —a 
manufacturers and from estimates made by association executives and leading manufacturers. mod 
Oil burner figures courtesy Fueloil Journal. Copyright Electrical Merchandising 1941. Perr 
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1939 


1940 


Number Retail Number Retail 
Sold Value Sold Value Sold Value PRODUCT 
CLEANERS, VACUUM: 
$50 ,43 149,492 $62,359,941 1,285,215 $69,776,563 1,010,263 58,188,520 1,124,163 63,875,518 1,376,367 73,650,367 Floor Type** 
4271 61,461 5,096 ,600 421,121 5,798 ,439 285,411 4,368 ,534 312,035 4,939,018 361,820 5,357 ,708 Hand Type 
8/941 ,000 , 12,000 ,000 2,876,811 13,866,225 2,500,000 12,000,000 3,227,038 15,489,782 3,600,000 17,600,000 
1.454 39,668 1,314,200 38,3 1,318 ,380 23,761 931,430 24,943 823,125 27 ,950 876 , 200 Ceiling 
9°70 ,279 ,600 9,724,960 1,913,834 13,588,214 1,206 ,863 8,508 ,385 1,501,734 10,572,207 1,681,900 10,663,250 Desk and Bracket 
8,522 *1,095,155 10, *1,494,130 15,000 *1,875,000 20,000 *2,500,000 Attic 
“"""ggq@ 70,752 1,185 ,800 86,182 1,614,188 58 ,432 1,181,495 84,580 1,704,300 107 ,000 1,923,850 Other Vent. up to 16 in. 
FLASHLIGHTS: 
2.52q 800 ,000 3,020 ,000 9,000 ,000 4+ ,000 9,000, 4,050 ,000 10,000 ,000 4,500,000 10 ,000 ,000 4,500 ,000 Cases 
13°12 000,000 15,750,000 183,000,000 16,012,500 175,000,000 15,500,000 181,000,000 15,800,000 195,000,000 17,000,000 Battery Cells 
"go 400,000 900 ,000 482 ,950 1,835,200 388 , 100 1,540,750 400 ,600 1,674,500 528 ,000 1,974,750 | HEATERS, RADIATORS 
2 540 ,000 2,494,000 1,013,550 2,959 ,600 774,075 2,182, 878 , 900 2,592,755 931,500 2,775,870 | HEATING PADS 
1 034@ 476,000 1,200 ,000 12,000 1,228 ,000 409 ,600 1,024,000 432,200 1,063 , 200 415,000 1,033,350 | HOT PLATES, GRILLS 
7 180,281 10,384,185 178,858 12,520,060 110,540 8,865 ,308 127 ,093 8,700,786 166 ,000 9,545,000 | IRONING MACHINES 
14 765,559 16,670,122 4,157,050 16,086,565 3,505,400 13,747,150 4,993,278 17,957,835 5,171,000 18,853,500 | IRONS, Total 
10 255,910 12,971,482 1,867,300 10,774,375 1,653 ,690 9,525,250 2,339,858 11,441,900 2,597,000 12,959,000 Automatic 
4 ,509 ,649 3,698 640 2,289,750 5,312,190 1,851,710 4,221,900 2,653,420 6,155,935 2,574,000 5,894,500 Non-Automatic 
LAMPS, INCANDESCENT: 
133 100,000 145,500,000 935,500,000 152,615,000 803,000,000 128,416,000 975,505,000 148,608,000 |1,100,000,000 167,000,000 Total — All Types 
24 700,000 26,400,000 181,100,000 26,567,000 175,000,000 23,975,000 190,209,000 25,108,000 205,000,000 27,000,000 Residential 
50 200,000 52,700,000 237,100,000 59,405,000 237,000,000 55,221,000 255,397,000 59,763,000 285,000,000 67,000,000 Commercial 
22. 600,000 23,300,000 88,500,000 24,153,000 75,000,000 19,200,000 88,081,000 22,637,000 100,000,000 26,000,000 Industrial 
35. 600,000 43,100,000 428,800,000 42,490,000 316,000,000 30,020,000 | 441,818,000 41,100,000 510,000,000 47,000,000 Miniature 
3. oe 400 ,000 7 ,000 ,000 460,000 10,120,000 | MIXERS 
57 13 224,850 75,430,100 218,874 71,647,462 201,858 61,813,814 247,655 75,207,850 297,922 92,638,550 | OIL BURNERS, Total 
193,057. 56,565,701 176,340 47,788,140 211,532 56,690,600 245,979 63,452,600 Conversion 
14,431 8,557 ,583 14,226 7,881,204 19,215 9,742,000 25,469 14,466,400 Boiler Burner Units 
11,386 6,524,178 11,292 6,244,470 16,908 8,775,250 26,474 14,719,550 
“15.85@ 971,210 28,100,600 450,000 33,705,000 305,000 21,075,500 21,420,000 390,000 25,603,500 | OIL SPACE HEATERS 
PERCOLATORS: 
2,59 515,000 2,279,576 428 ,096 2,260,350 285,411 1,498 ,400 543 ,399 1,847 ,550 675 ,000 2,058 ,750 Metal 
76§ 150,000 900 ,000 950 ,032 3,733,625 947 , 940 3,687 ,450 1,130,351 3,752,750 1,198,000 3,941,400 Glass 
27 30% 318,000 41,413,140 405,000 54,270,000 275,000 39,875,000 335,000 49,245,000 450,000 62,775,000 | RANGES 
REFRIGERATORS: 
 253,6 ,996 000 327,344,000 2,310,000 395,010,000 1,254,000 215,688,000 1,900,000 321,100,000 2,600,000 395,200,000 Household 
| 1,50 225 ,000 4,500, 250 ,000 5.045 000 225 ,000 4,990 ,500 235,000 5,475,500 275,000 6,435,000 | ROASTERS 
oe 5,000 2,300, 10 ,000 4,600 ,000 10,125 4,152,250 20 ,600 5,200,000 23,000 5,175,000 |} ROOM COOLERS 
1,76 470 ,000 2,250,000 938 , 300 3,180,875 766 ,500 2,590 ,800 718 ,839 2,975,950 805 ,000 3,372,950 | SANDWICH TOASTERS 
1,580,000 25,280,000 1,300,000 19,500,000 1,200,000 18,000,000 900,000 11,700,000 DRY 
: 
12,331 93,519 28,429,776 89,690 20,279,170 94,551 26,663,382 147 ,000 
’ ’ pt. ouse 
1783 2’ 138.400 5,002 2,876,150 4,328 2,293 ,840 4,975 2,567,100 5,600 { 
9,78 800,540 10,459,397 2,222,970 12,650,000 1,996,200 10,955,475 2,166,375 14,861, 200 15,000,950 | TOASTERS, Total 
speed 436 ,540 5,753 ,597 650 , 900 8,539,120 583 ,350 7 ,338 ,550 847 ,610 11,366, 450 11,616,000 Automatic 
364 ,000 4,705 ,800 1,563 ,070 4,110,880 1,412,850 3,616,925 1,318,765 3,494,750 i, 312. 3,384,950 Non-Automatic 
: 3,6 810,000 4,374,000 940 375 4,795 ,900 851,320 4,375 ,800 704 ,763 3,589, 200 740 ,000 3,700,000 | WAFFLE IRONS 
WASHING MACHINES: 
| 79,9 528,585 100,947,753 1,465,405 105,860,857 1,031,353 74,401,805 1,329,377 91,354,800 1,456,926 104,082,793 Electric 
46,608 200,550 18,211,945 176,614 17,007,928 106 ,261 9,734,570 103,879 9,164, 200 98 ,074 8,728 ,586 Gas Engine 
) 5,39 104, 7 ,609 ,680 115,000 9,500 ,000 J 9,137 ,905 102 ,270 9,024,300 125,000 10,125,000 | WATER ATERS, Storage 


*** Figures insufficient for estimate. 
models. 


ING 
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MERCHANDISING—JANUARY, 


1941 


* Attic fans do not include installation. 


** Vacuum Cleaner figures, floor type, include new and mfrs.’ reconditioned 
Stoker figures estimated by Committee of Ten—Coal and Heating Industries. 


Permission to reprint, quote or use is granted provided credit is given ‘‘ Electrical Merchandising.’’ 


PAGE 15 


f 1 
| M 
| 
} 
| 
| 
| 
{ 
| 
i 
i 
f, 
$ \ 


w 


1,276,900 


onal 
ta by 
Percentage Number Percentage Number of 
of Homes of Homes of Homes Homes JAN. 1, 1941... ACCEPTANCE AND SATURATION 
Appliances With With Without Without Fical x 
Americ 
rs’ As 
Clocks ..... = = Le 13,810,000 45.9 11,726,600 The term “acceptance” is used on these pages in the same sense as the e are 
Weffle Irons 237 6,048,250 163 19,488,350 word “saturation” —_ Although we believe “acceptance” is a better athe 
term, “saturation” re, 
ration” has been used so long that we have employed it on 
the maps following as making their purpose and meaning clearer. We | 
Heat & ” 
5.199.500 20,337,100 We use acceptance applied to calculations of appliances in use, buse 
because we believe it more accurately expresses the fact that the more Atistic 
Hot Plates 17.4 4,442,500 82.6 = 21,094,100 people who use a given appliance, the larger is the market for that prod- peal fis 
Roasters 0... 49 1,247,500 95.1 24,289,100 uct. “Saturation” sounds like a barrier to sales, which it isn’t. “Acceptance” From 
' Water Heaters, is a better term — one which we hope the industry will increasingly use id ret 
Storage............. 3.3 850,000 96.7 24,686,600 to express the fact that our market is a dynamic, ever growing thing. 
LECT 


4 
All figures based and Farms. 

Cleaners, Floor 12,552,000 50.8 12,984,500 . . . Cleaners, Floor 

x us 8,800,000 65.5 16,736,600 . . . . .Percolators- 

“Wor ,684,800 «23,851,800... . . Ironers 


REGIONS 


VERMONT 


Refrig. Saturation 392 
Refrig. 1940 Sales 57 


Washer Saturation 417 
Washer 1940 Sales 35 


Range Saturation 171 


CONNECTICUT 


Refrig. Saturation 598 


Refrig. 1940 Sales 93 [§ 


Washer Saturation 555 : : 


Washer 1940 Sales 48 £eeea 


Range Saturation 113 Hi 
Range 1940 Sales 16 i 


N this and the following pages 
ELECTRICAL MERCHANDISING offers 
a new set of marketing statistics. 
for twenty years we have published na- 
onal figures, but the demand has grown 
rom our readers for saturation and sales 
ata by states and localities. 

Due to the fact that the National Elec- 
tical Manufacturers’ Association and the 
kmerican Washer and Ironer Manufactur- 
ts’ Association are issuing sales by states, 
ye are now able to present estimated satura- 
on and state sales. These figures, we be- 
eve, are among the most useful we have 
ver been privileged to compute and publish. 
We know this information is desired be- 
huse among the hundreds of requests for 
atistical data which we receive every year, 
eal figures are in greatest demand. 

From these maps and tables distributors 
d retailers will be able to calculate an ap- 


Per 1,000 Home Users of 


Saturation and 194 


proximate extent of saturation and accept- 
ance for three major appliances together 
with current rate of sale. This will provide 
a check on quotas and a base for local sales 
programs that has been lacking. 

In line with this effort to bring market 
statistics down to localities these maps and 
tables on pages 17 to 23 are supplemented 
by the reports of individual cities and states 
beginning on page 30. 

The dealer can make these figures an 
index to his own local market by these 
simple means: First, obtain from his utility 
the number of wired homes in his city or 
town; second, apply the saturation for his 
state per 1,000 to get the number of users; 
third, apply the rate of sale to each 1,000 
wired homes. Unless his area is far ahead 
or behind average for his state, he will have 
a fair approximation of a survey of his own 
local market. 


LECTRICAL MERCHANDISING—JANUARY, 1941 


Refrig. Saturation 398 
Refrig. 1940 Sales sé ff 


Washer Saturation 544 ERB 


Range Saturation 163 aa 
Range 1940 Sales 18 


‘Range Saturation 96 a 


NEW ENGLAND 


\ 
\ 


MASSACHUSETTS 


Refrig. Saturation 565 a a 


Refrig. 1940 Sales 82 


Washer Saturation 483 | 


Washer 1940 Sales 40 § 


Range Saturation 68 : 
Range 1940 Sales 9 i 


RHODE ISLAND 


Refrig. Saturation 486 a 


Refrig. 1940 Sales 61 ff 


Washer Saturation 436 : 


Washer 1940 Sales 39 j 


Range 1940 Sales 


7 Electric Refrigerators Owned, Jan. 1, 1941 
102 per 1,000 wired homes ........ 


630 per 1,000 wired homes ........ 
, Jan. 1, 1941 
Washing Machines Owned, Jen. 1, 194) 


NATIONAL SATURATION SALES. 
Electric Refrigerators Sold, Year 1940 
Washing Machines Sold, Year 1940 a 


»~\ 56 per 1,000 wired homes .......- 
Beer Ranges Owned, Jan. 1, 1941 
112 per 1.000. wired homes ........ 


Electric Ranges Sold, Year 1940 
— 
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ACCEPTANCE 
: 
: eo - AINE 
| 
Washer 1940 Sales 45 
| ) 
j Washer Saturafign 690 
| 1940 Sales ABO; 
| 
r | 


Per 1,000 Homes Using Electricity 


Saturation and 1940 Sales 


The dealer can make these figures an in- 

dex to his own local market by these 

simple means: First, obtain from his utility 

the number of wired homes in his city or town; 

second, apply the saturation for his state per 
1,000 to get the number of users; third, apply 
the rate of sale to each 1,000 wired homes. | 


Unless his area is far ahead or behind average PEMRSTLVAIA 
for his state, he will have a fair approximation retrig. Saturation 683 MRRRRRG 
of a survey of his own local market. Refrig. 1940 Sates 111 Bf 


Washer Saturation 002 PR RR RI 


Washer 1940 Sales 72 


Range Saturation 96 a 


Range 1940 Sales 14 i ig. Mturation 632 


Saturation 416 BRR 


1940 Sales 38 § 


MIDDLE ATLANTIC 


nge Saturation 38 
Range 1940 Sales 6 i 
NORTH DAKOTA 


Refrig. Saturation 482 1 i | 1 


Refrig. 1940 Sales 78 ff 


Washer Saturation 1,284 


Washer 1940 Sales 104 


Range Saturation 266 é 


Range 1940 Sales 39g 


SOUTH DAKOTA 


Refrig. Saturation 512 BRRRRI! 
q 


Refrig. 1940 Sales 76 


Washer Saturation 1.131 BE 


Washer 1940 Sales 121 §& § 


Range Saturation 230 


Retric. 1940 


Washer Saturation 844 
Washer 1940 Sales 59 § 


Range Saturation 72 Prt 
Range 1940 Sales 11 


KANSAS 


Refrig. Saturation 538 BRRRRE 


Refrig. 1940 Sates 74 


Washer Saturation /09 


Range Saturation 80 
Range 1940 Sales 14 i 


WEST NORTH CENTRAL 


ACCEPTANCE by STATES and REGIONS ~ 
NEW yore” 
Washer 1940 Sates 31 § 
Range Saturation 40 @ 
Range 1940 Sales 
| 
| 
\ 
Bho Sales .81 
| Range 1940 32 
| Retrig. 1940 Sates 96 
Range 1940 Sales 35g Washer Seturation 867 
NEBRASKA | \ 
\ Range Saturation 94- 
— \ TTT TTTT 
Refrig. 1940 Sales | 


1940 Sates 36 ff 


| 
Saturation 742 BAR 
U/ 


Sales 
154 a 
Range 1940 


ILLINOIS 
Refrig. Saturatio 


13 


RERRRRES 


Electric Refrigerators Sold, Year 1940 = | 
homes ! 


102 per 1,000 wired homes ....... 
Washing Machines Owned, Jen. 1, 1941 "7 
Washing Machines Soid, Yeer 1940 
S6 per 1,000 wired homes... . . 


“"Blbatric Ranges Owned, Jan. 1, 1941 


Lid homes ........ 
Electric Ranges Seid, Year 1940 
18 per 1,000 wired homes Ct 


sis 
in B| 


EAST NORTH CENTRAL 


Washer 1940Bales 65 3 
Washer 1940 § Range 126 
Range a i 
| Range 1940 
Retri Sees Refrig. Saturation 730 
Saturation 746 MESS Refrig. 1940 Sates 98 


her 1940 


ge Saturation 147 aié 
nance 1940 Sates 28 F 


WEST VIRGINIA 


Refrig. Saturation 690 a i a 


Refrig. 1940 Sales 105 [| 


Washer 1940 Sales 


Range Saturation 100 & 
Range 1940 Sales 14 i 


NORTH CAROLINA 


Refrig. Saturation 739 


Refrig. 1940 Sales 124 


Washer Saturation 299 z 
Washer 1940 Sales 42 j 


Range Saturation 247 é 


Range 1940 Sales 32 i 
GEORGIA 


Refrig. 1940 Sales 132 at 


Washer Saturation 218 
Washer 1940 Sales 37 H 


Range Saturation 272 


Range 1940 Sales 39 : 


SOUTH ATLANTIC 


Washer 1940 Sales 52 § 


DEL. MD. & D.C. 
Range Saturation 90 & 


DELAWARE 
Refrig. Saturation 688 a 2 


Refrig. 1940 Sales 121 Bf 
Washer 1940 Sales 55 § 


DEL. MD. & D.C. 
Range Saturation 90 é 


Range 1940 Sales 12 


VIRGINIA 


Refrig. Saturation 683 | a a 


Refrig. 1940 Sales 109 | 


Washer 1940 Sales a6 § 


Range Saturation 174 2 a 
Range 1940 Sales 25 4 


SOUTH CAROLINA 
Refrig. Saturation 848 a a a a a 


Refrig. 1940 Sales 151 at 


Washer Saturation 175 
Washer 1940 Sales 21 § 


Range Saturation 238 & & é 


Range 1940 Sales 42 § 


123 Bf 


\ 
m@ican 
k@ing. Saturation 586 
1940 Sates 65 
1 Washer Satur } 
| 
| 
ff 
| 
= 
| 
Retrig. Saturation 826 222 
\ 
1940 37 § 


Refrig. 1940 Sales 117 a 


Washer 1940 Sales 65 §f 


Range Saturation 63 é 
Range 1940 Sales 9 § 


Per 1,000 Homes Using Electricity 


Saturation and 1940 Sales 


The dealer can make these figures an in- 


dex to his own local market by these sawaton 559 MARAE 


simple means: First, obtain from his utility 
the number of wired homes in his city or town; 


second, apply the saturation for his state per Range 1940 Sales 54 


1,000 to get the number of users; third, apply MISSISSIPPI 
the rate of sale to each 1,000 wired homes. Refniz. Saturatio 
Unless his area is far ahead or behind average Retrig. 1940 


for his state, he will have a fair approximation 
of a survey of his own local market. 


Washer Satur ig. a a 


Washer 1940) 


OKLAHOMA 
Refrig. Saturation 603 


Refrig. 1940 Sales 86 


Washer Saturation 789 
Washer 1940 Sales 57 §f 


Range Saturation 17 @ 


Range 1940 Sales 3 i 


TEXAS 
Retrig. Saturation 774 


Retrig. 1940 Sates 130 


QW washer Sauron 


Range Saturation 32 ‘ 
Range 1940 Sales 2 } 


WEST SOUTH CENTRAL 


Range Saturation 308 


| 
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Refrig. 139 a: 
| | \ 
132 a) 4 ALABAMA 
Range 1940 16 : 
Range 1940 Sales i \ 
\\ 
\ EAST SOUTH CENTRAL 
= 
ARK. ARKANSAS / 
Retrig. Saturation @ 
at 
Range 1940 Ses 
\ \ 
LOUISIANA 
Range 1940 Sales Retrig. 1940 Sales 121 
| \ 
WIN Washer 1940 Sales 


MOUNTAIN 


‘Range Saturation 326 a | 


Refrig. Saturation 583 BR RRRE 


Refrig. 1940 Sales 111 Bf 


Washer 1940 Sales 57 | 


Range Saturation 347 a 


Range 1940 Sales 46 i 


NEVADA 


Refrig. Saturation 805 2 a a a a a I 


Refrig. 1940 Sales 130 [Bf 


Washer Saturation 567 BBB RBS 


Washer 1940 Sales 58 § 


Range 1940 Sales 57 ¢ 


PACIFIC 


CALIFORNIA 


frig. Saturation 594 i a 


Sates 101 B| 
co 
Washer 1 


IDISING 


MONTANA 


Refrig. Saturation 531 ! 2 


Refrig. 1940 Sales 73 ff 


ARIZONA 
Refrig. Saturation 597 


Refrig. 1940 Sales 103 


Washer Saturation 709 
Washer 1940 Sales 58 


Range Saturation 82 & 


Range Saturati 95 
Range 1940 Sales 10 i 


Range 1940 Sales 7 i 


UTAH 


Refrig. Saturation 684 a 2 a 4 


Refrig. 1940 Sales 117 Bf 


Washer 1940 Sales 87 § 


Range Saturation 302 4 a a i 


Range 1940 Sales 39 4 


Electric Refrigerators Owned, Jan. 1, 1941 : 
630 per 1,000 wired homes......-- ‘5 
Electric Refrigerators Sold, Year 1940 — 
102 per 1,000 wired homes .-..--- e 


Ranges Owned, Jan. 1, 1941 
wired homes ....---- 


5 . 1, 1941 
Washing Machines Owned, Jon. 1. 1983 


SATURATION-AND OF SALES 


IDAHO 
a 
Range 1040 Sales 37 | 
WYOMING 
Refrig. Beturation 564 i ees 
LLL Refrig. 40 Sales 72 ff | 
Washer Heo Sates 43 
Range 1949 Sales 16 
| Refrig. 1940 Sales 87 
Washer Saturation 706 | 
Washer 1940 Sales 64 a 
Range Satur j : 
ASH. 1940 Sales i 
WASHINGTON 
Retrig. Saturation 22224 
» Retrig. 1940 Sates 107 | 
Washer Saturation 643 WE BEE EE} 
Washer 1940 Sales 67 NEW MEXICO 
1940 Sales 51 | 
Retrig. Saturation 549) 2 2 2 
Refrig. 1940 Sales 100 me, 
Washer Saturation 620 
Washer 1940 Sates 53 fl 
\ Range Saturation 330 | 
CAL 
. 
\ 
\ 
\ 
Range 1940 Sales 8 
56 per 1,000 wired homes ....---- 
2 


the Market 


WIRED HOMES ELECTRIC REFRIGERATORS 
Saturation 
Ss Wired H Wired Sales 1,000 Refrigerator 
STATE Jan 1.1941) Jan: 1, 1940" Change 1940 | Wir Wired Homes 1 
a Jan. 1, 1941 
~ 186,560 181,380 + 2.86 10, 400 56 70,840 398 
New Hampshire 127, 160 122,757 + 3.59 7,280 57 49,910 392 
Vermont 76,840 75 , 366 + 1.% 5,200 68 37 ,030 482 
Massachusetts 1,133,500 1,115,322 + 1.63 93,080 82 640 ,780 565 
Rhode Island 182,270 187 , 596 — 2.84 11,180 61 88,550 486 
Connecticut 446 760 435,954 + 2.48 41,340 93 267 , 260 598 
NEW ENGLAND 2,153,090 2,118,375 + 1.64 168 , 480 78 1,154,370 536 
New York 3,410,560 3,364,840 + 1.36 293 , 280 86 2,186,380 641 
New Jersey 1,087 ,070 1,051,536 + 3.38 102,440 94 687 ,470 632 
Pennsylvania 2,132,300 2,076,812 + 2.67 236 , 080 lll 1,455,440 683 
MIDDLE ATLANTIC 6,629,930 6,493, 188 + 2.11 631,800 95 4,329,290 653 
Ohio. . 1,653 ,000 1,602,993 + 3.12 167 ,700 101 1,020,740 618 
Indiana 765 ,000 737 ,425 + 3.74 75,600 99 421,820 551 
Illinois 1,832,000 1,784,538 + 2.66 206 , 440 113 1,241,310 678 
Michigan 1, 268 ,630 1,207 , 902 + 5.03 132,600 105 743 ,820 586 82, 
Wisconsin 675 ,000 654, 657 + 3.11 57,980 86 309,120 458 43, 
EAST NORTH CENTRAL 6,193,630 5,987,515 + 3.44 640 , 380 103 3,736,810 603 386, 
Minnesota 497 ,400 478 ,872 + 3.87 72,020 145 318,780 641 40 
lowa 487 000 467 , 146 + 4.25 46,540 255 ,990 526 34 
Missouri... 674, 000 652,644 + 3.27 67 ,860 101 484,610 719 60 
North Dakota 66 , 800 64,475 + 3.61 5,200 78 32,200 482 6 
South Dakota 78 600 75,448 + 4.18 5,980 76 40,250 512 9 
Nebraska. . 244,000 235,441 + 3.64 20,020 82 135,240 554 14 
Kansas.... 332,400 323,809 + 2.65 24,440 74 178,710 538 15 
WEST NORTH CENTRAL 2,380,200 2,297 ,835 + 3.58 242,060 102 1,445,780 607 181 
Delaware 51,500 47 ,806 + 7.73 f By. 121 ; 35,420 688 2 
Maryland , 940 218 , 960 16 
District of Columbia. 509,088 490, 407 + 3.79 1)  148'720 %8 \ 730 9 
Virginia 362, 800 335,804 + 8.04 39,520 109 247,940 683 16 
West Virginia 254, 500 237,113 + 7.33 26,786 105 175,490 690 24 
North Carolina 370,500 340 , 349 + 8.86 46,020 124 273,700 739 15 
South Carolina 151,800 140 , 516 + 8.03 22,880 151 128 ,800 848 3 
Georgia..... 300 273,913 + 9.52 39,520 132 247 , 940 826 11 
Florida... ... 312, 200 287 ,681 + 8.52 38,480 123 228 ,620 732 il 
SOUTH ATLANTIC. . 2,312,300 2,153,589 + 7.37 269, 100 116 1,709,820 744 111 
Kentucky 316, 800 286 , 707 +10.50 36,920 117 212,520 671 20 
Tennessee 324,000 294 , 808 + 9.90 44,980 139 249 , 550 770 y 
Alabama 252,500 234 , 067 + 7.88 29,380 116 175,490 695 
Mississippi 131,800 115,027 +14.58 17,420 132 80,500 611 1 
EAST SOUTH CENTRAL. 1,025,100 930 , 609 +10.15 128 ,700 126 718,060 700 5€ 
Arkansas 145 , 900 135,429 + 7.73 19,500 134 96 600 662 
Louisiana 263,470 249 423 + 5.63 31,980 121 165 , 830 629 If 
Oklahoma 282 , 800 272 , 966 + 3.60 24,440 86 170,660 603 If 
Texas. . 824,000 778 ,776 + 5.81 106 , 860 130 637 , 560 774 3% 
WEST SOUTH CENTRAL 1,516,170 1,436,594 + 5.54 182,780 121 1,070,650 706 / 
Montana 103 ,003 97 ,405 + 5.75 7,540 73 54,740 531 ( 
Idaho 105 , 000 97 + 7.63 11,700 ill 61,180 583 
Wyoming 39,970 38, 195 + 4.65 2,860 72 22,540 564 
Colorado 212,000 207 , 504 + 2.17 18,460 87 115,920 547 1. 
New Mexico 39, 304 37,851 + 3.84 4,680 119 28 , 980 737 
Arizona. . 83,600 81,308 + 2.82 8,580 103 49,910 597 ‘ 
—— 117,630 116,773 + .73 13,780 117 80, 500 684 1 
Nevada....... 22,000 21,011 + 4.71 2,860 130 17,710 805 
MOUNTAIN 722,507 697 ,605 + 3.57 70,460 98 431,480 597 
Washington... 461 , 000 447,410 + 3.04 49,140 107 243,110 527 
Oregon ro 266 , 700 248,720 + 7.23 26,780 100 146,510 549 
California... .. 1,876 ,000 1,787 , 844 + 4.93 190,320 101 1,114,120 594 
PACIFIC. . 2,603,700 2,483,974 + 4.82 266 , 240 102 1,503,740 578 
25 536,627 24,599, 284 + 3.81 2,600,000 102 16, 100, 000 630 
(63.05°7, of 
total wired 
homes) 
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NOTE: 1940 sales of electric refrigerators, washers and ranges, 
shown above, have been estimated on the basis of 10 months’ 
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mont 


: figures. Saturation estimates are based on cumulative yearly salesMough 
as follows: electric refrigerators from 1931 through 1939 plus first 


4 
= 


ivided 


Wired homes 1941-1940; Estimated Refrigerator, Washer and 
Range Sales and Saturation in Units, by States and Geographic 


@ @ @ Divisions. Details of Information Shown on Maps, Pages |7 to 21 


ELECTRIC WASHING MACHINES 


ELECTRIC RANGES 


uration . Saturation Saturation 
r 1,000 bee, Washer Sales per 1,000 Elec. Washer 1,000 Elec. Range Sales 1,000 Electric Range per 1 STATE 
os Wired H Sa ion, - Wired H Saturati i 

398 8, 384 45 101 , 400 544 3,330 18 30 , 369 ...Maine 
392 4,405 35 53,040 417 3,195 25 21,774 New Hampshire 
182 3,126 41 53,040 690 1,530 20 13,179 172 
565 45,899 40 547 ,560 483 10,710 9 77 ,355 Massachusetts 
186 7,105 39 79,560 436 1,170 6 17,477 % 
598 21,457 48 248 , 040 555 7,110 16 50,424 Connecticut 
536 90 376 2 1,082,640 503 27 ,045 13 210 ,578 ....NEW ENGLAND 

41 107 , 143 31 1,129,440 331 21,015 6 136 ,374 New York 
632 41,351 38 452,400 416 6,615 6 41,543 New Jersey 
83 154,036 72 1,709 ,760 802 30,510 14 203 , 988 Pennsylvania 
153 302, 530 46 3,291,600 496 58,140 9 381, 905 MIDDLE ATLANTIC 

b18 108 , 138 65 1,299,480 786 39,735 24 208 , 572 Ohio 
551 47 ,035 62 570,960 746 21,375 28 112,308 | Indiana 
586 82,844 65 928 , 200 732 37 ,530 30 256,131 Michigan 
158 43,056 64 500 , 760 742 17,460 26 104, 286 Wisconsin 
03 386 , 227 62 4,616,040 745 143,010 23 818 ,817 ai Sarees. EAST NORTH CENTRAL 

40 ,498 81 519, 480 1,044 15,795 32 99,129 Minnesota 
526 34,104 70 432,120 887 7,380 15 45,840 94 Pees 
719 60 ,677 90 622,440 924 12,285 18 69 , 333 
182 6,963 104 85,800 1,284 2,610 39 17,763 ...........North Dakota 
512 9,521 121 $8 ,920 1,131 2,745 35 18 ,050 South Dakota 
554 14,494 59 205 ,920 844 2,655 11 17,476 Nebraska 
538 15,489 47 235 , 560 709 4,635 14 26 , 358 Kansas 
507 181,746 76 2,190,240 920 48,105 20 293,949 WEST NORTH CENTRAL 

b88 2,842 | 55 39, 000 757 Delaware 

83 16 ,626 46 165 , 360 456 8,910 25 63 , 030 174 
90 24,441 % 255 , 840 1,005 3,510 14 25,499 West Virginia 
139 15,489 42 110,760 299 11,880 32 91,680 247 Se 
348 3,126 21 26,520 175 6,435 42 36,099 238 
732 11,510 37 76,440 245 16,110 52 91,394 293 
744 111,833 48 1,032,720 447 65,160 28 440 , 064 190 .........-SOUTH ATLANTIC 

971 20,747 65 204 , 360 645 2,835 9 20 , 055 63 ........Kentucky 
170 25 578 79 180 , 960 559 17,370 54 99 308 
095 8,100 32 67 ,080 266 7,875 31 50,997 Alabama 
1,989 15 17, 160 130 2,115 16 13,752 dents Mississippi 
700 56,414 55 469 , 560 458 30,195 29 184,793 Se Oe eee EAST SOUTH CENTRAL 

03 16,199 57 223,080 789 765 3 4,870 Oklahoma 
74 38 , 225 46 382,200 464 6,075 7 57 ,587 Texas 
106 77,445 51 783,120 517 8,550 6 78,214 WEST SOUTH CENTRAL 

83 5, 57 62,400 594 4,815 46 36 , 386 Idaho 
47 13,500 64 149,760 706 2,430 ll 19,195 Colorado 
137 1,989 51 23,400 595 270 7 3,725 New Mexico 
197 4,832 58 59 , 280 709 810 10 6,876 Arizona 
84 10, 231 87 121,680 1,034 4,635 39 35,526 302 _ Utah 
97 46,325 64 530 , 400 734 18 ,630 26 133 ,795 MOUNTAIN 
30,978 67 296 , 400 643 20, 880 45 128 , 925 Washington 
49 14,210 53 165 , 360 620 14,940 56 87 , 955 Oregon 
94 122,916 66 1,141,920 609 15,345 8 106 , 005 California 
78 168 , 104 65 1,603 , 680 616 51,165 20 322,885 PACIFIC 
30 1,421,000 56 15 , 600 , 000 611 450,000 18 2,865 , 000 UNITED STATES 

(61.09% of (11.22% of 
total wired total wired 

homes) homes) 


months 1940—totalling 15,004,747 units; washer sales from 1932 
parly salesMough 1939 plus first ten months 1940—totalling 11,416,346 units; 


plus first 


ING 


and electric range sales of power companies from 193! through 
1935, plus Nema sales of 1938, 1939 and first 10 months 1940— 


totalling 1,267,680 units. 
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HE year 1940 broke all records 
T in major appliances. Refriger- 
ation took a tremendous in- 
crease in unit sales compared with the 
year before and with the former 
record year of 1937. The dollar vol- 
ume tops 1937 only by a fraction, but 
it is significant that in spite of the 
heavy cuts that were made in list 
prices of refrigerators, the dollar value 
held up so well. The 2,600,000 units 
in 1940 were responsible for a retail 
value of $395,200,000. The 2,310,000 
units in 1937 had a retail value of 
$395,010,000. Comparing the two 
years, in 1940 manufacturers made 
and the retailers sold 290,000 more 
units than in 1937, and in return 
received from the public substantially 
the same number of dollars. 
The 1940 refrigeration selling year 
did not 


get away to a smooth start 
so far as new models and prices were 
concerned. As everybody knows, 
there was a period in January when 
nobody quite knew what the prices 
were going to be. When this set- 


tled down, a tremendous momentum 
developed and the selling season car- 
ried on through the summer. 
Apprehension at the beginning of 
the year that low priced leader boxes 
were dominating the market and that 
disastrous price drops would ensue 
were realized. In spite of the 
heavy list price reductions the average 
prices for the year wind up at ap- 
proximately $152 a unit as compared 
with $169, average price per unit in 
1939. This unit comparison, however, 
should not be taken too literally be- 


not 


ELECTRIC 
REFRIGERATORS 


+—+ 


cause 1940 unit and dollar sales rep- 
resent greatly enhanced values over 
1939. 

The trend toward larger boxes con- 
tinued. In 1939 six cu.ft. boxes ac- 
counted for less than 60 percent of 
the total, whereas in 1940 they were 
just short of 80 percent of the total. 

Business in 1941 is going to start 
well ahead of 1940 selling. All the 
producers have shown their lines be- 
fore the first of the year. Inventory 
carry over is smaller than a year 
ago, and there will be fewer refriger- 
ators of all makes for clearance after 
the first of the year. 1941 models will 
therefore be offered early, and selling 
will actively commence on the new 
lines probably earlier than in any past 
year, 

The 1941 lines represent extraordi- 
nary value. Step ups are more care- 
fully planned than was possible in the 
1940 price confusion. Both in beauty 
and design, convenience and storage 
arrangement, operating efficiency and 
desirable features and refinements, the 
1941 refrigerators have no parallel 
in the past. 

The trend toward larger sizes con- 
tinues. All the manufacturers have a 
number of attractive 6 cu.ft. cabinets 
and have given special attention to 
7’s, 8's and 9’s as well. 

The farm market is receiving spec- 
ial attention, 8 cu.ft. boxes particu- 
larly suitable for large storage re- 
quirements of the farm are included in 
practically all the lines. This in our 
opinion is excellent planning, because 
we have many indications of an ac- 
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1940 Sales 
2,600,000 


Saturation 
63.0%, 
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1932 1933 1934 1935 1936 1937 1938 | 


79| HOUSEHOLD ELECTRIC REFRIGERATOR 
SALES BY SIZES OF BOXES 


u 
Up to 499 cu. ft 
5-5.99 cu ft. 


6-699 cu. ft. 
7-7.99 cu. ft 


8 cu. ft.and over 


1934 
*10 months 1940 (National Electrical Mfrs. Assn.) 


(Percentage of Yearly Volume = 
1934-1940) 
= 
Zz 
1935 1936 1937 «1938 1939 1940 


tive market for refrigerators on the 
farms in this coming year. 

The manufacturers, will of course, 
try to stimulate sales in the better 
price brackets, and in planning for 
this selling-up program, have given 
the dealer logical steps which should 
make it much easier to increase the 
average sale. It is just as much to the 
dealer’s interest to sell in the higher 
price brackets as it is to the manu- 
facturers. In fact, the dealers can ill 
afford to promote the lower priced 
models, and with the wonderful mer- 
chandise in their hands should be able 
to sell at high levels. 

In predicting sales for the coming 
year the producers have been, as 
usual, cautious about forecasting large 
increases. Nevertheless, this publi- 
cation believes that 1941 presents a 
tremendous refrigeration market. 

No one questions that national in- 
come and individual income, especially 
among employed people will be greatly 
increased. Many families who have 
hitherto been denied the luxury of re- 
frigeration will feel justified in buying, 
and it should not be overlooked that 
the natural increase of the market 
due to added wired homes is very sub- 
stantial. 1940 shows nearly 1,000,000 
new customers in cities, towns and 
farms added to the electric lines. 
These open a vast number of new 
prospects. Also, normal replacement 


Washers 


ASHER sales not only showed 
WW. healthy increase over 1939, 
but much more significant, washer 
prices turned up. After a three years’ 
decline in average prices of electric 
washing machines, 1940 shows an in- 
crease of $2.79 per unit over 1939 with 
the very large sale of 1,456,926 wash- 
ers. The percentage of increase in 
units was 9.6 percent. But the price 


increase, or the total retail value, in- 
creased 13.9 percent. 
dication of 


This is an in- 
renewed health in the 
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has come to be a very large factor 

Broad surveys have disclosed th 
fact that replacement in electrical re 
frigeration is going on at the rate o 
about 33 percent a year. In othe 
words, approximately one-third of al 
the sales made in 1940 would be fo: 
replacement. Now replacement run 
at a higher figure than trade-ins 
Actually, trade-ins made by dealer 
are at the rate of 20 and 22 percent 
But in addition to this, there is an 
other 10 percent where no trade-i 
was made on the new sale—owner 
having disposed of their own refrig 
erator by sale, by gift or by destruc 
tion. 

This replacement, now a norm 
market factor will continue to increase 
The trade-in problem will continue t 
harass the dealer. 

There is no getting away from i 
that a large number of people wh 
want to replace their refrigerator will 
not do business until they can mak 
some arrangement satisfactory to them 
for disposing of their old one. With 
prices at the level which they now 
are, it is certainly not practicable for 
dealers to make large trade-in allow- 
ances out of their margins. They 
will, therefore have to be prudent ir 
keeping the allowances down as far a: 
possible and arranging to resell th 
trade-in at a profit either “as is” or 
after reconditioning. 


very important home laundry field 

The increase in the sale of highet 
priced washers, is of course, responsi 
ble for this desirable condition. | 
1939 washers of over-$100 retail valu 
represented 26 percent of the total 
units sold; in 1940 284 percent. Furi 
thermore, the average price in thi 
classification increased from $102.2 
in 1939 to $107.68 in 1940. The under4 
$40 classification showed a corre 
sponding decrease representing 7.: 
percent of the total in 1939 and only 
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SEVEN YEAR SUMMARY 
~ HOUSEHOLD ELECTRIC | 
“REFRIGERATOR SALES | 
~ BY SIZES OF BOXES 


(Percentage of Gross Volume | 


— 1934 -1940*) 
Up to 5- 6- Fr 8 cu. fF. 
499 cu.ft. 5.99cuft. 699 cuft. 799 cuft  andover 


months 1940 (National Electrica/ Mfrs. Assn) 


64 percent in 1940. And in this 
assification also there was a fur- 
er increase in price. 

Washer manufacturers dre making 
ore attractive and desirable wash- 
s in the higher priced classifications, 
d washer dealers are alive to their 
pportunity in pushing this part of 
e line. We believe that this tend- 
cy will be increased in 1941. The 
ew washer models shown have a 
emendous value throughout the lines, 
t especially the higher priced classi- 
cations are more than ever full of 
lue and features. 

The automatic washer continues to 
ake news and will continue to have 
s important effect in this trend 
ward better prices. Early in 1940 
e second automatic was introduced. 
lackstone Corporation brought out a 
roduct which was the first to follow 
e original Bendix. In 1941 the Gen- 
1 Electric and Westinghouse com- 
anies are announcing their automatic 
yashers. Although these companies 
ate that they are going to proceed 
n a selective distribution basis, their 
fluence on the whole market will 
till be a very great one. 

This development of automatic 
vashers has had-in our opmion a 
ood effect on the entire washer field, 


for they center attention on washers 
which command a high price, which is 
helpful in trading up the values in 
other washers. It has helped a lot and 
will increasingly help to emphasize 
the top levels of washer values and 
prices, directing attention away from 
the bargain offer and the special. 

Gas engine washers turned in under 
100,000 units but at an increased 
price. This very worthwhile busi- 
ness is one of the small town deal- 
er’s best opportunities. Farm elec- 
trification has created an atmosphere 
of expectation of high-line service that 
has been realized only in part. There 
are millions of farms that need wash- 
ers where there is little or no chance 
of receiving high-line service at least 
for years to come. This is a very 
large market. Even the farmer that 
expects electrical service within a few 
years is a good prospect for gas en- 
gine washers, because of the ease of 
change-over. Rural electrification may 
conceivably slow down next year. 

The possibility of enormously en- 
hanced demand for industrial power 
in 1941 may easily affect the rural 
electrification program. At least in 
many districts of the country. And 
the gas engine washer can be gold 
everywhere. 


GAS ENGINE 
WASHERS 


1940 Sales 
80 98,074 


——+ 
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LECTRIC range sales moved 

ahead in 1940 at almost the same 
rate of increase as electric refriger- 
ators. With a total of 450,000 units 
sold during the year, an increase of 
34% over 1939 was registered. Here 
again a price situation somewhat ap- 
proximating that on refrigerators de- 
veloped. Early in the year major 
producers made drastic reduction in 
list price, bringing highly styled elec- 
tric ranges with many of the features 
of expensive models down below $100 
for the first time. But here too, as 
with refrigerators, sales were effected 
in the higher priced lines so success- 
fully that the average price reduction 
between 1939 and 1940 was only from 
$147 to $139.50 per unit. This 1940 
volume was the record for any year 
and indicates the growing market ac- 
ceptance and popularity of electricity 
as a cooking fuel. 

There was a greater amount of mar- 
keting and advertising activity on the 
part of the principal producers of 
ranges and very definite evidence of 
the effect of this kind of promotion on 
public sentiment. The most striking 
evidence is offered in a report made 
to the 1940 American Gas Association 
Convention. The Brooklyn Union 
Gas Company, Brooklyn, New York, 


reported a survey by an expert from 
Fortune magazine. He made an 
investigation for this large gas utility 
which disclosed that the general pub- 
lic in Brooklyn, and according to the 
statement of this eminent investigator, 
the country as a whole, does not re- 
gard the gas industry or the fuel that 
it supplies as representing the last 
word in modernity. The survey shows 
that whereas 93% of the families in- 
terviewed are now cooking with gas, 
only 25% expect gas to be the most 
used cooking fuel ten years from now. 
We know of nothing that more strik- 
ingly confirms the belief of electrical 
people that when the public learns 
about the advantages of the electric 
range, there will be a rapid decline in 
gas competition. 

Looking into 1941, the ranges which 
have been shown before January by 
the manufacturers embody such im- 
provements and refinements that more 
than ever stimulate the enthusiasm of 
utility and dealer in the promotion of 
this product. The flexibility, cleanli- 
ness and safety of the electric range 
has come to be generally accepted. 
For 1941 new advances have been 
made in economy, speed and control. 
The automatic devices that make the 
electric range the mechanical cook 
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RANGES 


1940 Sales 
450,000 


Saturation 


1929 19350 1931 1932 1933 1934 


have been still further developed. 

With the development of govern- 
ment housing projects connected with 
war industries and the expansion of 
dwellings beyond present gas supply 
districts there are many opportunities 
for the sale of electric ranges where 
there is no conflict with its principal 
competitor. As has been the case, 
however, for the past several years, 
bottled gas installation is unquestion- 
ably important as competition, and in 
some parts of the country is formid- 
able, but here we have a straight com- 
petitive market in which the element 
of promotion and salesmanship will 
be the determining factor. It appears 
from data that we have recently re- 
ceived that the actual accomplishment 
of the bottled gas interests has been 
overestimated by electrical men. In 
statements a year ago it was 
said that tank gas range installations 
in the country for 1939 were equal in 
number to electric range installations. 
This was far too high, but even if 
our present information that they are 
running only half the rate of electric 
range installations is correct, that is 


still far too many. On any basis of 


made 


1935 1936 1937 


11.2%, 


1938 1939 1940 


comparison of reliability and 
safety, the electric range has a perfect 
score, and in other desirable features 
naturally the electric range presents 
the same advantages over tank gas as 
it does over pipe gas. 

For 1941 the electric range picture 
is bright. There is a growing real- 
ization of its advantages, and there 
are a million more customers or users 
of electricity than there were in 1939. 
Prices are highly favorable. The new 
ranges offered by the manufacturers 
have every desirable quality and the 
trade is beginning to realize that in 
the electric range they have a profit 
and prestige product equal to any of 
the other favored major appliances. 

Electric water heating, which is the 
twin of the electric range, follows it 
at some distance. Water heaters, tank 
type, have increased in sales 22.6% in 
1940 over 1939. The water heater is 
now, as it always was, a primary need 
for the modern standard of living. 
Electric water heaters supply this need 
with reliability, economy and safety. 
Here, too, is a question of promotion 
and education which is slowly but 
surely making its way. 


cost, 


HE electric dishwasher is one of 

the devices which after twenty- 
odd years of more or less sporadic ef- 
fort remains a pioneer device. Coupled 
now as it has been for several years 
with the electric sink, definite progress 
can be reported. Although accurate 
production and sales data are unavail- 
able, there is no question but that 1940 
has year for the 
dishwasher, the electric sink, and the 


been a good sales 
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garbage disposal. 

New dwellings, and not necessarily 
of the top luxury class, have been 
equipped with this convenience in con- 
siderable number. The public is be- 
ginning to recognize that the last and 
most disagreeable of all household 
tasks—cleaning of dishes and the elim- 
ination of garbage and waste—can be 
done by electricity with the same 
level of cleanliness and efficiency as 


REVIEW ane 


electricity has provided for other 
household services. 

This pattern of the slow awakening 
of the public to progress in home op- 
eration through electricity has been 
true of other products that now enjoy 
the highest public favor, and we can 
therefore expect a year by year in- 
crease in public interest and in dealer 
activity on this particular product. 

Public interest was definitely greater 
during 1940 than in any former year. 
In 1941 this may be expected to be 
enhanced by national and local promo- 


tions. Model electric homes shown 5y 
private builders employing electri 
sinks and electric dishwashers hav 
been shown to vast numbers of people 
The story has been told and the prod 
uct demonstrated probably to a greate 
number of people than in any forme 
time, and a latent market is undoubt 
edly in existence which strong promo 
tion and good selling can capitalize. 
The day is not so very far in th 
future when dishwasher campaign 
and complete electric sink campaign 
will be feasible and productive. 


LTHOUGH this classification in- 

cludes a diversity of products, the 
aggregate is highly important. Year 
by year such a product as electric 
irons turns in millions of units of 
sale, and the iron is used many times 
a week, creating in the user a highly 
favorable opinion of electrical servic- 
ing devices and rendering a service 
out of all proportion to the small cost 
and small operating expense which it 
entails. These were the products that 
pioneered the whole conception of 
electrical service for the home. They 
have become a basically important part 
of American living. 

The manufacturers of these prod- 
ucts have been progressive in improve- 
ments especially along the lines of 
making: their operation automatic. 
That accounts for the large turn-over 
of these products and their high re- 
placement factor. The automatic 
toaster, for instance, mounts in popu- 
larity year by year, and the public 
willingly pays five times as much for 


the automatic as for the non-automati 
because of its convenience, beautifu 
appearance, and the active promotior 
which it has received. It has become : 
gift product for weddings and anniver 
saries of the highest popularity re 
placing in esteem the glass pickle dis! 
of a generation ago. 

As promoters of traffic and as bread 
and-butter lines this housewares grou 
is so important that the dealer wh 
overlooks it is overlooking dollars tha 
ought to be in his pocket. Informativ 
labeling has made the work of th 
salesman or of the sales girl more ef 
fective, and the displays of this mate 
rial offered by the manufacturer ar 
among the most attractive that ar 
supplied for any merchandise. 

The total dollar value of electrica 
housewares in the heating class ex 
cluding mixers and roasters is nearl) 
fifty-three million dollars which dem 
onstrates a very important positio: 
indeed. Coming after cleaners in th 
fifth place for dollar sales. 


Dry Shavers 


HE dry shaver business declined 

about 25 per cent in units sold 
during 1940 as compared with 1939, 
according to the records and about 35 
per cent in dollar volume. 

On the other hand, the dry shaver 
business during the past year has 
shown many signs of stabilization. 
Patent arguments have been cleared 
through the courts and the wide-spread 
introduction of cheap merchandise 
which did more to harm the business 
than promote it has virtually stopped. 
The manufacturers left in the business 
produce reputable merchandise, have 
clean-cut distribution and service poli- 
cies and have brought a degree of 
stability to the business which insures 
it a permanent place in the confidence 
of the public. 

This business of shaving is still, of 
course, a highly personal matter, on 
which more theories exist than in al- 
most any other branch of men’s toilet- 
ries. A large segment of men will, 


JANUARY, 


perhaps, never be convinced that thd 
dry shaver method has any advantag 
over the older methods. Another larg 
segment have made tentative efforts tc 
give dry shavers a trial and, because 
that trial period was too short, or be 
cause the shaver they were trying di 
not do a job, they became disguste: 
and went back to the old Gillette 
Many of these may yet come back int 
the market. Education among the 
younger element of the community) 
will bring an entire new group. 
Then there is the market among 


women to consider and the fact thaj 
the shaver manufacturers have made 
their product more or less portable 
with battery operated models. All these 
have yet to be cultivated to any grea’ 
degree. 

The greatest appeal of the electric 
shaver is to the younger generation 
The millions of young men forming the 
dry shaver habit, insures a market 
growing steadily from year to year 


1941—ELECTRICAL MERCHANDISING 


some 
little 
t »-$5 


4,434 


iy 
300 
R¢ 
+ + + + 220 ge 
| | | | creas 
whic 
| 100 Electric Housewares able 
+ + + 20 
the 
1940 
1933 
shov 
ofa 
mov 
at al 
i.e., 
bulb 
Electric Sinks 
| FLU 
T 
busi 
pari 
193! 
Ij 
| ing 
pari 


hown 
electri 
rs hav 
people 
he prod 
 greate 
y forme 
undoubt 
promo 
italize. 
r in th 
mpaign 
mpaign 
ve. 


utomati 
beautifu 
romotior 
yecome 
anniver 
arity re 
ckle dis! 


as bread 
es grou 
iler wh 
lars tha 
ormativ 
< of th 
more ef 
1is mate 
urer ar 
that ar 


electrica 
‘lass ex 
is nearly 
ich dem 
positior 
rs in th 


that th 
dvantag? 
her large 
efforts to 
, because 
rt, or be 
rying di 
disgusted 

Gillette 
back int 
=the 
ymmunity 
up. 
t among 
fact thaj 
ive made 
portable 
All these 
iny grea! 


e electric 
neration 
‘ming the 
1 market 
to year 


DISING 


FORECAST 


RONERS showed a larger per- 
“= centage of unit sales increase than 
washers in 1940 as compared to 1939, 
ut a considerable decrease in aver- 
age price. 

Ironers achieved a volume of 166,- 
000. units, which was 30.6 percent 
above 1939. The total dollar value, 
however, showed an increase of but 
9.7 percent. This is due to the in- 
crease in sales in the classification 
below-$30 and below-$50. 

The classification of below-$30 
which represents the table and port- 
able ironer showed an increase of 
some 36,923 units—an increase of a 
little over 116 percent; and the $30,- 
to-$50 ironers showed an increase of 
4,434 units or 59.51 percent. 


‘The top classification offering the 
best values in ironers, showed an in- 
crease of approximately 8 percent. 
Here we have a picture of people 
either buying in the low-priced classi- 
fication or passing over the interme- 
diate classification and buying the 
best ironer they can obtain. 

Ironers still lag behind in popular 
acceptance. The chief reason being 
that they still lag behind in industry 
promotion. The value is certainly 
there, and the desirability of the serv- 
ice to the. buyer, but advertising is 
meager and incidental to washers and 
the interest of the average retailer in 
ironers continues to be so relaxed 
that the public have to come in and 
take them off the floor. 


90} IRONERS SALES BY 


( Percentage of 
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PRICE CLASSIFICATIONS 
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INCE 1933 every successive year 

has shown a marked growth in 
the use of light measured in lumens. 
1940 was approximately 15% ahead of 
1933 and indications are that 1941 will 
show the largest percentage increase 
of any year. 

The Better Light-Better Sight 
movement swings into its eighth year 
at an increased tempo with all factors, 
i.e., total lumens, kilowatt hours, total 
bulbs, portable lamps, adaptors, fix- 
tures, etc. sharply up. 


FLUORESCENT LAMPS 


The growth of fluorescent lighting 
business is easily gaged by the com- 
parison of fluorescent lamp sales for 
1939 and 1940: 


2,500,000 
12,000,000 
If we look at the sizes of lamps be- 
ing sold we find the two years com- 
paring like this: 
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1939 1940 
watt. 36% 17% 
30% 23% 
22% 10% 
40 watt ...... 12% 49% 
Watt ...... 1% 

100% 100% 


If we look at colors and finishes we 
find a comparison something like this: 


1939 1940 

28% 52% 

Daylight ...... 60% 43% 
Colors (red, 
blue, green, 

gold, pink).. 12% 5% 

100% 100% 


New types and sizes of fluorescent 
lamps were introduced in 1940. Dur- 
ing the year Mazda F lamps were re- 
duced in list price twice—once in 
March, and again in June. In the 
meantime, efficiency values had been 
increased and the average life ratings 
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166,000 
Saturation 
6.6%, 
1929=100 

raised to 2500 hours. In July the far this is the smallest of the fluores- 


Mazda manufacturers announced the 
addition of a 14-watt 15” T-12 lamp 
to their regular schedules. This lamp 
was originally developed for train 
lighting on special converter circuits. 
During 1940 the Mazda manufacturers 
developed a new and simple circuit 
which permits the use of two of these 
15” lamps in series on 120-volt AC 
circuit. Ballasting in this new circuit 
is accomplished with a small tungsten 
filament ballast lamp. Delayed action 
switching is one detail of the circuit. 
This simplified circuit led to the adap- 
tion of these shorter lamps in a variety 
of portables. They are equally adap- 
table to mirror lighting, many dis- 
play units and other special applica- 
tions. 

In October the Mazda manufactur- 
ers announced a new color in the 
fluorescent line available in nearly 
all of the standard sizes. This new 
color named “soft white” was designed 
primarily for food display, restaurants, 
and dining service areas. It has 
solved many display problems for the 
retail butcher and is finding new appli- 
cations as the public becomes better 
acquainted with it. The new “soft 
white” develops a greater proportion 
of red radiation than do the other 
standardized whites. This warmer 
tone is also well suited to mirror light- 
ing in powder rooms and at make-up 
tables. 

About the same time the new Mazda 
F 100-watt T-17 lamp with a 5-foot 
overall length was announced. This 
is the largest single unit in terms of 
total lumens in the entire fluorescent 
line. This lamp seems to be headed 
for wide industrial application and 
could well be the means of stepping up 
show window lighting to the high 
levels required for adequate window 
display. This new 5-foot unit also 
may be a step forward in the general 
lighting of large commercial areas. 
Already several large installations 
have been made in industry all the 
way from a pineapple cannery in the 
Hawaiian Islands to the newest unit of 
the Packard Motor Company in De- 
troit. 

Apparently going to extremes, the 
Mazda manufacturers in November 
announced a 6-watt T-5 9” lamp. So 


cent units to be placed on the market. 
Designed primarily for business ma- 
chines, cash register illumination, etc. 
the lamp will well fit into show case 
lighting in filling out corners and spe- 
cial niches, and has already been 
adapted in a bed-lamp unit. 

Introduction of the 100-watt fluores- 
cent lamp offers interesting possibili- 
ties for 1941. While not as efficient 
as some of the smaller lamps, it makes 
possible a more practical fixture de- 
sign for obtaining large quantities of 
light, eventually it should assist in 
reducing the cost per footcandle, where 
high intensities are desired. 


LIGHT FOR DEFENSE 


High-level lighting is being gener- 
ally accepted as a basic production 
tool effecting speed, quality, and econ- 
omy, with the majority of high foot- 
candle jobs going fluorescent in both 
new and remodeled industrial areas. 
The better industrial installations are 
showing a 40-footcandle average for 
general illumination with plus light- 
ing for bench work and _ inspection 
running from 150 to 300 footcandles. 

Protective lighting for buildings and 
yards is going at a rapid rate, using 
both the glass reflector lamps as well 
as flood lights. It is estimated that 
more than 100,000 plants will require 
protective lighting of some sort or 
other. 


LIGHTING FOR STORES, OFFICES, AND 
SCHOOLS 


Fluorescent lighting is getting the 
major interest in these fields, although 
not to the exclusion of filament lamps. 
Considerable development in fixtures 
for Mazda F lamps has taken place 
during 1940, and further development 
is indicated for 1941 directed toward 
more pleasing fixtures and lower 
prices. 

Analysis of sales of fluorescent bal- 
lasts by one manufacturer indicate 
that 80% of equipment sold for 36- 
inch or 48-inch lamps is of high- 
power factor design (90% or above). 
~The Fleur-O-Lier group at the end 
of 1940 represented 41 fixture manu- 
facturers offering approximately 60 
Fleur-O-Lier approved fixtures. Fleur- 
O-Lier promotion, principally through 
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national advertising, started in 1939 
and will continue at a much greater 
rate in 1941. 


ONE HUNDRED MILLIONS IN 1941 


The total fluorescent picture for 
1941 will be approximately a one hun- 
dred million dollar market, at list, rep- 
resenting the combination of fixtures, 
tubes, and wiring. 


LIGHT CONDITIONING 


The term Light Conditioning applies 
to lighting jobs properly done in any 
lighting field. As used, it more or less 
identifies the home market which cov- 
ers the sale and use of Light Condi- 
tioning equipment for the home, i.e., 
proper size bulbs, adaptors, pin-to- 
wall lamps, I.E.S. lamps, etc. There 
are now approximately 5,000 Light 
Conditioning dealers offering either 
limited’ or full service on home light- 
ing. This number may double in 
1941, although the important thing 
from a sales standpoint is not neces- 
sarily the total number of dealers but 
an adequate job done by a selected 
list of retailers. 


LIGHT CONDITIONED HOME 


Experience in 1940 has indicated 
that the selling of the completely 
Light Conditioned home is not only a 
possibility but quite practical. One- 
time sales of completely Light Con- 
ditioned homes have been made from 
as low at $27.00 to as high as $125.00. 
Sales methods largely based on spe- 
cialty salesmanship are being rapidly 
worked out and 1941 should show a 
spectacular growth in the sale of the 
complete job, with adequate profits 
all along the line. The well-equipped 
Light Conditioning dealer serving 
1000 meters has a potential market of 
approximately $75,000. 


ADAPTORS 


Surveys covering 10,000 homes 
compiled in 1940 indicate a potential 
for adaptors as follows: 

80 million single-socket adaptors 
160 million adaptors and shades for 
multiple sockets 

70 million adaptors for bridge and 

table lamps 
80 million wall lamps 

The rate of sale of these adaptor 
units doubled in 1940 over 1939 and 
should double again in 1941. Esti- 
mated sales by years show: 


190,000 units 
550,000 units 
1,050,000 units 
The sale of Light Conditioning 


equipment is not an automatic one— 
it requires adequate local organization 
and promotion with definite leader- 
ship. At the end of 1940 there were 
some 60 utilities who had embarked 
on a five-year program to develop the 
domestic market through Light Con- 
ditioning—with the bulk of the effort 
and sales going through retailers. Con- 
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sistent advertising and promotion are 

necessary to build this market. It is, 

however, an attractive one for the 

dealer because all of the business is 

plus business obtained on a very fair 

profit margin. As far as the retailer 

is concerned, the main requirements 

are: 

. A Light Conditioned Center 

. Adequate stock of merchandise 
and lamp bulbs 

. Sales education 

. Assistance from ultility represen- 
tatives 


PIN-TO-WALL LAMPS 

1940 was the biggest year to date 
in pin-to-wall lamp sales. Approxi- 
mately 2,000,000 of these handy lamps 
were sold, bringing the total sales 
to date to 9,000,000. 


LES. LAMPS 

I.E.S. lamps continue to be the big 
leader in the home lighting field with 
1940 showing the largest sales since 
1937. Approximately 1,800,000 I.E.S. 
type lamps were sold during 1940, 
with the price situation being quite 
satisfactory. About 90% of all floor 
lamps are the I.E.S. type, with in- 
creasing percentages in the end table 
and table lamps going to I.E.S. types. 
There is increased interest on the 
part of the department and furniture 
stores in I.E.S. lamps. Manufactur- 
ers of LE.S. specification lamps now 
number 62. 


op 


a0 


NEWER LIGHT SOURCES 

There has been considerable devel- 
opment among the newer light sources 
during the past year. The 100-watt 
Mercury lamps are now available in 
reflector type bulbs of hard glass for 
both general lighting and in connec- 
tion with filters for black lighting. 
The advent of fluorescent carpets and 
murals for theatre decoration are lead- 
ing to a rather wide adaptation of 
this type of unit. In addition Mazda 
C lamps in black glass filter bulbs 
have come on the market during the 
year, making possible small and port- 
able displays of fluorescent pictures, 
signs, etc. This, together with recent 
developments in fluorescent paints, 
have made possible a new technique 
in the selling of signs and night time 
decorative illumination. Larger mer- 
cury lamps behind filter are serving 
to develop a fluorescent billboard type 
of advertising. 

Drying lamps have not only been 
further adapted to industry but Mazda 
manufacturers have extended their 
line to where it now includes four dis- 
tinct units—the original 250-watt lamp 
in the pear-shaped bulb; the new 250- 
watt in a reflector type bulb, and in 
the larger sizes a 500-watt and 1000- 
watt lamp equipped with a bipost base. 
As the application of infra-red radia- 
tion to industry has been studied fur- 
ther, the need for higher energy densi- 
ties developed the desirability of these 
higher wattage type units. 


REVIEW 


Germicidal lamps have come i for 
further study and their field of appli- 
cation broadened with further knowl- 
edge. One manufacturer at least has 
come out with a 30-watt T-8 unit with 
a 36” overall length. This new lamp 
has proportionately higher ultraviolet 
output and yet fits into the low-voltage 
standardized fluorescent auxiliary 
equipment and fixtures already on the 
market. Killing of air-borne bacteria, 
both in connection with air condition- 
ing and in sanitary engineering, seem 
to be well handled by germicidal lamps. 
Special applications in meat coolers 
and other food storage are developing 
with further study. Hotels are 
adopting this equipment in connection 
with their sanitary service and the 
development of sterile storage for food 
utensils, medical instruments, etc. is 
to be looked for in the near future. 


PROMOTION FOR 1941 


Lighting continues to be the No. 1 
promotion with a majority of utilities 


ACUUM cleaners continue to 

demonstrate the imposing volume 
of sales obtainable in a highly satur- 
ated market. Here is one of the very 
earliest of electrical home appliances 
that maintains a large volume of sale 
at a high average retail price, with a 
high percentage of trade-ins and re- 
placement. 

The value of the service rendered by 
this product is second to no other ap- 
pliance. It is still sold in a large per- 
centage of its total by home demon- 
stration methods, for several manu- 
facturers important in this business 
conduct their entire sales by their own 


HAND CLEANERS —+ 


throughout this country. It is a 
“must” for defense work and an im- 
portant sales tool in stores where re- 
modeling and revamping are going on 
—to go after greater business with 
higher national income. In the home 
market it still remains the utilities’ 
greatest hope in obtaining gross and 
net on the sale of kilowatt hours. 

In 1941, the majority of utilities 
will swing behind the fluorescent 
lighting and give it quite active pro- 
motion through contact with their 
lighting men, advertising, direct mail, 
and meetings. The development of the 
Light Conditioning dealer directed to- 
ward the sale of the completely Light 
Conditioned home will gradually be- 
come the feature in this market. 

Using the total number of bulbs sold 
each year as a measuring stick of 
lighting sales, 1940 showed almost 
600,000,000 against 330,000,000 in 
1933. 1941 should show an increase 
over 1940 of some 15% or a total of 
nearly 690,000,000 lamps. 


house to house sales representatives. 

Nevertheless the market for the 
dealer in all types of cleaners steadily 
expands, and an attractive profit in 
the large market makes this a device 
which should particularly attract deal- 
ers who are keen to increase their 
net. As far as design is concerned, the 
cylinder or tank type cleaner continues 
its popular position. This was empha- 
sized during 1940 by the sensational 
success of the campaign of the Con- 
solidated Edison Company of New 
York that disposed of some 131,000 
of this type of cleaner in a popular 
package combination. 


HAND 
CLEANERS 


1940 Sales 
361,820 


Saturation 
No figure 
available 
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1940 Sales 
1,376,367 


Saturation 
49.2°/, 
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URING 1940 adequate wiring 
promotion was greatly intensified 
with a new emphasis on selling. 

The National Adequate Wiring 
Program, launched in the Spring of 
1938, swiftly progressed through the 
first stages of industry acceptance and 
organization. The big step forward 
came in the past year when an effec- 
tive sales promotion pattern to meet 
local conditions was developed by the 
majority of the approximately two 
hundred active A.W. centers. 

At the very beginning of 1940, it 
was evident that the promotion pic- 
ture was changing. Volunteer effort 
was gradually being stepped up into 
full-time work. Utility home service 
staffs and literally hundreds of light- 
ing advisors turned to the business of 
getting greater wiring adequacy into 
new homes. 

Other branches of the industry 
joined in the work. In the Inland 
Empire, electrical contractors paid for 
newspaper advertising space to con- 
gratulate their customers on receiv- 
ing an A.W. certificate. Builders, 
electrical dealers, banks and lumber 
companies tied in. This promotion 
pattern was found effective for all 
concerned. It will be repeated. 

Similarly, the demonstration home 
—usually with certified wiring—was 
found especially effective with both 
builders and the public. It would be 
a conservative estimate to say that in 
1940 some 2,000,000 persons, includ- 
ing many prominent architects and 
operative builders, were escorted 
through new homes in which the A.W. 
installation was the star performer 
and with a supporting cast made up 
of better lighting, appliances, heating 
and air-conditioning. 

The recent Hartford “Homes for All 
Parade” drew 75,000 to see eight 
certified A.W. homes—a promotion 
that will probably be repeated this 
year. Highly successful A.W. dem- 
onstration home activities were spon- 


sored in the West Penn territory, by 
the Rocky Mountain Electrical League 
in Denver, in New Orleans, San An- 
tonio and many other cities. In most 
of these appliances and lighting sales 
were important by-products. 

With the demonstration home be- 
coming so important a medium of 
visualizing the real and lasting values 
of adequate wiring to all concerned, it 
was not surprising that fourteen elec- 
trical leagues and other local groups 
took on certification during 1940. This 
sharp upswing in certification activi- 
ties was also a part of the transi- 
tion of A.W. from the more or less 
experimental to the sales technique 
stage and it was certainly another fea- 
ture of the year. 

Forty-two groups have now received 
a license from the National Bureau. 
Of that total number, twenty-three 
are electrical leagues; others are local 
groups representing two or more 
branches of the industry. 

The number of domestic meters in 
certification areas is now approxi- 
mately 6,200,000—or about 26 per 
cent of the national total. 

While this phase of the national 
activity has grown rapidly, it should 
be pointed out that the number of 
residential customers now being 
reached by some form of local edu- 
cational and ‘selling effort also in- 
creased. One million residential met- 
ers were added in 1940 and the total 
has now reached approximately 18,- 
300,000 meters, or about 78 per cent 
of the national total. 

In all of this steadily mounting ef- 
fort to smash the bottleneck of inade- 
quate wiring, there have been many 
straws that clearly indicate the way 
the wind is blowing. 

In general, the demand for more 
adequacy in home wiring is increas- 
ing. 

Specifically, to recall only a few high 
lights in the 1940 parade that clearly 
define a trend, there were: 
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Item. A builder, electrical contrac- 
tor and a dealer joined forces in a 
certified A.W. home promotion in St. 
Louis. Twelve offers to buy, complete 
with appliances, were received the 
opening day. 

Item. Typical of scores of state- 
ments received from prominent opera- 
tive builders is this one from Forest 
M. Knight, president, F. M. Knight 
Realty Company, Indianapolis. “My 
experience with adequate wiring has 
been more than satisfactory because I 
have found that it pays—in dollars 
and cents as well as in satisfaction 
to both the builder and the buyer. 
Today’s home buyers are quick to see 
the advantages of an adequately wired 
home. It is easier to sell and com- 
mands a higher price.” 

Item. In Salt Lake City, a certi- 
fied A.W. home sold for $8,950; the 
new home next door, priced a thou- 
sand dollars lower, did not sell. 

Item. Dallas is certifying one out 
of every three new homes built. 

Item. A Commonwealth Edison 
Company survey showed that, when 
customers moved to a certified A.W. 
home, consumption increases ran as 
high as 300 per cent over previous 
use. 

During 1940, field representatives of 
the National Bureau continued their 
efforts to assist local groups. Some 
new cities were added and the total 
number of cities visited since the 
program started is now 230—with 


OIL SPACE HEATERS 


NE of the livest of the newer 
major appliances to engage the 
specialty electrical dealers’ attention— 
the oil-burning space heater—contin- 
ued its forward march during the past 
year in both number of units sold and 
dollar volume of business done. From 
a total of 340,000 units (both pot type 
aud sleeve type) sold in 1939, the in- 
dustry increased sales 14.7 per cent 
during 1940 to register 390,000—the 
best year in the history of the business. 
Average prices of oil space heaters 
took a slight upward turn from $63 
in 1939 to $65.65 in 1940 and the 
retail value of all space heaters sold 
increased from $21,420,000 in 1939 to 
$25,603,500 in 1940. All the best 
sources of information seem to point 
to the fact that the sleeve-type oil 
space heater registered a slight fall- 
ing off during the past year (6 per 
cent) while the pot-type increased 22 
per cent. Best breakdown available 
on actual sales would show that 78.3 
per cent of the total space heater busi- 
ness went to the pot type heater with 
305,370 units; 21.7 per cent to the 
sleeve-type with 84,630 units. Some 


the total number of visits to these 
cities 748. 

Specially noteworthy were the 
number of locally developed A.W. dis- 
plays—some fifty-six in number— 
most of them showing the results of 
voltage drop on lighting and appli- 
ance operation; the remarkably effec- 
tive story on A.W. for service clubs 
and other groups developed by L. A. 
Falk, supervisor of dealer coordina- 
tion, Wisconsin Power and Light 
Company; the increasing use of ra- 
dio; the extent of newspaper advertis- 
ing; the many ingenious window dis- 
plays, billboards, tie-in with home 
shows and adequate wiring playlets. 

The First National Adequate Wir- 
ing Conference was held in Chicago 
late last year in conjunction with the 
Fifth Annual Electrical League meet- 
ing. Five-typical programs were de- 
scribed, each emphasizing some spe- 
cial approach to the home wiring 
market. The extent of the progress 
recorded by scores of local activities 
was indicated not only by the large 
attendance at this first annual meet- 
ing but the enthusiasm with which 
conferees received the presentations. 

Some sizable portions of the re- 
stricting wall of inadequate home wir- 
ing were cut away last year. This 
year, the whole industry is resolved 
that no preventable additions to that 
wall shall be built, that the gains 
made shall be firmly entrenched and 
extended. 


manufacturers are engaging in mak- 
ing both types, but as a general rule, 
individual manufacturers make sepa- 
rate types. 

The year 1940 saw a considerable 
increase in the number of fan-equipped 
oil space heaters sold. Nearly all the 
manufacturers in the field are en- 
gaged in producing one fan-equipped 
model and estimates as to the number 
sold vary between ten per cent and 35 
per cent of the total volume. Cer- 
tainly, deluxe models seem to have 
the edge in the selling which may be 
due to the fact that more expert 
merchandising on the part of speeialty 
dealers came into the picture. 

The consensus of opinion among 
manufacturers and the trade is that 
the year 1941 should see an increase in 
total unit sales of between 20 and 30 
per cent. Increased wages and a 
sharp decrease in unemployment in 
1941 as a result of the defense activi- 
ties will be chiefly responsible for this 
increase, it is said, especially in view 
of the fact that the lower-income 
workers will be chiefly affected and 
they normally provide the largest po- 
tential market for oil space heaters. 

(Please turn to page 146) 
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LOCAL MARKET 


NEW YORK CITY 


Big Appliance Campaigns as Usual in ‘40 by Consolidated Edison 


1,824,000 domestic electric customers of the 
Consolidated Edison Company upped average 
annual consumption to 615 kw.-hrs. in 1940 


ONSOLIDATED Edison Com- 
pany of New York—largest 


utility in the country, had an 
estimated total of 1,824,000 domestic 
electric customers on its lines by De- 
cember 31, 1940, as compared with 
1,832,000 customers in the year 1939. 
No reason was given for the decrease 
of 8,000 customers served Kilowatt- 
hour consumption per average do- 
mestic meter annually was 615 kw.-hrs. 
in 1940 as compared to 606 kw.-hrs. in 
1939, according to estimates of E. F. 
Jeffe, vice president. 

Serving a vast metropolitan terri- 
tory with a population of some seven 
and a half-million people, estimates 
on the total appliance business in the 
territory are not available. There are 
900 active dealers cooperating in the 
appliance campaigns of the Consoli- 
dated Edison and probably another 
100 or more engaged in appliance 
selling. 

The past year has seen a continua- 
tion of the well-known “Bargain Pack- 
age” campaigns in which an assort- 
ment of small appliances such as a 
toaster, I.E.S. lamp, radio and iron 
are grouped for single purchase at a 
bargain price and financed by the 
utility. Power company employees 
sell these packages by the thousands 
and split their commissions with deal- 
ers, according to the amount of busi- 
ness done by individual retail outlets. 
Major appliance campaigns in 1940 
included one on tank-type vacuum 
cleaners which lasted for a 120-day 
period and saw 131,000 cleaners sold 
by dealers and utility employees. A 
current campaign on home laundry 
equipment is reputed to have sold 
some 75,000 units to date but final 
figures have not yet been forthcoming. 

Bargain package promotion has re- 
sulted, in the sale of hundreds of 
thousands of small appliances and 
some 600,000 I.E.S. lamps in the 
past three years. Dealer commis- 
sions accruing them through the pool 
of commissions accumulated through 
sales by utility employees have been 
as high as $1,000,000 in a single bar- 
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gain package drive. In the vacuum 
cleaner campaign during the past 
year, dealer commissions on em- 
ployees sales reached the half-million 
mark. Refrigerators and sunlamps 
come in for their share of attention, 
too. An “Old Ice Box Roundup”— 
a trade-in campaign on refrigerators 
saw 86,000 units sold. Currently, a 
sunlamp campaign is in progress but 
figures on results are not available. 

The employee of the utility, work- 
ing as a salesman on commission for 
the dealer (and incidentally making 
himself a much-needed bonus) is a 
technique new in the appliance busi- 
ness. It works this way: all profits 
from the sales by Edison employees 
are set up in a separate fund from 


which is deducted three percent for 
the employee making the sale and 
three percent of the sale price for 
financing reserve. At the conclusion 
of the campaign the fund thus col- 
lected is apportioned among the co- 
operating dealers on a basis of the 
volume of sales they have propor- 
tionately accounted for. Dealer par- 
ticipation, therefore, is stimulated by 
an inducement price on the appliance 
being campaigned (except in the 
present home laundry drive where 
the utility is not doing the purchas- 
ing, delivering and collecting) financ- 
ing, delivery and collection, and the 
benefits of large-scale advertising by 
the power company in the New York 
market. 


PHILADELPHIA 


Refrigerators Up; Ranges, Water Heaters Down 


595,563 domestic customers of the Philadelphia 
Electric Company bought $25,000,000 worth of ap- 
pliances in 1940; upped kw.-hr. use to 1,087 


OME 1,800 electrical appliance re- 
tail outlets, operating in the ter- 
ritory served by the Philadelphia 
Electric Company, sold in excess of 


JANUARY, 


$25,000,000 worth of electrical appli- 
ances in 1940, according to estimates 
of Edward Porter, vice-president of 
the utility company. 
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MAJOR APPLIANCE SALES AND 1941 QUOTAS— director. Through the association, 
PHILADELPHIA ELECTRIC TERRITORY campaigns on ranges and water heat- 
1941 ers, on lamp bulbs and other equip- 
Antici- ™ent are cleared. 
1940 1939 — In the field of domestic lighting, a 
“ a - an ompany total of 4,499 kw. was added to the 
Company Dealers Total Company Dealers Total © Only company lines during 1940 and, it is 
by 3740 estimated an additional 5,500 kw. will 
ater Hea 46 000 
Refrigerators 10,975 63,430 74405 8,078 57, 338 65,616 9,500 be added in 1941. 
Washers 2,700 Available data on comparative sales 
lroners 373 433 400 of major appliances for the years 1939 
Cleaners 1,793 Sh fae 1,032 2000 = and 1940 will be found in the accom- 
Radio Sets 2,855 2,626 2,900 
LE.S. Lamps pated sales of the Philadelphia Elec- 


Trade-ins are not included in these figures. 


Total number of domestic electric 
customers served by Philadelphia Elec- 
tric increased over 10,000 during the 
year, the 1939 figure being 585,010 
and the number at the end of 1940 
595,563. Average annual consump- 
tion increased likewise from 1,025 
kw.-hrs. in 1939 to 1,087 kw.-hrs. in 
1940. 

Total dealer ard company sales of 
ranges and water heaters showed 
slight declines in 1940 over 1939 but 
refrigerator sales showed a_ healthy 
increase. Figures on dealer sales of 
washers, ironers, cleaners, radio sets, 
air heaters and I.E.S. lamps are not 
available. 

Prime mover of electrical appliances 
among the 1,900 in the area are mail 
order houses with department stores 
taking second place in importance, 
electrical specialty dealers third place, 
furniture stores fourth and hardware 
stores fifth. These dealers operate in 
Bucks, Chester, Delaware, Mont- 
gomery counties and Philadelphia 
proper. Their activities have a cen- 
tral promotional agency in the Elec- 
trical Association of Philadelphia of 
Which John A. Morrison is managing 


tric Company for 1941. 


All Major Appliances Show Healthy Gains 


172,000 domestic customers of the Potomac Edison 
Company bought $11,000,000 worth of appliances 
from 112 dealers in 1940; upped annual use 


NE hundred and twelve dealers, 
operating in the territory served 
by the Potomac Edison Company in 
Washington, D. C., sold an estimated 
$11,000,000 worth of major and small 
appliances in 1940, exclusive of air 
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conditioning, lamp bulbs, portable 
lamps and wiring supplies. Their 
market had increased during the year 
from 169,818 domestic electric cus- 
tomers whose annual average electric 
(Continued on page 32) 
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LOCAL MARKET DATA 


(Middle Atlantic) 


Continued from preceding page 


1,195 kw.-hrs. in 
1939 to 173,800 domestic customers 
whose consumption averaged, for 
1940, 1,261 kw.-hrs. A total of $63 
was spent, per home, on appliance 
purchases throughout the year. 

While total range sales for the year, 
according to J. S. Bartlett, managing 
director of the Electric Institute of 
Washington, D. C., indicate a slight 
decrease over 1939, sales through re- 
tailers showed an increase of approxi- 
mately 48 per cent. The discrepancy 
is accounted for in the fact that, in 
the past years, “Builder” sales (sales 
through wholesalers direct to apart- 
ment houses), have been an important 
item and, in 1940, this part of the 
business slumped to some degree com- 
pared with 1939. 

Refrigerator, water heater, washer, 
ironer and radio set sales all showed 


consumption was 


healthy increases during the year, 
however. Cleaners showed a slight 
falling off. 


Appliance business in Washington 
is broken down by the Institute, which 
is the promotional agency for the 
entire business in the territory as 
follows: On laundry and vacuum 
cleaners, department stores and mail 
order houses do the biggest job with 
furniture stores and electrical specialty 
dealers following in that order. On 
electric ranges, the specialty dealers 
come first with department stores and 
mail order houses second and furni- 
ture stores third. On refrigerators, 
department stores and.-mail order 
houses again take the lead with elec- 
trical dealers second and furniture 
stores third. Hardware stores are 


relatively unimportant in the distri- 
bution scheme. 

No statistics are available on 
I.E.S. lamp sales but the Home Serv- 
ice department of the power company 
do a general promotional job on home 
lighting. 


MAJOR APPLIANCE SALES— 
WASHINGTON, D. C. TERRITORY 


1941 

Antici- 
1940 1939 poted) 
Dealers Dealers Dealers 


Ranges 2,280* 2,349 3,000 
Water Heaters 454 403 550 
Refrigerators 20,303 17,719 17,500 
Washers 9,936 6,313 10,000 
lroners 1,046 980 1,250 
Cleaners 6,661 7,281 7,000 
Radio Sets 59,242 51,160 60,000 
Not Not 
Air Heaters available available 
Not Not 
L.E.S. Lamps available available 


These figures do not include trade-ins. 
Power Company does no merchandising. 


SATURATION AND _ REPLACE- 
MENT SALES—WASHINGTON, 


D. C. 
Estimated Propor- Estimated 
tion of Saturation 
Replacements %, 
(1940 Sales) 12/31/40 
Ranges 8% 182 11.7% 
Water Heaters 0% None 1% 
Refrigerators* 40% 8,120 85.0% 
Washers 25% 1484 58.9% 
lroners 0% None 8.7% 
Cleaners 10% 4660 57.0% 
Radio Sets 80% 47,400 100.0 


Air Heaters Not available Not available 
1.E.S. Lamps Not available Not available 


* Not including gas. 
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WESTERN PENNSYLVANIA 


Dealer Sales Show Sharp Increases for Year 


207,000 domestic 


customers of the 


West Penn Power Company bought about 
$9,684,369 worth of appliances in 1940 


N the busy industrial area of cen- 

tral Pennsylvania, the West Penn 
Power Company serves 207,000 do- 
mestic electric customers—an increase 
of 9,301 over the 1939 figure of 198,- 
301. Average annual consumption per 
domestic meter also showed an upturn 
from 943 in 1939 to 1,007 in 1940. 
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The power company went out of 
active merchandising in the territory 
about two years ago and sales all go 
through dealers of which there are 
about 600 in the territory. Their 
combined efforts in 1940 accounted for 
approximately $9,684,369 worth of ap- 
pliance business which includes an es- 


timated $235,000 for lamp bulb sales. 
An estimated $46.78 was spent on 
electrical appliances per home served. 

Electrical dealers (specialty) do the 
major part of the business with chain 
outlets (including retail stores of mail 
order houses) second, hardware stores 
third, furniture stores fourth and de- 
partment stores fifth. 

In 1940, the West Penn Power ac- 
tively promoted I. E. S. and Pin-to- 
Wall lamps and light conditioning 
equipment through dealers and, in ad- 
dition, conducted an “Empty Socket” 
activity. These promotions will be 
continued throughout 1941. Also in 
1941 there will be a water heating 
drive in March and July, a range 
campaign throughout April and May, 
September and October; a _ roaster 
drive in June; and a stoker campaign 
in August. 

About 20 per cent of refrigerator 
sales during 1940 were replacements ; 
6 per cent ranges and 1.8 water heat- 
ers. Range saturation reached 7.9 per 
cent; refrigerators 60 per cent; wash- 
ers 88.4 per cent; ironers 5.7 per cent; 
I. E. S. lamps 29.7 per cent. Water 


MAJOR APPLIANCE SALES— 
WEST PENN POWER TERRITORY 


1940 1939 194) 


Dealers Dealers Deale 
Ranges ..... . 3,435 2,372 3,60 
Water Heaters .. 470 297 6 
Refrigerators ... 22,000 14,245 17,50 
Washers ....... 19,455 16,607 19,50 
lroners ......... 1,625 1,522 1,70 
Cleaners ....... 8,290 6,863 8,50 
Radio Sets ..... 37,700 32,656 35,00 
1. S. Lamps... 19,800 16,523 18,00 


LIGHTING SALES AND QUOTA 
WEST PENN TERRITORY 


Estimated 
Sales 194! 
1940 Quota! 
Pin-to-Wall Lamps .... 20,000 19,800 
Other Portable Lamps. 41,000 37,400 
Adapter Equipment ... 21,400 27,500 


heaters, as usual, were still low in a 
ceptance. 

Figures on sales, shown in the a 
companying table, were furnished } 
P. H. Powers, West Penn vice-pres 
dent. 


EASTERN PENNSYLVANIA: 


Refrigerator Sales Up; Other Appliances Quiet 


107,800 domestic customers of the Metro- 
politan Edison Company increase average 
annual consumption to 890 Kw.-hrs. in 1940 


HE Metropolitan Edison Com- 

pany, with headquarters at Read- 
ing, Pa. served 107,800 domestic elec- 
tric customers in 1940 as compared 
with 104,313 in 1939 and average 
annual kilowatt-hour consumption in- 
creased from 820 kw-hrs. in 1939 to 
890 kw.-hrs. in 1940, according to 
E. J. Ingram, New Business manager 
of the power company. 

There are about 215 dealers of elec- 
trical appliances in the territory and 
in order of importance they rank about 
as follows: electrical specialty dealers, 
department stores, furniture stores, 
mail order houses, hardware stores and 
miscellaneous outlets. 

Refrigerator sales in the territory 
showed a healthy increase in 1940 over 
1939 but most of the other major 
appliances showed a slight falling off. 
Range sales about held their own in 


ANTICIPATED SALE, 1941— 
METROPOLITAN EDISON 


TERRITORY 
Company Dealers To 
Ranges 500 1,700 B 
Water Heaters 250 600 8 
Refrigerators 600 7,000 7, 
Washers 100 2,500 2 
ers 50 200 2 
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the Metropolitan Edison sells. 

Range saturation is at 12.5 p@ 
cent, the survey indicates, water heat 
saturation at 4.2 per cent and refri 
erators at 55 per cent. About 5 p 
cent of refrigerator sales involve © 
placements. 


MAJOR APPLIANCE SALES—METROPOLITAN EDISON TERRITORY 
1940 1939 

ai Cc y Dealers Total Company Dealers Total 

Ranges 450 1,750 2,200 311 1,800 2,111 
Water Heaters 174 500 675 140 600 740 
Refrigerators 525 6,875 7,400 407 5,800 6,507 
Washers 75 1,950 2,025 97 2,200 2,297 
lroners 15 75 90 21 125 146 
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LOCAL MARKET DATA (Middle Atlantic) 


CENTRAL NEW JERSEY 


Shows Slight Increase in Appliance Sales 


Jersey Central Power & Light and the 
New Jersey Power & Light serve 144,000 


domestic 


“T° HE Jersey Central Power & Light 
Company, with headquarters at 
Asbury Park, N. J., served an esti- 


Smated 95,000 domestic electric cus- 


tomers at the end of the 1940 as com- 
pared with 92,781 at the end of 1939. 
No estimates are available on the total 
appliance business done last year in 
the territory of the company but the 
utility sales amounted to $900,000 and 
average annual consumption went from 
809 kw.-hrs. in 1939 to 850 at the close 
of 1940. An estimated $20 was spent 
on electrical appliances per home 
served. 

About 150 appliance retailers oper- 
ate in the territory which is primarily 
urban and agricultural. Electrical spe- 
cialty dealers do the major part of 
the business with mail order houses 
second, department stores third, hard- 


customers 


in the territory 


ware stores fourth and furniture stores 
fifth. Estimates are by I. M. Stokes, 
chief clerk of the Jersey Central Power 
& Light Company. 

Most of the major appliances showed 
increased sales during the year 1940. 
About 10 per cent of range and re- 
frigerator sales were replacements; on 
cleaners and washers the figure was 
15 per cent replacement. Refrigerator 
saturation is high—78.5 per cent. 
Ranges are low at 8.6 per cent as the 
company sells gas in the territory. 
Washer saturation is at 55 per cent; 
ironers at 4.3 per cent and cleaners at 
76 per cent. 

Comparative sales of major appli- 
ances for both company and dealers 
(estimated) are shown in the accom- 
panying table for 1939 and 1940, to- 
gether with company quotas for 1941. 


MAJOR APPLIANCE SALES—JERSEY CENTRAL TERRITORY 


1940 
Company Dealers 

Ranges ... 1100 200 
Water Heaters 550 30 
Refrigerators ..... 3200 4000 
Washers . 850 3500 
lroners . 310 125 
Radio Sets ....... 


1941 

Quota 

1939 Com- 

Total Company Dealers Total pany 
1300 856 175 1131 1032 
580 446 25 47| 571 
7200 2916 3800 6716 3077 
4350 858 3500 4358 911 
435 257 100 357 340 
5800 981 5000 5981 875 
4600 1518 2500 4018 2000 


ls. 

ater heat 
and refrig 
bout 5 p 
involve r 


RITORY 


Total 
2,111 


6,507 
2,297 
146 


NDISIN 


NEW JERSEY POWER & 


TOTAL of $500,000 worth of 
4 electrical appliances — $375,000 
in dealer sales and $125,000 in utility 


/company sales—was accounted for in 


1940 in the territory of the New Jer- 
sey Power & Light Company, with 
headquarters at Dover, N. J. At the 
close of the year there were 49,000 
residential electric customers on the 
lines of the power company as com- 
pared with 46,887 at the close of the 


LIGHT SURVEY 


previous year. Average annual con- 
sumption increased from 903 kw.-hrs. 
to 945 kw.-hrs. during the year. 

The utility company, according to 
J. C. Allen, domestic sales manager, 
sells gas to 6,800 customers and bot- 
tled gas is the chief fuel competition 
in the area which is largely rural in 
character. About 85 dealers sell ap- 
pliances in the territory, the major 
portion of the business going to elec- 
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MAJOR APPLIANCE SALES—NEW JERSEY POWER & LIGHT TERRITORY 


Company Dealers 


Ranges ....... ; 225 275 
Water Heaters : 125 100 
Refrigerators ........... 450 2400 
Washers .... a 40 1560 
Cleaners ..... . 60 500 


trical specialty dealers with furniture 
stores second, hardware stores third, 
department stores fourth and mail or- 
der houses fifth. 

About 10 per cent of refrigerator 
sales involve replacements of existing 


1941 

1939 Quota 

Total Company Dealers Total Total 

500 250 300 550 600 

225 140 100 240 225 

2850 300 2400 2700 3000 

1600 50 1550 1600 1400 

15 5 10 15 Sande 
560 100 500 600 

units; 15 per cent of washers, 5 per 


cent of the ranges sold and 25 per 
cent of the cleaners. Saturation on 
refrigerators is up to 52 per cent; that 
on ranges 17 per cent and on washers 
45 per cent, Mr. Allen reports. 


CENTRAL HUDSON VALLEY 


Emphasizes the Low-Income Market 


Central Hudson Gas & Electric Corpora- 
tion serve 67,930 domestic customers; 430 


dealers sell over $1,000,000 in appliances 


T NDER the leadership of H. E. 
Dexter, vice president in charge 

of commercial relations of the Cen- 
tral Hudson & Electric Company, 
Poughkeepsie, N. Y., further strides 
were made by dealers in selling low- 
income customers which make up a 
healthy proportion of the 67,930 
domestic electric meters connected to 
the lines of the company. The figure 
incidentally is an increase of 2,085 
over the number served the year pre- 
vious. Average annual consumption 
per residential customer increased 


from 981 kw.-hrs. in 1939 to 1,050 
kw.-hrs. in 1940, 

Some 430 dealers sell appliances in 
the territory and the business, accord- 
ing to Mr. Dexter, is divided up about 
as follows: electrical specialty dealers 
53 per cent; furniture stores 10 per 
cent; department stores 7 per cent; 
mail order houses 5.5 per cent and 
hardware stores 1.5 per cent. The 
remainder of the business—23 per 
cent—goes to a group of miscellaneous 
outlets. 

(Continued on page 34) 


MAJOR APPLIANCE SALES—CENTRAL HUDSON TERRITORY 


1940 1939 

Dealers Total Dealers 
Ranges 1,096 1,096 808 
Water Heaters 526 526 619 
Refrigerators 5,387 5,387 4,619 
Washers No figures No figures No figures 
lroners Available Available nies 
1.E.S. Lamps 4,000 
Roasters 1,000 1,430 
Mealmasters 300 14 

These figures include trade-ins. 
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LOCAL MARKET DATA (New England) 


| 


Continued from preceding page 


4,000 I. E. S. lamps during 1940 and 
a similar number, it is estimated, will 
be sold in 1941. In addition, some 
10,000 wall lamps were sold during 
the year. 

General plans for 1941 call for a 
continuation of the program set up 
during the past year—concentrating 


1941 QUOTAS 
(Central Hudson) 


Dealers 
Roasters 800 
Ranges 800 
Water Heaters 700 
Refrigerators 4,000 
1.E.S. Lamps 4,000 
Mealmasters 500 


on sales to low-income customers, 
using ‘“Mealmasters,” roasters, 14- 
gallon water heaters, food chests, elec- 
tric tea-kettles, for full use electric 
kitchens on a daily payment, or meter, 
plan. 

Sales of major appliances showed 
increases during the past year and, 
for those tabulated in the table below 
for 1940, the total volume of business 
amounted to $1,087,155. 

Range saturation in the territory is 
now placed at 23.5 per cent; water 
heater saturation at 9 per cent and 
refrigerator use at 55 per cent. Re- 
placement sales on refrigerators was 
14 per cent during 1940, 


CONNECTICUT 


Has Big Increase in Refrigerator Sales 


154,847 domestic customers of the Con- 
necticut Light & Power Company bought 
$2,800,000 worth of appliances in 1940. 


HE Connecticut Light & Power 
foto with headquarters at 
Hartford, Conn. which is served by 
the Hartford Electric Light Com- 
pany), serves a large area of Connecti- 
cut and reports 154,847 domestic elec- 
tric customers on its lines by Dec. 
31, 1940 as compared with 148,268 
domestic customers in 1939. Average 
annual consumption per domestic 
meter increased from 1,047 kw.-hrs in 
1939 to 1,097 in 1940. 

Estimates on dealer sales of elec- 
trical appliances in the territory are 
not available, according to W. M. 


MAJOR APPLIANCE SALES— 
CONNECTICUT LIGHT & 


POWER CO. 

1940 

(Antici- 

1940 1939 pated) 

Com- Com- Com- 

pany _— pany pany 

Ranges 1,523 1,344 1,715 
Water Heaters 682 733 800 
Refrigerators 4965 2,876 5,200 
Washers 1,016 995 1,200 
lroners 402 288 600 
Cleaners 895 993 1,000 
Radio Sets 442 336 500 
Air Heaters 217 185 300 
1.E.S. Lamps 3,165 2,710 3,500 


The above figures include trade-ins. 
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Walsh, merchandising manager of the 
power company, but a rough estimate 
of $2,800,000 for the total appliance 
volume for the year is given. Com- 
pany sales of most major appliances 
showed increases during the past year 
with refrigerators leading the parade. 
Electric range sales showed some in- 
crease despite the competition of 
bottled gas in electric districts and 
the fact that the utility sells manu- 
factured gas. 

Electrical specialty dealers in the 
territory are responsible for a bigger 
portion of the total electrical appli- 
ance business than any other type of 
outlet. Furniture stores come next, 
hardware stores third, department 
stores fourth and mail order houses 
fifth. 

The proportion of replacement sales 
during 1940 shows that ranges involve 
a 25 per cent replacement factor; re- 
frigerators 20 per cent; washers 15 
per cent; cleaners 40 per cent and 
water heaters 5 per cent. Present 
saturation of ranges is at 12 per cent; 
water heaters at 4 per cent; refrigera- 
tion at 70 per cent as are washers; 
ironers at only 3 per cent and cleaners 
at 75 per cent. 

Company sales of major appliance 
for the years 1939 and 1940 are shown 
in the accompanying table. 


MAINE 


Shows Slow but Steady Progress 


121,450 domestic customers in Portland 
and Augusta bought $2,530,000 worth of 
appliances in 1940 from 190 dealers. 


HE Central Maine Power Com- 

pany, with headquarters at Au- 
gusta, Me., served 78,500 domestic 
electric customers in 1940 as com- 
pared with 75,366 in 1939. Average 
annual consumption increased from 
746 kw.-hrs. in 1939 to 786 kw.-hrs. 
in 1940, according to A. T. Littlefield, 
manager, New Business Department 
of the utility. 

No record is available of the total 
appliance business done in the terri- 
tory but the power company accounted 
for $860,000 worth of appliance sales. 
There are 130 dealers in the territory 
served by the company and they are 


ranked in the following order of im- 
portance from the standpoint of appli- 
ance selling: Electrical specialty deal- 
ers, furniture stores, hardware stores, 
mail order houses, department stores 
and miscellaneous outlets. 

Most major appliances showed in- 
creased sales during the year. Re- 
placement sales on ranges amounted 
to 10 per cent of the total business; 
on refrigerators the figure was 22 per 
cent and on washers 75 per cent. 
Range saturation now stands at 16.2 
per cent, water heater saturation at 
4 per cent and refrigerators at 39 
per cent. 


MAJOR APPLIANCE SALES—CENTRAL MAINE POWER TERRITORY 


1941 

1940 1939 (Antici- 
pated) 

Company Dealers Total Company Dealers Total Company 
Ranges 975 375 1,350 868 360 1,228 1,100 
Water Heaters 375 440 56 417 500 
Refrigerators 2,000 3,100 5,100 1,334 2,366 3,700 1,800 


PORTLAND, MAINE TERRITORY 


HE Cumberland County Power & 

Light Company, serving Portland, 
Biddeford and other Maine cities on 
the coast, had 42,950 domestic electric 
customers on its books by the end of 
1940 as compared to 41,515 customers 
at the end of 1939. Average annual 
kilowatt-hour consumption per domes- 
tic customer rose from 745.2 in 1939 
to 775.9 in 1940. 

Total appliance volume in the terri- 
tory for 1940 is estimated by Guy G. 
Smith, sales manager of the utility, 
at $1,670,000. Most of the major ap- 


pliances showed increases during 194) 
over 1939. 

Some 60 dealers, together with the 
power company, divide the business in 
the territory with electrical specialty 
dealers doing the major share. Mail 
order houses come second in the order 
of importance, hardware stores third, 
furniture stores fourth and depart- 
ment stores fifth. Miscellaneous out- 
lets come last in appliance volume. 

Replacement sales, in proportion to 
total appliance volume are figured at 
10 per cent on refrigerators, 5 per cent 
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LOCAL MARKET DATA (New England) 


_MAJOR APPLIANCE SALES—CUMBERLAND COUNTY P. & L. 


TERRITORY—PORTLAND 
1940 1939 

Company Dealers Total Company Dealers Total 
Ranges 681 165 846 552 146 698 
Water Heaters 146 28 174 154 19 173 
Refrigerators 1,100 2,640 740 650 1,664 2,314 
Washers 800 1,950 2,750 661 1,800 2,461 
lroners 138 140 278 94 126 220 
Cleaners 460 875 1,335 612 700 1,312 


The above figures include trade-ins. for 1941, the Company is anticipating about a 15 


per cent increase over 1940 figures. 


on ranges, 15 per cent on washers, 40 
per cent on cleaners and 80 per cent 
on radio sets. Saturation on electric 
ranges is at 11 per cent with the com- 
pany selling gas in some parts of the 
territory and gas and oil a competi- 
tive factor throughout. Refrigerator 


saturation stands at 40 per cent which 
is below the national average; washer 
saturation at 59 per cent, ironers at 4 
per cent and cleaners at 65 per cent. 
The Cumberland County Power & 
Light Company have not entered ac- 
tively into a home lighting program. 


VERMONT 


Bought $10.44 Per Home Served 


21,760 domestic electric customers of the 
Central Vermont Public Service Company in- 
creased average consumption to 900 kw.-hrs. 


HE Central Vermont Public Serv- 
ice Corporation, with headquar- 
ters at Rutland, Vt., serves 21,760 
domestic electric customers—as com- 
pared to 20,917 customers at the close 
of 1939. According to A. H. Alcott, 


ELECTRICAL MERCHANDISING—JANUARY, 


sales manager, the company increased 
its annual average consumption per 
residence meter from 851 kw.-hrs. in 
1939 to 900 kw.-hrs. in 1940. 

Records of dealer salesof major ap- 


1941 


Water Heaters ......... 65 13 


Refrigerators ........... 630 1000 
Washers 600 No record 
lroners 65 " 
Cleaners 
99 " 


mentary, but the utility company ac- 
counted for an estimated $275,000 in 
appliance sales during the past year. 
Approximately $10.44 was spent on 
electrical appliances per home served. 
There are about 110 appliance dealers 
of all types operating in the territory 
of the Central Vermont Public Serv- 
ice. Major portion of the business is 
done by electrical specialty dealers, ac- 
cording to Mr. Alcott, with mail order 
houses second, furniture stores third, 
department stores fourth and hardware 
stores fifth. 


MAJOR APPLIANCE SALES—CENTRAL VERMONT TERRITORY 


Company Dealers 


941 


39 Quota 

Total Company Dealers Total (Total) 
435 243 192 435 480 
78 48 13 6l 85 
1630 386 1112 1498 1800 
476 No record 650 

80 

210 " 395 

None 

65" 110 

830 " 1150 


The character of the territory com- 
bines both the industrial and agricul- 
tural. The utility sells manufactured 
gas in the Rutland area and bottled gas 
is a strong competitor in the rural dis- 
tricts. But electric range saturation 
is at 17 per cent and the company ac- 
counts for over 300 range sales per 
year. 

An increase in advertising and pro- 
motion on domestic lighting is included 
in the plans for the coming year, to- 
gether with a more active selling 
program. 


NEW HAMPSHIRE 


Moderate Increases in Appliance Sales in '40 


63,750 domestic electric customers of the Pub- 
lic Service Company of New Hampshire upped 
average annual kilowatt-hour use to 804 in 1940. 


HE Public Service Company of 

New Hampshire reports moder- 
ate increases in major appliance sales 
for 1940 as compared to 1939 in the 
territory in which it operates, center- 
ing about Manchester, N. H. Figures 
on dealer sales in the territory are not 
available except in the case of ranges, 
water heaters and refrigerators which 
are shown in the accompanying table 
on total sales for the territory. 

The Public Service Company of 
New Hampshire served 63,750 domes- 
tic electric customers at the end of 
1940 as compared to 61,742 at the end 
of 1939. Annual average kilowatt- 
hour use increased from 754 kw.-hrs. 
in 1939 to 804 kw.-hrs. in 1940, ac- 
cording to Taylor C. Harvey, sales 
manager of the utility company. 

While no estimate of the total appli- 
ance volume is available, the utility 
company sales department accounted 


for $596,030 in appliance business 
which works out to $9.45 in appli- 
ances purchases per home served. 

Dealers in the territory are rated 
in about the following order of im- 
portance as to the _ proportionate 
amount of business done during the 
year: (1) electrical specialty dealers 
(2) hardware stores (3) mail order 
houses (4) department stores (5) fur- 
niture stores and (6) miscellaneous 
outlets. 

Saturation figures are available on 
only three appliances: ranges which 
have reached 14.8 per cent; water 
heaters at 2.5 per cent; and refriger- 
ators at 42.3 per cent which is some- 
what below the national average. Re- 
placement sales accounted for 10 per 
cent of the range business done in 
1940 and 20 per cent of the refrigera- 
tion business. 

(Continued on next page) 


MAJOR APPLIANCE SALES—MANCHESTER, N. H., TERRITORY 


1940 1939 
Company Dealers Total Company Dealers Total 
Ranges 779 480 1,259 683 408 1,091 
Water Heaters 187 64 251 193 63 256 
Refrigerators 1,330 2,336 3,666 991 2,007 2,998 


Trade-ins are included in the above. 
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(Continued from page 35) 


KENTUCKY 


Refrigeration Sales Show a Marked Increase 


90,550 domestic customers of the Louisville 
Gas & Electric Company upped kilowatt- 
hour use to 888 kw.-hrs. per home annually 


Ar LOUISVILLE, Ky., home of 
the mint julep and the Derby, the 
Louisville Gas & Electric Company 


served 90,550 domestic electric cus- 
tomers in 1940 as compared with 
86,920 domestic customers in 1939, 
Average annual kilowatt-hour con- 


sumption per wired home increased in 
1940 to 888 kw.-hrs. as compared with 
849 kw.-hrs. in 1939. 

Estimates on the total dollar volume 
of appliance sales for the territory 
are not available, according to Walter 
D. Myers, sales manager of the utility 
company as the company does no ac- 
tive merchandising through its own 
force and dealer sales are not 
However, informa- 
tion on dealer sales of appliances is 
given in the accompanying table. 

There are approximately 225 elec- 
trical appliance dealers in the terri- 
tory and they rank, in importance, 
about as follows: (1) department 
(2) electrical specialty dealers 
mail order houses (4) hardware 


1 
>Aies 


reported. some 


stores 


(3) 


stores (5) furniture stores (6) mis- 
cellaneous outlets. 

The utility company sells mixed gas 
but electric range saturation is now 
at 18 per cent and water heater satu- 
ration at 6 per cent. Refrigerators 
showed a marked increase during 
1940 and saturation is now at about 
70 per cent. About 20 per cent of 
refrigerator sales involved replace- 
ments. 

In the domestic lighting program, 
the company accounted for the sale 
of 83,000 Mazda lamps. 


MAJOR APPLIANCE SALES— 
LOUISVILLE, KY., TERRITORY 


1941 
(Antici- 

1940 1939 ted) 
Dealers Dealers Dealers 
Ranges 135 133 100 
Water Heaters 37 58 25 
Refrigerators 9,500 7,550 8,000 
Washers 


TENNESSEE 


Knoxville, Chattanooga Show Gains 


Chattanooga domestic customers bought $2,663,- 
633 in appliances; Knoxville adds $2,025,000 and 
Memphis another $3,074,687 in appliance sales 


CHATTANOOGA 


Is Chattanooga, Tenn., where the 

Tennessee Electric Power Com- 
pany sold out its properties to TVA, 
the present Electric Power Board of 
Chattanooga has done an outstanding 
promotional job on major electrical 
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appliances. Where comparative fig- 
ures on appliance sales for 1939 and 
1940 are available they show marked 
increases—range sales jumping from 
1,274 in 1939 to 4,107; water heater 
sales from 484 to 2,106 and refrigera- 
tor sales increasing from 3,335 to 
5,870. The 1939 figures include the 


sales of both the old Tennessee Elec- 
tric Power and the dealers whereas 
the 1940 figures reflect only dealer 
sales, the Power Board doing no 
merchandising. 

The number of domestic electric 
customers served by the Power Board 
increased from 33,696 in 1939 to 35,- 
875 in 1940 and annual kilowatt-hour 
consumption showed a jump from 
1,737 in 1939 to 2,035 in 1940—all 
factors which may be attributed to the 
considerable publicity given the low 
TVA electric rates. At any rate, the 
total of appliance volume in the terri- 
tory is estimated at $2,663,633 for 1940 
which means that every customer 
bought an average of $76.57 in appli- 
ances during the year. 

Replacement sales during the year 
are estimated at 10 per cent on both 
ranges and refrigerators while range 
saturation is figured at 45 per cent, 
water heater saturation at 19 per cent 
and refrigerators at 76 per cent. 

All sales in the territory are handled 
by 31 retail appliance outlets. They 
divide the business in about the fol- 
lowing proportion, according to C. 
Bert Osborne, sales manager of the 
Power Board: electrical specialty 
dealers first with 35 per cent of the 
business; furniture stores a_ close 


second with about the same volume 


CUSHING 


of business; department stores third 
with 20 per cent of the business ; hard- 
ware stores fifth with 6 per cent and 
miscellaneous outlets responsible for 
the remainder or about 4 per cent. 
The domestic lighting program dur- 
ing 1940, according to Mr. Osborne, 
consisted of four home lighting ad- 
visors working full time in the field 
and a fifth doing part time work. In 
addition, one home lighting advisor 
works with Parent-Tteachers’ groups 
exclusively while another has a full 
time job at the Light Conditioning 
Service Center at the Power Board 
building. The set-up is producing 
excellent results, Mr. Osborne reports. 


MAJOR APPLIANCE SALES AND 
1941 QUOTAS—CHATTANOOGA 
TERRITORY 


Ranges 4,107 2,500 
Water Heaters 2,106 1,000 
Refrigerators 5,870 4,000 
Washers 3,459 4,000 
lroners 189 300 
Cleaners 944 1,000 
Radio Sets 9,584 10,000 
Air Heaters 905 1,000 
1.E.S. Lamps 2,654 10,000 


These figures do not include trade-ins. 


KNOXVILLE 


T Knoxville, Tenn., where the 

TVA took over the old Knoxville 
Public Service Company, the new 
Knoxville Electric Power and Water 
Board reports @t increase in the num- 
ber of domestic electric customers 
from 29,343 at the end of 1939 to 34,- 
716 at the end of 1940. Some 2,000 
new rural customers are included in 
this total which brings the annual av- 
erage consumption per _ residence 
meter from 1,306 kw.-hrs. to 1,520 


JANUARY. 


kilowatt-hours during the year 1940. 
Most of the classifications of sales 
of major appliances in the area—sales 
which are reported by dealers alone as 
the’ power board does no merchandis- 
ing—show gains in 1940 over 1939. 
Only appliance to show a slight fall- 
ing off is washers. Complete data on 
comparative sales for the two years is 
shown in the table on page 45. 

A rough estimate of the dollar vol- 
ume of appliance business in the terri- 
tory shows an increase from $1,920,- 

(Continued on page 45) 
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LOCAL MARKET DATA (East South Central) 


Continued from page 35 


955 in 1939 to $2,025,000 in 1940, An 
average of $62.50 was spent on elec- 
trical appliances per home served. 
Estimated saturation on ranges in 
the area served is 29.2 per cent; on 
water heaters 8 per cent; on refriger- 
ators 68 per cent and on radio sets 98 
per cent. Saturation figures on other 
appliances are not available. Replace- 


domestic lighting is contemplated for 
the coming year, according to C. O. 
Carpenter, Jr., sales manager. 


SALES OF MAJOR APPLIANCES— 
KNOXVILLE TERRITORY 


(Dealers Only) 


ment sales on refrigerators are esti- nly) 1941 
mated at 8.5 per cent. R 
An estimated 35 appliance dealers Water Heaters. 830 633 
GQ serve the Knoxville area including Refrigerators 3,900 3,198 3,500 
those in the business on a part-time Washers ....... 3,050 3,165 = 3,000 
of the business with depart- Radio Sets 8,300 8.02! 8.300 
nent stores second, electrical stores Air Heaters .... 765 314 1,000 
it and and hardware stores next. 1, E. S. Lamps... 9300 9,000 9,000 
le for | The Power Board sells no gas : 
nt. which is the chief competing fuel in 
n dur- Bhe territory. A steady program on estimated. 
borne, 
ig ad- 
e field 
rk. In 
.dvisor 
groups 
a full 
tioning 
Board 
ducing 
reports. 
> AND 
DOGA 
MEMPHIS 
icipated) 
Dealers 
2,500 | . 
1000 Annual Consumption Up to 950 Kw.-Hrs. 
4,000 
300 
wane 53,750 domestic electric customers of the Memphis 
a vod Light, Gas and Water Division bought $3,074,687 
— worth of appliances from 95 dealers in the terri- 
tory during 1940-—$58 per family in appliances 
HE Memphis Light, Gas & Range saturation in Memphis is 
Water Division, which succeed- now at 27 per cent, water heaters 
| the Memphis Power & Light Com- one per cent, refrigerators 86 per 
ny in that city reports a total of cent with 25 per cent of 1940 sales 
50 domestic customers on its lines involving replacements; washer sat- 
} 1940 as compared to 52,364 in uration at 60 per cent, ironers 5 per 
p39 and an annual average consump-_ cent, cleaners 70 per cent. About 10 
pn of 950 kw.-hrs. in 1940 as com- per cent of washer sales involved re- 
kred to 880 kw.-hrs. in 1939, placement, 30 per cent on cleaners and 
Merchandising is all in the hands 50 per cent on radio. 
the dealers in the territory and, 
tcording to estimates of J. H. John- MA 
ear 1940.) JOR APPLIANCE SALES — 
‘fon, Jr., the Light, Gas & Water MEMPHI 
s of oa ivision, a total of $3,074,687 worth S, TENN. aaa 4 
appliances were sold representing (Antici- 
rs ae. h annual average investment of $58 1940 939 pated) 
— tr family in appliances during the Ranges 280 300 300 
iL. ar. There are about 95 dealers serv- Heaters 5 = 
the Temphis territory and, in Washers 2'200 1.821 2.500 
. '' of their importance in volume of lroners 325 110 500 
vo years ish... 
) siness done ranks as follows: (1) Cleaners 1,306 1,057 1,500 
bctrical dealers, (2) department 14,661 14,828 
ollar vol- }..... ters 
. pres, (3) mail order houses, (4) Jew 
rniture stores, (5) hardware stores 
oy 7<"T td (6) miscellaneous outlets. Trade-in sales are included in the above. 
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ALABAMA 


Sales Showed Striking Advances in 1940 


122,247 domestic customers of the Alabama Power 
Company bought $4,690,000 worth of appliances in 
1940; upped annual consumption to 1,470 kw.-hrs. 


ALES of all major appliances 

showed striking advances during 
1940 in the territory served by the 
Alabama Power Company which takes 
in hundreds of communities through- 
out the state. Dealers did an esti- 
mated $3,980,000 worth of appliance 
business which, with the Alabama 
Power Company sales of $710,000 
gives a total for the entire territory 
of $4,690,000. Annual average con- 
sumption increased from 1,413 kw.-hrs. 
in 1939 to 1,470 in 1940. 

Some loss of territory was suf- 
fered by the utility during the year 
so that total residential customers 
fell from 123,597 in 1939 to 122,- 
247 in 1940. On the basis of those 
figures, each family on the lines of 
the company spent an average of 
$38.36 on appliances in 1940. The 
business was divided among 550 deal- 
ers in the state. Of these furniture 
store are credited with doing the 
largest proportion of the total business, 
department stores second, electrical 
dealers third, mail order houses fourth 
and hardware stores fifth. 


The company sells natural gas and 
lists as competitors to electricity for 
fuel purposes wood, coal, natural gas 
and butane gas. 

Home lighting activity in 1940 saw 
4,800 calls on urban customers by 
the utility’s home lighting specialists 
which resulted in 23,000 jobs being 


installed with a combined load of 
10,925 kw. hrs. Some 60,000 homes 
installed Christmas lighting. For 


1941, the company expects about a 
10 per cent increase in lighting load, 
according to J. R. Lester, merchan- 
dise sales director of Alabama Power 
Co. 

Estimated range saturation is now 
at the 24 per cent mark, water heat- 
ers are at 9.6 per cent and refriger- 
ators at 71.5 per cent. Range sales 
involving replacements were 10 per 
cent of the total (4,300 units); re- 
frigerators showed a 15 per cent re- 
placement factor, cleaners 10 per cent, 
radios 25 per cent and air heaters 
10 per cent.’ Water heater and wash- 
er replacements were only one per 
cent. 


MAJOR APPLIANCE SALES—ALABAMA POWER TERRITORY 


1940 (Gross) 1939 (Gross) 
Company Dealers Total Company Dealers Total 
Ranges 1,900 2,400 4,300 1,312 1,804 3,116 
W. Heaters 1,000 750 1,750 693 606 1,299 
Refrigerators 1,300 14,200 15,500 900 10,678 11,578 
Washers 1,000 3,315 4,315 745 2,632 3,377 
lroners 100 150 250 92 133 225 
Cleaners 400 500 900 246 322 568 
Radio sets .... 20,000 20,000 .... 17,443 17,443 
Air Heaters 600 750 1,350 579 597 1,176 
1.E.S. Lamps 4,000 5,000 9,000 3,820 3,398 7,218 


BIRMINGHAM, ALA. TERRITORY 


HE city of Birmingham, Ala. and 

its surrounding environs is served 
by the Birmingham Electric Company. 
Domestic electric meters increased 
from 68,076 in 1939 to 68,900 in 1940 
and these customers, through spend- 
ing an average of $53.77 on appliances 


during the year, upped their annual 
average kilowatt-hour consumption 
from 859 kw.-hrs. in 1939 to 927 kw.- 
hrs. in 1940, 
Sales of 
showed 


most major appliances 
substantial increases during 
(Continued on page 48) 
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o the front rank of refrigeration in two short 


, after rocketing t 
breaking increase of over 


5... after showing, last year, a record- 


in sales... now, for 1941— 


PHILCO PRESENTS NEW 
ALLENGE THE INDUSTRY! 


bracket. It’s a line that's planned in advance to Carry on 
the Philco tradition . - - 0 give you the highest average 


ar, Philco produced a New Kind of Refrigerator 
bntributed more new, original, saleable ideas to re- 


ation than the industry had seen in 5 years! 
i now ... Philco engineers present for 1941—THE 
FLOWERING OF THOSE NEW IDEAS . - - 
ed up, improved and perfected in appearance, effic- 
and construction ..- - the most outstanding, the 
beautiful, the most saleable line of refrigerators ever 
rated to the American public! 
ndreds of thousands of dollars were spent for new, 
ern machinery to put these 1941 Philco Refrigera- 
in a class by themselves for quality, dependability and 
usive sales appeal! It's a line of refrigerators that 
make money for you --- because it’s the most perfect 
j up line ever offered in refrigeration, with powerful, 
ical step-ups and obvious added values in every price 


CAL MERCHANDISING—JANUARY 
1941 


unit sale, the biggest dollar margin, the greatest profit 
line in the industry! 

The news of this great new line of refrigerators will 
greet the selling season in a smashing, dominating ad- 
vertising and promotional campaign. The most spectac- 
ular, sales-making Philco promotions the industry has 
ever seen are now in the works! 

The same leadership which has just brought to Philco 
dealers the greatest season of radio profits in their history 
_,. now offers to you the greatest, most valuable All 
Year ‘Round Profit Franchise in the industry. Your 
Philco Distributor ts bringing you the complete story. 


Get set to March On With Philco In 1941! 


Franchise in the Appliance Field! 
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ANTICIPATED SALES—BIRMING- 
HAM TERRITORY 1941 


Company Dealers Total 
Ranges 250 1,450 1,700 
Water Heaters 175 275 450 
Refrigerators 8,000 8,000 
Washers 4,000 4,000 
lroners 250 250 
Cleaners 1,650 1,650 
Radio .... 22,200 22,200 
Air Heaters 250 2,000 2,250 
LES. Lamps 2,700 12,300 15,000 


the year and the power company, to- 
gether with about 115 dealers in the 
territory sold an estimated $3,705,000 
worth of equipment during the year. 
Furniture stores ranked first in order 
of appliance sales with department 
stores second, electrical specialty deal- 
ers third, hardware stores fourth and 
miscellaneous outlets fifth. 
sirmingham Electric Company, ac- 
cording to R. H. Knox, sales super- 
visor, established 35 Light Condition- 


REPLACEMENTS AND SATURA- 


TION—BIRMINGHAM TERRITORY 


Estimated 
Proportion 
of Replace- Estimated 
on ments Saturation 

les) 12/31/40 
Ranges 5% 1% 
Water H2sters 0% 1% 
Refrigerators 20% 69% 
Washers 5% 31% 
lroners 0% 2% 
Cleaners 40% 30% 
Radio Sets 15% 95% 
Air Heaters 20% 20% 
1.E.S. Lamps 30% *21% 


*Based on 5 lamps per home 


expect to reap the benefit during 1941 
with increased sales of home lighting 
equipment and adaptors. 

Summaries of replacements, 
saturation and anticipated sales for 
1941 are given in the accompanying 


sales, 


the territory shows dealers doing a 
volume of about $2,000,000 and the 
power company accounting for an ad- 
ditional $2,400,000 representing an av- 
erage expenditure per home served of 
$23.80. 

All major appliance lines showed 
marked increases in sales throughout 
the territory. Figures are shown in 
the accompanying tables. 

General character of the territory 
shows 70 per cent urban and 30 per 
cent agricultural. Major fuel compet- 
ing with electricity is natural gas. 

Some 325 appliance retailers oper- 
ate in the territory served by Georgia 
Power Company. Department stores 
lead in the volume of business done, 
furniture stores come second, mail 
order houses third and electrical deal- 
ers fourth, according to O. M. Jack- 
son, sales promotion manager of the 


REPLACEMENTS AND SATURA- 
TION—GEORGIA POWER 


Estimated 
proportion Estimated 
of replacements saturation ‘, 
(1940 sales) 12/31/40 
Ranges ..... 20%, 23.8%, 
Water Heaters 10% 11.9% 
Refrigerators . 40%, 70.7%, 
ashers ..... 15% 40.0%, 
lroners ...... 
Cleaners 60% 65.0%, 
Radio Sets... 80%, 80.0%, 
Air Heaters. . 
1.E.S. Lamps. . 5% 45.0%, 
power company. Hardware stores an 
others follow. 
The company’s domestic lighting 
program resulted in 6,000 KW + 


2,700,000 kw.-hrs.—$102,600 in rev; 
enue and a similar program is looke 
for in 1941, 


ater 


Refrig: 
ashe 
lroners 
Cleane 
Radio 
Air Hi 
1.E.S. | 


MAJOR APPLIANCE SALES—GEORGIA POWER TERRITORY 


ing dealers during the year and __ tables. 
1940 1939 
Company Dealers Total Company Dealers Tota 
MAJOR APPLIANCE SALES—BIRMINGHAM TERRITORY 5000 1980 SOL 
, 1940 1939 Water Heaters ........ 2,780 832 3,612 2,413 613 3,02 
Company Dealers Total Company Dealers Total = 
Ranges 227 965 1,192 182 780 962 Cleaners 685 2,000* 2,685 587 yer 58 
Water Heaters 99 170 2 37 73 110 — Radio Sets cas 25,000* 25,000 
Refrigerators 9 7,941 7,950 6,710 6,710 Air Heaters 1,600 2.940 1.940 19 
5 an 33 |, E. S. Lamps... 12,725 4,000" 16,725 10,142 10,14 
Cleaners 1 1,511 1,512 11 1,238 1,249 *| _— P 
x 21/067 21/067 21/435 91/435 2 months’ estimate. No actual records available. 
Air Heaters 225 1,950 2,175 200 1,681 1,881 I 
1.E.S. Lamps 2,061 11,500 13,561 2,274 12,000 14,274 c 
No trade-ins are included in these figures. pserv : 
vorth 
F 10 RI DA — 
sales 
There 
custor 
Appliance Sales Boomed in 1940 in 19: 
‘ustor 
31,800 domestic customers of the Florida sumpt 
Power Corporation at St. Petersburg bought vai 
$1,197,000 worth of appliances from 51 dealers. was § 
home. 
Ne 
Y the end of 1910, the Florida increases over the year previous @pany 
Power Corporation, with head- may be seen from the accompanyi'frange: 
quarters at St. Petersburg, Fla., was table on the opposite page. the cx 
serving 31,800 domestic customers as The estimated proportion of ‘ance | 
compared with 29,250 in 1939 and placements of which any record w@able s 
| these residential customers had in- kept showed that refrigerator sal§}939, 
Big Increase in Re rigerator Sa es creased their average annual kilowatt- involved about 10 per cent repla® Rep 
hour consumption from 1,082 in 1939 ments, ranges 5 per cent and wa'f5 per 
190,000 domestic customers of the Georgia to 1,195 kw.-hr. in 1940, according heaters less than 1 per cent. Satu$cent 
to Robert H. Giedd, new business tion on ranges is now at the 22.6 piicleane 
Power Company bought an estimated $4,400,000 manager of the power company. cent mark; that of water heaters 
worth of appliances in 1940. All lines up. A total estimated volume of $1,197,- 24 per cent, refrigerators 57 per « 
000 worth of electrical appliances were 
sold in the territory by 51 dealers 
PT’ HE Georgia Power Companv ESTIMATED SALES FOR 194! and the power company—an average 
| E Georg pany, we ANTICIPATED 1941 SALES— 
pe 7a. GEORGIA POWER TERRITORY of in FLORIDA POWER TERRITORY Range: 
served an estimatec ),000 residen- every home served. <Llectrical spe- T 
tial electric customers at the end of Company Dealers Total cialty dealers were responsible for . pa "| Water 
1940 compared to 179,331 domestic Renges 5,400 2,250 7,650 selling the major part of this equip- 0) «ele 
RT 1939 Average al Water Heaters. . 2,200 700 ment with hardware stores second Water Heaters 250 750 
customers in i707, Jiverage Refrigerators ..... 8000 16,900 24900 » Refrigerators . .. 3000 
consumption in kilowatt-hours in- Washers ......... 1500 4000 5,500 furniture stores third, mail order Washers .... . 1000 
creased from 1,446 in 1939 to 1,525 in Ironers ........ 300 200 500 houses fourth and miscellaneous out- +» tence . 100 
1940. 900 3,000 3,900 jets fifth. eaners .... 
A rough estimate of the total dollar 1,500 Sales of major appliances in all Air 
volume of appliance business done in |,£.S. Lamps 12,000 6,000 18,000 Classifications showed considerable 1,£.$. Lamps.. 1500 2000 
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TURA- fod washers 25 per cent. Ironers, as 6 per cent according to estimates. fourth and mail order houses and tion in a Light Conditioning program. 
/ER generally the case show a low The Florida Power Company sells others following. Lighting sales in 1941 are expected to 
.aturation, in this case 1 per cent. mo gas in its territory but manutac- Che utility company increased its be even greater because of a con- 
timated leaners have a 25 per cent accept- tured gas is the chiet competing fuel domestic lighting business in 1940  tinuation of the same program accord- 
ration 7,pece, air heaters and [.E.S. lamps to electricity for cooking purposes. over 1939 due to an active participa- ing to utility company officials. 
»/31/40 
23.8% MAJOR APPLIANCE SALES—FLORIDA POWER TERRITORY 
70.7%, 
40.0%, 1940 1939 
80.0% JRanges ....... 294 = 10401335 350 604 
Heaters 450 1010 1460 428 568 996 
45.0% Refrigerators 3000 3000 100 2114 2214 
ashers ... 831 83! 417417 $ . 
Washers... a... 47 A $700,000 Market for Appliances in ‘40 
Radio Sets 3500 3500 2474 2474 
lightingAit Heaters 10 20 30 «180 No record 180 (Co. Only) 22,200 residence customers of the El 
KW _]/ES: Lamps 1000 922 1922 = 1080 1000 2080 Paso Electric Company spent $19 per home 
hog on appliances bought from 40 dealers 
 . Texas and parts of EXPECTED SALES, 1941— 
RY NEW ORLEANS lA New Mexico are served by the EL PASO TERRITORY 
El Paso Electric Company, with head- 
quarters at El Paso, Texas. This sec- Company Dealers Total 
rs — Tota tion is predominantly urban and agri- ay 325 75 400 
5.10 00 $ 000 i 1 cultural, with cotton and cattle as its ater Heaters 350 25 375 
3,02 ) Dealers Sold 4,116, In Appliances major staples. There is some co a Refrigerators “400 ‘a. 2,100 
1188 Copp Washers 100 300 400 
‘a mining also in this area. During the  froners 50 100 150 
" 93,925 domestic customers of the New past year business as a whole has been Cleaners 60 300 360 
58 about ten per cent better than during 
Orleans Public Service Company increas- have for the 1,000 2,000 3,000 
most part followed suit. 
10,14 
° ed average consumption to 690 kw.-hrs The company reports 22,200 resi- 
dence customers, as of Dec. 31, 1940, have a staff of two men who promote 
HE New Orleans Public Service ANTICIPATED 1941 SALES—NEW = en inevense over the 1939 figure lighting sales. J here are twelve on 
— Company and over S00 dealers ORLEANS TERRITORY of 21,442. Of the residence custom- _ the selling staff who devote them- 
serving $4.116.060 ers reported, 1,560 are rural accounts. selves to domestic sales. The com- 
vorth of electrical appliances re 1940 Company Dealers Total here are also 3,430 commercial cus- pany offers a kitchen planning service. 
according to S. L. Drumm geseral Ranges ......... . Sas tomers on the company’s books, and The utility gives its support to three 
sales mana an th oper é memaien Water Heaters ... Gas sees .... 110 industrial customers. For 1940 cooperative promotional organizations, 
Refrigerators ..... 865 8625 9490 the average annual consumption of the Electric Refrigeration Bureau of 
There were 93,925 domestic electric Washers ......... 230 6500 6730 
customers in the territory in 1939 and, Heating Devices 8295 8665 16960 electricity per residence customer was El Paso, the Evaporative Cooler- 
in 1940, the figure increased to 94,845 Cleaners ......... 54 800 854 1,180 kw.-hr., an increase of 52 kw.-hr. Dealers’ Association and the Electrical 
average con. Radio 42200 42200 over the 1939 record of 1,128 kw.-hr. League of El Paso. In encouragement 
munption for the yenr was G80 kw.-hes. Air Heaters (Included under Heating It is estimated that about $700,000 of a dealer-salesmen education it 
1s compared with 643 "Cet allan the cles “ad was spent for electrical appliances by sponsors educational meetings from 
year previous. An estimated $43.50 other lamps ie) 39700 45865 customers in this region, or an average time to time. ; , 
was spent on electrical appliances per of about $19 per home. Unit sales During 1941 the regular lighting 
boone. show an increase of 10 per cent or bet- promotion program will be continued, 
New Orleans Public Service Com- 30 per cent on IES lamps. Refrigera- ‘eT 0” all items except electric ranges with the usual emphasis on I.E.S. 
revious Apany sells natural gas and only gas tor saturation is 49 per cent, washer @"4 I-E.S. lamps. . __ lamps. As to its policy on fluorescent 
ompanyifranges and water heaters are sold by saturation 40 per cent, cleaner 32 per About forty dealers serve this terri- lighting, the company states that it 
the company. All other major appli- cent and ironers 2.6. tory, furniture stores probably rank- “recommends proper use and fixtures.” 
nm of ‘Hance lines for which figures are avail- The 520 dealers serving the terri- 58 first in the volume of business During 1940 1,072 evaporative cool- 
ecord Wfable showed substantial increases over tory, which is urban in character with ‘one, with department stores next, ers are reported installed in El Paso 
ator salf1939. some minor industries share the busi- ™@il order houses next and indepen- homes and 59 in commercial estab- 
it _replaf Replacement sales are estimated at ness in about the following order of ‘ent electrical dealers fourth on the lishments. Four installations involv- 
and wa'f3 per cent on refrigeration, 10 per importance: department stores first, list. ing refrigeration of the commercial 
it. Satufcent on washers, 30 per cent on _ furniture stores second, electrical spe- The company employs two home — type were made. 
1e 22.6 Micleaners, 75 per cent on radio sets and cialty dealers third, hardware stores 5€Tvice girls, who do no selling. They (Please turn to page 52) 
heaters 
7 per ceq 
UNIT SALES OF ELECTRIC APPLIANCES—EL PASO ELECTRIC 
MAJOR APPLIANCE SALE Ww T 
eplace- tura- 
RITORY Company Dealers Total Company Dealers Total Compeny Desless Compeny Desles Te 
14 Ranges 300 35 335 328 30 358 2.00 19 
Refrigerators ............ 1100 8388 9488 656 5828 6484 1 = 1 
399 53055704 566 5939 6505 Washers ‘60 850 «310 «Sf 54200854 20 
Heating Devices ........ 7575 9325S: 16900 7192 8456 15648 Loners 12 30 37 14 30 
No Es Air Heaters 50 ‘80 130 40 ‘60 ‘100 5.00 20 
These sales do not include trade-ins. In the case of refrigerators only are trade-in sales included in the figures. 
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Automatic Flatplate 
lroner 


“It’s hot!” ... “The gmeatest line I've ever seen!” . . . 
“We're going to clean up in 1941 with these 
models!” .. . That’s what dealers are saying all over 
the country about GB's great new line. 

With washers, ironers and dryers of advanced design 
— beautifully styled— priced in startlingly low 
brackets——and with the exclusive OneControl 
Wringer — General Electric’s getting - big hand 
everywhere. 

The 1941 line is the first step in General Electric’s 
plan that will revitalize the home laundry equip- 
ment business and gue it perhaps one of the most 
important of specialty appliances. 

This is only the stari== keep your eye on G-E. And 
if you're an aggressive, forward-looking dealer, now 
's your chance to cammect with the fast-moving, hot 
‘-eneral Electrie may be too late. 

So write, wire or your G-E distributor —~ 
NOW! 


AW-422 — Full skirted, chragme trim and drainboard. 
Massive One-Control Permanently lubricated. 
Sediment drain-chennel. Amtomobile-type Activator 
gear shift. Porcelain 10 The. capacity. 


A 


DEALERS This 
GENERAL 7 we 
rge < 
Ironer AD-4 
Tumbler 
Oryer 


© 2 
AW-122 AW-322 apacity 
large Size Capacity 9 Ibs. 
u 8 ibs. 


Ceptle THE BIGGEST HEADLINE FEATURE | 

Avtivator washing action Porcélain ename! tub OF 1941 — THE G-E ONE-CONTROL WRINGER 
Permadrive mechanism Rust resistant finish 

Splashless tub Sediment drainchanne! im- One Control — starts, stops, reverses” 

proved pump Automobiletype gearshif: Ex- rolls 

tended skirt Beautifulstyling Moulded-ribber 

cord G-E motor Permanent ‘labric ation Exclusive G-E Finger- _A mere touch 

Smooth, casy-rol!ing casters Chrome and grey touch mechanism —_/ - operate 

rubber trim Warranted by General Electric. ae 


New models... new prices ... new selling jeatures— 
, The Head Line for sales! 


SALES-MAKING ASSISTANCE 


Helpful newspaper advertising — everything you 
need for aggressive selling! Plus the complete co- 
operation of your distributor and Headquarters at 
Bridgeport. Act today! 


| 
aa NEVER BEFORE SUCH VALUES PRICED SO Low —_— 
AW-1012 
A Capacity 
3 Large 9 Ibs. Baw 
| 
AS HOT AS THE PRODUCT! 
A SALESMAN'S DREAM! AND IT'S EXCLUSIVE WITH G.E£.! 
HOME LAUNDRY EQUIPMENT 
‘ | APPLIANCE AND MERCHANDISE DEPARTMENT, BRIDGEPORT, CONNECTICUT [J 
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CHICAGO 


840,000 Homes Spent $53 Each on Appliances 


Industrial selling a problem, but $45,000,000 
worth of appliances were sold in 1940 by over 


3,000 dealers. 


IKE the Irishman’s flea, it is very 
“hard to put a finger on the Chi- 


cago appliance market. So many 
suburban towns surround Chicago 
proper, with commuters running back 


and forth, that 


tain 


it is difficult to ascer- 
just exactly what is sold to the 
3,376,438 people who call the Windy 
City home 


So, 


this is the first time that ELec- 


TRICAL MERCHANDISING has attempted 


to present an estimate of what is done 
in America’s second largest city. It 
is done this time because last July 
some estimates made by a group of 
buyers, headed by Commonwealth 


Edison Company's Manager of Merch- 
andise Sales Bill Reace, were so satis- 
factory that it was felt the 
might be extended. 


method 


This presentation is a composite of 
the opinions of eight leading appli- 
ance men who jotted down what they 
thought the total market consumed. 
Naturally their hypotheses were af- 
fected by their own experiences, some 
high and some low. 

To begin with, Chicago presents a 
market for appliances that consists of 
840,119 residential customers, as of 
October 31, 1940. These customers 
used something like 920 kw.-hr. it is 
estimated for 1940, as against 889 
kw.-hr. for 1939. They spent some- 
thing like $45,000,000 for appliances, 
which figures out something like $53 
per customer. However, making de- 
ductions for the suburban shopping it 
is fair to expect that $45 per family 
was spent for appliances in 1940. There 
are something like 3,220 dealers in 
Chicago selling electrical appliances. 

It is estimated that department 
stores in Chicago do around $5,000,000 
a year in electric appliance sales. 
Electrical dealers around $12,000,000. 
Furniture stores, $7,500,000; hardware 
stores, $1,000,000; mail order chains 
around $7,500,000; drug stores, $3,- 
000,000, and others, which include the 
10¢ stores, jewelry stores and the like, 
will do the balance. 


PAGE 52 


Kw.-hr. consumption at 940. 


No separations of units sold by 
utility and dealers is possible, but after 
the boys had all sharpened their pen- 
cils and guessed, this was how their 
opinions added up: 


ESTIMATED SALES OF APPLI- 
ANCES IN 1940—CHICAGO 


PROPER 
Units 

Chimes 5,500 
Cleaners 48,570 
Clocks 77,000 
Fans 15,250 
Flashlights 300,000 
Heating Pads 20,875 
lroners 2,600 
Lamps—1.E.S. 86,670 
Others 258,350 

Mixers 19,200 
Oil Burners and Heaters 15,670 
Coffee Makers 225,000 
Radios 174,000 
Ranges 4,125 
Refrigerators 110,285 
Toasters ; 150,000 
Waffle Irons . 74,000 
Washers 39,400 
Replacement sales of ranges and 


water heaters may be put down as a 
neat goose egg because the Chicago 
market on these appliances is still rela- 
tively new. It was felt that 22 per 
cent or more of the refrigerators sold 
were replacements, and 35 per cent of 
washers, none of the ironers, and 
fully 50 per cent of the cleaners. On 
radios, fully 75 per cent took the place 
of old ones. There was no replace- 
ment on air heaters and I.E.S. lamps, 
it was felt. 

Again guessing, the experts came 
to the conclusion that the Chicago 
market was about 63 per cent satur- 
ated on cleaners, a 4 per cent increase 
over the preceding year. Radios 
seemed to stand at about 97 per cent 
saturation. Irons at 96 per cent, toast- 
ers 60 per cent, refrigerators 62 per 
cent, washers 42 per cent, clocks 50 
per cent, mixers 18 per cent, ironers 
8 per cent, roasters 7 per cent. Sat- 
uration on ranges was less than 14 
per cent, and water heaters were felt 


to stand around one-fourth of 1 per 
cent. The guess was that LE.S. lamps 
were around 65 per cent saturation. 
Average prices paid for appliances 
ran something like this, it was be- 


lieved: cleaners, average, $34.95; 
clocks, $2.95; fans, $2.95; ironers, 


$40; lamps, I.E.S. $9.95, others, $2.95 ; 
radios, $40; ranges, $130; refrigera- 
tors, $135; roasters, 
$4; washers, $55. 

The outstanding campaigns of the 
year, of course, would take in refrig- 
erators, which sensationally went to 
town on account of the price drop. An 
intensive roaster campaign was’ con- 
ducted, it being felt that the roaster 
opens the door to electric cooking. 
In 1939 a fair amount of ready accep- 
tance was built up for roasters, and 
buyers felt that the public built up a 
conception of what should be the 
proper price at which they should be 
sold. 

The range business came princi- 
pally from the individual residence 
and small apartment groups, people of 
middle incomes, housewives who did 
their own cooking. Few of the pur- 
chasers of ranges had maids. A cam- 
paign by Commonwealth Edison Com- 
pany among its employees from 1937 
to March, 1940, was felt valuable in 
inoculating neighborhoods to the use 
of electric ranges. 

The drug store as an outlet for 
small appliances gained in importance, 
taking a lot of business from depart- 
ment stores and furniture stores. 

The Home for Electric Living, dem- 
onstration house built by Common- 
wealth Edison Company on Chicago’s 
north side, was of value to all dealers 
in stimulating appliance sales. Its 
attraction of 600,000 visitors since 
June 1, 1939, set somewhat of a rec- 
ord. The activity of Commonwealth 
Edison Company in cooperating with 


$22.50; toasters, 


other builders of all-electric model 
homes also helped. 
The Commonwealth Edison Com- 


pany’s main store held three major 
shows during the year, the Spring and 


Fall Electric Living expositions and 
the air conditioning show. It is felt 
by ‘the utility that these shows bring 
in crowds of people who ordinarily 
never enter an electric appliance store 
and serve to inoculate them with de- 
sires and wishes. 

In the way of dealer cooperation, 


Commonwealth Edison paid a bonus] 
of $5 on range installations to each} 


salesman selling one between the pe- 
riod of April 1 and June 30. It is 
running a cooperative water heater 
campaign placing ten salesmen at the 
service of small dealers, and making 
installation allowances which further 
boosts dealer interest. On its LE.S 
publicity, the Commonwealth Edison 
Company tied in its advertising with 
dealer activities, gave copy of sched- 
ules to dealers and informed them oi 
the price of the lines in advance. 

The interest of Chicago’s furniture 
stores in appliances did not hike dur- 
ing the year. Larger furniture houses 
have found that the shorter margins 
on appliances make it profitable only 
to sell them up to 20 to 25 per cent 
of their total volume. In short, the 
attractiveness of electrical appliances 
is used somewhat as a_ sweetener. 
Small appliances passed out of the 
furniture picture somewhat, the drug 
stores being possibly the residuary 
legatees. One of the new ideas in 
furniture selling in Chicago was the 
coming of the end-of-the-month sales, 
which gave a customer for $1 an 
attractive appliance when sold with 
other items. 

The darker side of the shield in the 
merchandising picture in Chicago was 
the amount of industrial selling. Most 
buyers felt that anywhere from 20 to 
30 per cent of the appliances sold in 
Chicago proper went at wholesale to 
cash buyers, either through catalog 
houses or through purchasing agent 
hookups. a result the Illinois 
Radio & Appliance Association under 
J. G. Strader, executive secretary, is 
working toward legislation that will 
nip much of this in the bud. 


114,700 domestic electric customers of the 
Indianapolis Power & Light Company increased 
average annual consumption to 1,062 kw.-hrs. 


T INDIANAPOLIS, Ind., home 
4 Lof the famous “Speedway”, the 
Indianapolis Power & Light Company 
served 114,700 domestic electric cus- 
tomers during 1940 as compared with 
110,502 in 1939. Average annual con- 
sumption for these residence custom- 
ers increased from 982.3 kilowatt- 
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INDIANAPOLIS) 


Sales Show Considerable Improvement 


hours in 1939 to 1,062.7 kw.-hrs. aver: 
age in 1940 (based upon an estimate 
of 112,562 customers). 

According to A. C, Crandall, vice- 


and | 
accon 


in the 
tion ff 


An 


president in charge of sales of the 
utility company, no basis exists {fo 
estimating total sales of all appliance: 
sold during the year by the compan} 
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rs. aver: OME 500-odd dealers, operating 
estimate in the territory served by the 
Cleveland Electric Illuminating Com- 
pany, sold an estimated $11,500,000 
worth of electrical appliances during 


all, vice' 
s of the 


xists fomthe year 1940, according to J. E. 
ppliances North, director of residential sales 
compan lor the power company. 


Their potential market of domestic 
electric customers, served by the util- 
ity, increased from 288,313 at the end 

DISING 


ELECTRICAL MERCHANDISING—JANUARY, 


CLEVELAND 


An $11,500,000 Appliance Market in 1940 


294,000 domestic customers of the Cleve- 
land Electric Illuminating Company spent an 
average of $39 per home on electric appliances 


of 1939 to 294,000. by the end of 1940 
which means that each home served 
spent an average of $39 during the 
year for electrical appliances. On a 
kilowatt-hour basis, Cleveland’s resi- 
dential customers increased their an- 
nual average usage during the year 
from 923 kw.-hrs. in 1939 to 995 kw.- 
hrs. by December 31, 1940. 

During the past year, all major ap- 
pliances with the single exception of 


1941 


which showed a 


ironing machines 
slight falling off, increased sales mate- 


rially. Refrigerators jumped from 27,- 
500 units in 1939 to 36,000 units in 
1940; vanges went from 3,800 units to 
5,100; washers from 23,000 units to 
24,006. Under the impetus of an active 
lightiug promotion, sales of I.E.S. 
type !amps showed the unusual gain of 
10,000 units during the year for a 
total of 55,000 lamps in 1940. 

The figures quoted above and in the 
accompanying table represent dealer 
sales entirely as the Cleveland Elec- 
tric U!luminating Company does no di- 
rect merchandising through its own 
sales force. Potent promotional me- 
dium for all branches of the industry, 
however, is the Electrical League of 
Cleveland. 

Saiuration on electric ranges and 
water heaters in the territory served 
by the company is still relatively hw— 


5.5 per cent on ranges and 1 per cent 
on water heaters. Refrigerator satura- 
tion, however, stands at 60 per 
cent and washing machines at 63 
per cent. Ironers, of which 2,500 
were sold during 1940, now show a 
saturation of 10.6 per cent—a_ sur- 
prisingly good showing judging from 
figures received from other sections 
of the country. Cleaners, of course, 
have high acceptance—71.5 per cent 
and six out of every ten homes can 
boast of owning an I.E.S. type lamp. 
The proportion of replacements is es- 
timated at 11 per cent on refrigeration ; 
50 per cent on washers, 60 per cent on 
cleaners and .036 per cent on electric 
ranges. 

Of the 505 electrical appliance re- 
tailers serving the territory, mail order 
houses are estimated to take the larg- 
est proportion of the business. Depart- 
ment stores come second in order of 
importance, furniture stores third, 
electrical specialty dealers fourth, 
hardware stores fifth and other mis- 
cellaneous outlets sixth, 

Chief competing fuel in the terri- 
tory which is largely industrial in 
character is gas, although the Cleve- 
land Electric Illuminating Company 


sells neither manufactured nor nat- 


ural gas. 

Home lighting advisers made 68 056 
improvements in the lighting of cus- 
tomers’ homes during the year and 
their activities resulted in the addi- 
tion of 11,028 kw.-hrs. of connected 
load to the lines of the utility. 


COMPARATIVE MAJOR APPLIANCE SALES AND 1941 ANTICIPATED 
SALES—CLEVELAND TERRITORY 


Water Heaters 
Refrigerators ..... 
Weshers ..... 

LES. Type Lamps. . 


1940 1939 1941 (Anticipated) 
5,100 3,800 5,200 
500 420 600 
36,000 27,500 30,000 
24,000 23,000 24,000 
2,500 2,700 2.500 
21,000 18,000 21,000 
67,500 60,000 75,000 
7,000 6,000 7,500 
55,000 45,000 65,000 


OMAHA, NEBRASKA 


Major Appliance Lines Show Marked Increase 


74,000 domestic electric customers of the Ne- 
braska Power Company bought $3,800,000 worth 


HE Nebraska Power Company 
and 300 dealers operating in the 
territory served by the company sold 
an estimated total of $3,900,000 worth 
vf electrical appliances in 


1940, ac- 
cerding to estimates of Mrs. B. E. 
Marsh, sales manager of Nebraska 


Fower Company. 


of appliances in 1940; upped kw.-hr. use to 971. 


The company served 74,000 do- 
mestic electric customers in 1940 as 
compared with 73,189 in 1939 and 
annual average kilowatt-hour  con- 
sumption per residence increased from 
971 in 1939 to 1,038 in 1940. 
mately $53 was spent on 


Approxi- 
electrical 
(Continued on page 57) 
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THE MOST UNIQUE STORY 
THE INDUSTRY TODAY! 


For Retailers in Search of Ground Floor Opportunities to 
make Money with a “Red-Hot” Line! 


MAKE NO MISTAKE about it—individual 
retailers who have enjoyed the Ground 
Floor Opportunity with Leonard’s plans 
last year have proved that they can make 
big sales and real money. 

These are not merely claims. We can 
give you names, places and figures. The 
list of successful retailers includes appli- 
ance stores, furniture houses, department 
stores, automobile accessory stores, jewel- 
ers and others—many of them facing prob- 
lems similar to your own. And all of them 
are making money with Leonard. 

They have proved that with a fine prod- 
uct, backed by the reputation of a good 
store, and selling in territory which allows 
them adequate freedom of action and room 
to sell, they can achieve real volume and 
sound profits, no matter what the com- 
petitive brand situation may be. 

Frankly, Leonard is not interested in a 
quantity of retailers. Leonard prefers fewer 
retailers—but they must be the kind who 
are ready to go to town. And Leonard will 
give them the opportunity! 

Leonard believes that a good and aggres- 
sive retailer should be free from unneces- 
sary competition in his own line, free from 
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the destructive price-cutting which this 
usually entails. 

Leonard believes that such a retailer 
should be protected to the utmost and 
given all the personal cooperation his high 
standing demands, without any of the irri- 
tating badgering of pressure methods. 

If you are that kind of retailer, Leonard 
has a program with plans that have never 
before been offered in the industry. 

And with this comes a product that is 
altogether outstanding. Without hesita- 
tion we say, “From Every Angle There’s 
Nothing Better!” 

BEAUTIFUL? You've never seen any- 
thing to equal it! There’s smooth, flowing, 
streamlined beauty in every line of the 
new cabinets. High, full-width doors em- 
phasize height and width. 

Then, open the door. Where is the ugly 
breaker strip with its 80 hard-to-clean 
screw heads? It’s gone—and now the inte- 
rior is framed in sparkling Stainless Steel 
—not a screw head to be seen! 

The new Leonard “Len-a-Light” re- 
cessed in the wall back of the Zero Freezer 
illuminates the interior of the cabinet and 
the Zero Freezer. 


JANUARY, 


SEE THIS 1941 LEONARD PLAN BOOK 


Every profit-minded retailer who wants the full story 
of the remarkable Leonard opportunity in 1941 
should see this unusual Plan Book. It tells what other 
retailers have already accomplished—and describes in 
detail Leonard's 1941 product promotion and fran- 
chising programs. Ask your Leonard Distributor or 
Factory Branch about it. 


FEATURES? They're everywhere! Check 
them model by model on the facing page. 
They're features your prospects want and 
features your salesmen can easily and vis- 
ibly demonstrate. 


In particular check the Hi-Humid mod- 
els—the latest development in Humid re- 
frigeration. One set of coils for the freezer 
—another in the sides, back and bottom of 
the Food Compartment to provide high 
humidity. A new all-glass Food Freshener 
Compartment with glass doors that elimi- 
nates the need for covering foods and pro- 
vides for super moist storage of fresh foods 
and vegetables. 


VALUE? Yer with all its added advan- 
tages Leonard offers greater value than 
before. Prices are as much as $30 lower 
than last year. And the entire price struc- 
ture is a “natural” for step-up selling. 


Only seven models—five 6° cu. ft. mod- 
els and two 854 cu. ft. models comprise the 
complete Leonard Line—providing for all 
income brackets with a simple investment 
problem for you. 


Generous backing in cooperative adver- 
tising and promotion material is provided. 


Leonard is moving fast. If you are inter- 
ested in this outstanding opportunity, get 
in touch with the Leonard Distributor or 
Factory Branch, or wire Leonard, 14250 
Plymouth Road, Detroit, Mich. 
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EVERY MODEL 


MODEL LSS-6—A big 634 cu. ft. pros- 
pect-getter! New gray trim to re- 
place old-style breaker strip. Big 
moonstone glass Chill Tray under 
Freezer Unit. Two extra-fast freez- 
ing shelves. 84 ice cube capacity— 
9 Ibs. 11.8 sq. ft. shelf area. Plus all 
of the basic 1941 Leonard features 
listed below. Price is 


MODEL LS-6— Completely equipped 
»6% cu. ft. model. New Stainless Steel 
door opening trim. 5-Way Presto 
Shelf. Glass-covered, sliding Crisper. 
Moonstone glass Meat Chest with 
glass cover. Vegetable Bin. Sliding 
half shelf. 4 Pop-Out Ice Trays with 
64 cubes—8 Ibs. capacity. 11.8 sq. ft. 
ard area. 2 Freezing 
elves. Plus all basic’41 * 
features. Only . . . 


In8% cu. ft. size Model Ls- 8 only $179. 95* 


MODEL LD-6— A 634 cu. ft. equipped 
model. Has sliding Leonard Crisper 
with porcelain top. New Stainless 
Steel door opening trim. Moon- 
stone glass Cold Chest. 2 extra-fast 
freezing Shelves. 4 Pop-Out ice 
trays with 64 cubes—8 Ibs. capacity. 
11.8 sq. ft. shelf area. Plus all basic 
1941 Leonard features. 


Only. . . . *124°°° 


Basic Features in 1941 Leonards 


All Steel cabinets—One piece two 

sides and top, welded construction. 
Gleaming Permalain exteriors 

with Porcelain-on-steel interiors. 

Automatic Len-a-Light lights up 
Freezer Unit and cabinet interior. 

Space for Frozen Foods. 

Stainless Steel, High-Speed Freez- 
er with Porcelain-finished door. 

Temperature Control with 13 set- 
tings and “off”. 

The famous “Glacier” Sealed 
Unit, unexcelled we believe, by 
any other unit for its record of serv- 
ice-free performance. 


NEW HI-HUMID MODELS— In addition 
to the coils that freeze ice, there is 
a separate set of refrigerating coils 
concealed in the back, side walls 
and bottom of the food compart- 
ment, maintaining correct humid- 
ity and temperature throughout. 
No need to cover dishes and trans- 
fer of food odors is reduced to a 
minimum. The glass enclosed Hi- 
Humid Food Freshener compart- 
ment, with its still, walled-cooled 
moist air, guards food freshness. 


MODEL LR-6—Complete de luxe 
equipment. 634 cu. ft. size. 99 ice 
cubes—12 Ibs. . . . 50% more than 
LS-6. Not one but two glass covered 
sliding Crispers. 5-Way Presto Shelf. 
New Stainless Steel door opening 
trim. Vegetablee Bin. Moonstone 
glass Meat Chest with glass cover. 
2 extra-fast Freezing Shelves. 4 
Pop-Out ice trays. 12.6 sq. ft. shelf 
area. Double width Dessert Tray. 
Plus all basic ae) fea- 


HI-HUMID MODEL LH-6— Equipped with Moon- 
stone glass Meat Chest. 2 extra-fast Freezing 
Shelves. 4 Pop-Out type ice trays with 99 cubes 
—12 Ibs. capacity. 12.6 sq. ft. shelf area. Double 
width Dessert Tray. Vegetable Bin. 634 cu. ft. 


in size. Plus all basic 1941 ea 
Only . . . *179°* 


* 
tures. Only . . 
MODEL LH-8—Provides same features as LH-6 in 


8% cu. ft. capacity with 4 Ice- -popper type trays 


freezing 107 ice. 
Price only . FOR 
*Prices suggested are for delivery in the kitchen with 5 Year Protection 


Plan. Seal an and local taxes extra. Prices slightly higher deur of the Rockies. 
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appliances by each family connected 
to the lines. 


1941 ANTICIPATED SALES 
—NEBRASKA POWER 


All major appliance lines showed TERRITORY 

|) marked sales increases during the past 

year, the survey shows and quotas for Company Deslers Tote! 
1941 are being set proportionately Heaters 234 930 464 
Hhigher. Replacement unit sales are Refrigerators 505 8,960 9,465 

figured at 10 per cent on ranges, 15 Washers 90 5,380 = 5,475 
per cent on refrigerators, 70 per cent 115 A 

on washers, 10 per cent on ironers, — 5,410 9,380 , 14,790 


570 per cent on cleaners and 40 per 
}cent on radio sets. Refrigerator satu- 
ration has climbed to 78 per cent but 
figures on other appliances are not 
available. 

Of the 300 retailers of electrical 
appliances serving the territory, mail 
order houses take the largest propor- 
tionate share of the business. Elec- 
Htrical specialty dealers come second, 

department stores third, furniture 
"stores fourth, hardware stores fifth 
Sand miscellaneous outlets sixth. 

The domestic lighting program of 


the company moved forward with new 
gains for the year past and a stepped- 
up quota ready for the year ahead. 
The establishment of Light Condition- 
ing Service Centers in many dealer 
stores and the inauguration of the 
“Mystery Shopper” service to stimu- 
late better retail sales effort on light- 
ing equipment and adaptors is ex- 
pected to have its effect on next 
year’s business. Results of 1940 light- 
ing activity and quotas for 1941 are 
shown in the accompanying tables. 


MAJOR APPLIANCE SALES—NEBRASKA POWER TERRITORY 


1940 1939 

Company Dealers Total Company Dealers Total 
Ranges 353 391 744 308 351 659 
Water Heaters 203 192 395 164 113 277 
Refrigerators 451 9,526 9,977 226 6,576 6,802 
Washers 107 5,452 5,559 98 4,303 4,401 
_ lroners 63 707 770 33 553 586 
- Cleaners 158 3,462 3,620 127 2,849 2,976 
iRedioSets ...... 17,977 16,344 16,344 
| LES. Lamps 4,280 8,838 13,118 2,965 10,431 13,396 

LIGHTING SALES—NEBRASKA POWER TERRITORY 
*1940 Unit Sales 1941 Unit Sales 

Company Dealer Total Company Dealer Total 
Lamp Bulb Cartons 42,936 59,574 102,510 417,740 64,300 112,040 
Portable Floor and 4,280 8,838 13,118 5,410 9,380 14,790 

Table Lamps 
Other Lighting 31,915 15,921 47,836 40,100 17,120 57,220 
(Adapters, Wall- 


mps, etc.) 
*10 Months Actual — Nov. and Dec. Estimated. 
During 1941 more sales effort will be directed toward the low-use customers. 


SOUTH DAKOTA 


Range and Water Heater Sales Down 


33,734 domestic electric customers of the Northwest- 
ern Public Service Co. increased Kw.-hr. use to 920 


HE sale of one division of the 

Northwestern Public Service 
Company, Huron, S. Dak., to the 
Federal government decreased their 
total number of domestic electric cus- 
tomers from 37,025 in 1939 to 33,734 
in 1940. Annual average consumption 


increased, however, from 869 kw.-hrs. 
in 1939 to 920 kw.-hrs. in 1940. 
Estimates of the total appliance vol- 
ume for the territory are not available 
but Northwestern Public Service Com- 
pany accounted for $475,000 worth of 
appliance business during the. year. 
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About $15 was spent on electrical ap- 
pliances per home served. 

About 50 dealers sell appliances in 
the territory served by the company 
and they rank in importance as fol- 
lows: (1) department stores (2) elec- 
trical specialty dealers (3) furniture 
stores (4) hardware stores (5) mail 
order houses.and others. The terri- 
tory is predominently agricultural in 
character and electric range sales meet 
stiff competition from bottled gas, ac- 
cording to Robert E. Wick, advertis- 
ing manager of the company. The 
utility sells both natural and manu- 
factured gas. 

Replacements of existing units ac- 
counted for 35 per cent of refrigerator 
sales; 50 per cent of washer sales; 
5 per cent of range sales and 5 per 


ANTICIPATED SALES FOR 1941— 
NORTHWESTERN PUBLIC SERVICE 


Company Dealers Total 
Ranges .......... 700 300 1000 
Water Heaters ... 500 50 550 
Refrigerators ..... 1200 1500 2700 
Washers ...... 300 2500 2800 
lroners ... : 50 125 175 
Cleaners .... 250 250 
Air Heaters .. 100 : 100 
1.E.S. Lamps .. 1500 1500 


cent of cleaner sales, the company re- 
ports. Saturation on ranges is up to 
20 per cent, on water heaters is 4 per 
cent, on refrigerators 55 per cent, on 
washers 90 per cent and on cleaners 
80 per cent. IES lamps saturation has 
reached the 100 per cent point with 
a lamp to every home. 


MAJOR APPLIANCE SALES—NORTHWESTERN PUBLIC 
SERVICE TERRITORY 


1940 1939 

Company Dealers Total Company Dealers Total 
Ranges pe ied 650 310 960 784 270 1054 
Water Heaters ___. ses 300 45 345 330 35 365 
Refrigerators .... 1400 2225 3625 658 1769 2427 
25 100 125 32 114 146 
Cleaners ...... 200 : 200 182 No reports 182 
Air Heaters 71 No reports 71 
850 850 1369 Noreports 1369 


COLORADO 


Appliance Business at Same Level as 1939 


115,823 domestic customers of the Public 
Service Company of Colorado increased their 
kilowatt-hour consumption to 750 during 1940 


HE first half of the year in 

the general business field of Colo- 
rado and the territory served by the 
Public Service Company of Colorado 
was decidedly better than 1939, but 
the second half quieted down some- 
what leaving business at about the 
same level as it had been in the year 
previous. The major industries of 
this area are agriculture and mining, 
plus the activities of the city areas 
served. The Public Service Company 
reports 115,823 residential customers 
in 1940, as against 112,059 in 1939, 
The rural homes included in the 1940 
figure number 4,695. There are in 
addition 670 rural customers not in- 


cluded, 18,723 commercial customers, 
and 6,630 industrial. The average 
annual kw.-hr. consumption per home 
in 1939 was 700.5 kw.-hr. increasing 
to 750 kw.-hr. in 1940. 

Record of appliance sales by dealers 
in this territory is not available. The 
power company estimates its 1940 sales 
at about $1,128,000. It gives its unit 
sales during the year as follows: 

The company employs one home 
service girl who, among other duties, 
does some lighting promotion. It also 
has a staff of 22 men who give full- 
time service in making lighting sur- 
veys and selling lighting in homes. 

(Please turn to page 58) 
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UNIT SALE OF ELECTRIC APPLIANCES—PUBLIC SERVICE COMPANY 
OF COLORADO 


Per Cent Per Cent 
1940 1939 Replacements Saturation 
Ranges 615 591 5 6 
Water Heaters 125 109 
Refrigerators 2,800 1,724 10 53 
——. 1,350 1,343 80 67 
Radio Sets 1,000 873 80 82 
Air Heaters 200 194 15 merch 
1.E.S. Lamps 8,600 8,136 40 wie os 
and 16 
Home planning services are furnished ment with a great many layouts being throug 
in this territory by the utility and made both for commercial establish- 
others. The power company employs ments and sports lighting. Our street STEAN 
88 domestic salesmen, 7 men in the lighting work consisted chiefly of the The 
commercial lighting field and 5 other _ installation of one of the main cross atten 
salesmen streets in Denver and one underpass rob 
The company cooperates with deal- — which took 22 units. Work has started vised 
ers by helping support the Rocky on the 23rd St. extension, where 44 eg 
Mountain Electrical League, which is  16,000-lumen mercury vapor lamps ses 
active in promoting the sale of elec- will be used. During 1941 a very rt 
tric appliances, adequate wiring and extensive street lighting survey will ated 
better lighting, and in holding educa- be made to be used in a 10-year mod- iad 
tional meetings for all dealers ernization program.” 
their salesmen. In regard to fluorescent lighting, he canes wpe 
The power company participated says “There has been no change in ’ 
in the electrical show which was spon- our fluorescent lighting policy over Forty dealers serve this territory, EXPECTED SALES OF COLO! 
sored by the League and the Denver 1939. We have concentrated during independent electrical dealers probably APPLIANCES, 1941 — SOUTHERN 
Post at Christmas time. It also con- the past year on education, having had doing the largest share of the business, COLORADO POWER COMPANY A g 
ducted cooking schools in all districts fluorescent design schools and serv- with mail order houses next, followed TERRITORY ado 
of its system throughout the year. No ice schools in several locations by department stores and furniture merch 
special changes are contemplated in throughout Colorado and New Mex- _ stores. Company Dealers Total [in that 
the company’s merchandising setup in ico. The story of fluorescent has been The power company supports the ag 450 200 650 ng 1S 
the near future. told to most of our employees through Pueblo Electric League and the Rocky Refrigerators 300 2,000 2,300 jeater: 
Several rate changes were made in frequent talks at regular employee Mountain Electrical League. It has a Washers 125 2,000 2125 the D 
the districts outside of Denver during meetings. We believe fluorescent definite dealer cooperative program loners 50 200 250 Bie ci 
the vear, but none within the urban lighting for 1941 will show a very de- which involves aid through personal ——. 125 aan Piss 
area. Outside of natural gas, coal is cided increase in the number of units contact and through meetings and LES. Lomps 1500 2000 3500 
the chief competing fuel in this region. installed, and that the loads of the 


The Colorado company has _ been 
particularly active in the lighting field 
for some time. Says G. B. Buck, com- 
mercial manager, in reference to light- 
ing sales, “During 1940 the number 
of commercial will 
an increase of approximately 
with an average increase in kw.-hr. 
per customer of 1,500. During the 
year extensive work was done on the 
Park of the Red Rocks, preparing this 
unusual outdoor theater for an early 
summer opening. Our work con- 
tinued on commercial lighting equip- 


show 
1,000, 


customers 


various companies in this territory 
will be protected due to our effort in 
selling higher intensities.” 

Quotas for 1941 on appliance sales 
were not available but the company 
expresses itself,as believing that the 
national defense program will improve 
sales and states that there has already 
been an increased activity in this area. 
The coal and metal mining industries 
will be stimulated, which will affect 
the payrolls and general spending in 
the district served by the Public Serv- 
ice Company of Colorado. 


SOUTHERN COLORADO 


LTHOUGH the city of La Junta, 

Colorado, with 1,738 residential 
customers, changed to municipal oper- 
ation in April, 1940, the Southern 
Colorado Power Company neverthe- 
less reports an increase in practically 
all its appliance selling during the 
past year. The withdrawal of these 
accounts left the company serving 
20,850 residential customers at the 
close of 1940 (the 1939 figure was 
21,777). In addition should be listed 
the 1,620 rural customers not included 
in this figure, plus 3,290 commercial 


PAGE 58 


customers and 1,260 industrials. The 
area served outside of Pueblo and 
other incorporated communities is pri- 
marily agricultural and mining, with 
business showing improvement. 

It is estimated that customers in 
this district spent about $27 per home 
for electrical appliances, or, roughly, 
$563,000 during the year. Of this 
power company sales amounted to 
about $200,000. Unit sales reported 
by dealers and power company show 
both ups and downs, but on the whole 
a slight increase over 1939. 


campaigns promoted by the Leagues. 
No major changes in policy are 
planned for the coming year. 

The power company employs one 
home service representative, who does 
no direct selling, but promotes both 
lighting and appliance sales. In addi- 
tion there are 12 domestic salesmen 
and one man on commercial lighting. 
Major events of the year consisted 
of a series of campaigns on the major 
appliances. 

A reduction in rates became effec- 
tive December 1, 1940, ranging from 
2 per cent to 10 per cent saving for 
customers, depending upon their kilo- 
watt-hour consumption. 

Results of lighting promotion were 
satisfactory for 1940 and the company 
states that it expects a continuation 
of this improvement during 1941 due 
to promotional efforts. As yet no 


special promotion has been given to 
fluorescent lighting, but the power 
company offers the customer assist- 
ance in obtaining a proper installation. 

Sixteen evaporative coolers are re- 
ported in home installations and 37 in 
commercial establishments. Two com- 
mercial air conditioning installations 
involving refrigeration were made 
during the year. 

In regard to the effect of the na- 
tional defense program on appliance 
selling, the company states, “Probably 
unit prices will be higher. However, 
we anticipate an increase in volume, 
due to better business. It will call 
for more aggressive selling.” 

Quotas for 1941 have been set above 
the record made this year. 

(Continued on page 67) 


UNIT SALES OF ELECTRIC APPLIANCES—SOUTHERN COLORADO 
POWER DISTRICT 


1940 1939 Per Cent Per Cent 
- “ eplace- Satura- 

Company Dealers Total Company Dealers Total ments tion 
Ranges 390 170 560 335 125 460 15 22 
Water Heaters 178 65 243 122 39 161 2 6 
Refrigerators 362 2,008 2,370 347 1,665 2,012 25 45 
Washers 88 1,836 1,924 104 2,098 2,132 50 75 
lroners 32 108 140 38 179 217 a 5 
Cleaners ee ihe 132 430 562 50 70 
Radio Sets 4,300 4,300 100 
Air Heaters 40 75 115 36 70 106 Rs a 
1.E.S. Lamps 1,230 1,114 2,344 862 1,250 2,112 ei 35 
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CENTRAL COLORADO 


Colorado Central Power 
i Company serves Golden, Colo- 
rado and its surrounding territory, 
with 80,000 domestic accounts and 
12,000 rural customers. The average 
kw.-hr. consumption per home was 
780 kw.-hr. for 1940, 768 kw.-hr. for 


#1939, showing an increase per home 


en to 
power 
Assist- 
ation. 
re re- 
37 in 
com- 
ations 
made 


le na- 
liance 
obably 
wever, 
olume, 
call 


above 


ISING 


f 12 kw.-hr. The company does no 
merchandising, but reports 20 elec- 
tric ranges, 10 electric water heaters 
and 160 refrigerators added to its lines 
through dealer sales during 1940. 


STEAMBOAT SPRINGS 


The Colorado Utilities Corporation 
serving Steamboat Springs, Colorado, 
does no merchandising of major appli- 
ances, although a few small appli- 
ances are sold through the power 
company office. It serves 1,294 do- 
mestic customers and 29 which are 
ranked as rural. During 1940 the 
average annual domestic consumption 
‘i electricity on its lines was 600 
kw.-hr. 


COLORADO SPRINGS 


A group of active dealers in Colo- 
rado Springs, Colorado handles the 
merchandising of electrical appliances 
in that community, between them dur- 
ng 1940 selling 88 ranges, 10 water 
heaters and about 300 refrigerators. 
The Department of Public Utilities of 
the city does no merchandising, but 


provides space for’ merchandise dis- 
play in its office and assists with 
newspaper advertising. During 1940 
it assisted with a cooking school 
which was attended by about 5,600 
local housewives. The department 
serves 12,800 residence customers, 
whose average annual consumption of 
electricity for 1940 was 827 kw.-hr. 
This was a 45 kw.-hr. increase over 
the 1939 figure of 782 kw.-hr. 


TRINIDAD 


The Trinidad Electric Transmis- 
sion, Railway & Gas Company, serv- 
ing Trinidad, Colorado, and the sur- 
rounding district, reports its 1940 
customers as consisting of 4,317 resi- 
dential accounts, 600 rural, 860 com- 
mercial and 31 industrial. The aver- 
age annual consumption of electricity 
per home was 603 kw.-hr. in 1939, 
615 in 1940. The company does no 
merchandising of major appliances it- 
self, but cooperates with dealers 
through promotional advertising and 
assistance through direct contact. 
Dealer sales for 1940 are reported as 
having placed 40 electric ranges, 1 
water heater and 275 refrigerators in 
Trinidad homes. No quota has been 
set for 1941, but the power company 
states that it expects only a small, if 
any, increase in sales as a result of 
the defense program during the com- 
ing year. 


newspaper and radio advertising by 
way of cooperative promotion of ap- 
pliance selling. 


CHEYENNE, WYOMING 


Appliance sales in Cheyenne, 
Wyoming were slightly higher in 
1940 than during 1939, and prospects 
for 1941 are good. This territory is 


served by the Cheyenne Light, Fuel 
& Power Company, which has 5,646 
domestic customers, 854 commercial 
customers and 73 industrial. The aver- 
age annual consumption of electricity 
for residence customers for 1939 was 
905 kw.-hr.; in 1940 this had increased 
to 930 kw.-hr. During the past year 
90 electric ranges were added to the 
company’s lines and 350 refrigerators. 


WYOMING 


Rawlins, Cheyenne and Sheridan Report on ‘40 


1,300 domestic customers at Rawlins; 
2,929 domestic customers at Sheridan; 
5,646 domestic customers at Cheyenne 


RAWLINS 


‘HE Rawlins Electric Company 

serves 1,300 residence customers 
n Rawlins, Wyoming. It also has 435 
ommercial and one industrial account. 
Juring 1940 the average annual resi- 
lence consumption of electricity was 
00 kw.-hr. an increase of 45 kw.-hr. 
wer the 1939 record of 655 kw.-hr. 
he company reports two electric 
anges sold and 23 refrigerators. It 
$s a member of the local Contractor- 
Dealer, Electrical League and coop- 
tates in dealer-contractor advertising 
nd open house display. It assists con- 
tractors with wiring estimates on 
bomestic and commercial wiring prob- 
ms and with consumer installation 
nd apparatus problems. Sales records 
or this district are somewhat lower 


than 1939 figures. No quota has as 
yet been set for 1941. At the present 
time the national defense program 
has not materially affected the sale of 
appliances. 


SHERIDAN 


The Sheridan County Electric Com- 
pany, ‘centering its activities around 
Sheridan, Wyoming, serves 2,929 
domestic customers and 344 rural cus- 
tomers, with 869 commercial and 9 in- 
dustrial accounts. Average annual 
domestic consumption of electricity 
was 670 in kw.-hr. in 1939, increasing 
in 1940 to 723 kw.-hr. The company 
does no merchandising on its own ac- 
count, but reports 61 electric ranges 
added to its lines through dealer sales 
during 1940. It does considerable 
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UTAH 


Power Company Retires From Merchandising 


104,814 domestic customers of the Utah 
Power & Light Company bought $6,612,470 
worth of appliances in 1940 from 650 dealers. 


AJOR change of the year in the 
territory served by the Utah 
Power & Light Company was the fact 
that the power company on August 26, 
1940, put into effect a new sales policy 
under which the sale of all major ap- 
pliances (ranges, refrigerators, water 
heaters, washers, ironers, vacuum 
cleaners, dishwashers) was discontin- 
ued through utility stores and turned 
over completely to dealers, Records 
of the year as a consequence reflect 
the effects of both policies, with dealer 
sales predominating. The record of an 
increase in almost every department is 
therefore a significant one. 

The Utah Power and Light Com- 
pany serves a territory which is pre- 
dominantly agricultural and industrial, 
with metal and coal mining ranking 
as the outstanding industries. Natural 
gas is a major competitive fuel with 
electricity through most of this region. 
Conditions during 1940 were improved 
over the previous year, although not to 
be reported as good in all fields. The 
power company served 104,813 resi- 


dential customers as of Nov. 1, 1940, 
compared to the record of 104,346 resi- 
dential customers at the close of 1939. 
Of the 1940 figure, 17,847 were rural 
customers. The average annual domes- 
tic consumption of electricity per home 
served for the year ending November 
1, 1940, was 1,198 kw.-hr., up 58 kw.- 
hr. over the 1939 figure of 1,140 kw.- 
hr. 

It has been estimated that $6,612,- 
470 was spent during 1940 for elec- 
tric appliances in this territory, or 
$63.09 per home. Of this 95.2 per 
cent, or $6,295,971 was spent through 
dealer channels, while company stores 
accounted for $316,499, or 4.8 per cent 
of the business. 

Record of unit sales of electric ap- 
pliances shows that only water heaters 
failed to reach 1939 levels, and that 
dealer sales even in this field mark- 
edly increased, 

Dealers reported active in this terri- 
tory total 656, independent electrical 
dealers ranking first in the order of 

(Continued on page 68) 


UNIT SALE OF ELECTRIC APPLIANCES—UTAH POWER & LIGHT 


TERRITORY 
1940 1939 Per Cent Per Cent 
Replace- Satura- 
Company Dealers Total Company Dealers Total ments tion 
Ranges 645 3,032 3,677 1,158 2,335 3,493 30 40.5 
Water Heaters 268 552 820 661 329 990 5 6.5 
Refrigerators 514 12,890 13,404 773 8671 9444 #30 69.0 
Washers 128 9,527 9,655 160 8,793 8,953 75 82.0 
lroners 150 718 40 576 616 75 2.0 
Cleaners 109 5,563 5,672 258 4,321 4,579 £75 80.5 
Radio Sets .... 18,834 18,83 .... 18,688 18,688 75 100.0 
Air Heaters 168 487 655 216 696 912 75 7.0 
1.E.S.Lamps 2,254 15,479 17,733 3,062 13,123 16,185 30 64.0 
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importance as appliance outlets, with 
department stores, mail order houses, 
furniture stores and others in the or- 
der of their naming. 

Owing to the utility’s new policy in 
regard to dealer selling, it 


no longer 
maintains 


or home 


utside residential salesmen 
service advisers. In place 
of this staff, a group of ten sales pro- 
motional women and nine sales promo- 
tional men has been set up, who are 
organized to carry out a comprehen- 
sive program of dealer sales training 
to give every possible help to de alers 
in their selling problems. 
ning services a left to 
facturers in this district 

In addition to the continuous dealer 
and dealer salesmen educational pr 


Home plan- 


Tre now manu- 


gram being carried on bv the power 
company field staff, a training course 
in salesmanship was sponsored during 


the year by the Electrical 


Utah. 


The power 


League of 

company sponsored an 

I.E.S. lamp program which resulted 

in the 77 

in the 17,733 portable lamps 


through dealers and company stor 


LOT 


sale of 
es. 
In addition, a commercial lighting load 
of 3,076.15 kw. was added to the lines 
and an industrial lighting load of 
818.83 kw. The company’s policy on 
fluorescent lighting is expressed by 
W. A. Huckins, sales manager, as 
“guiding the customer in its correct 
use”. 

Mr. Huckins expresses himself as 
looking forward to a “definitely better 
year in 1941”, with the defense pro- 
gram resulting in an increased sale 
of electrical Detailed 
quota for 1941 
shows a increase in 


appliances. 
dealer sales during 
small expected 
practically every field. 


EXPECTED SALES DURING 1941— 


UTAH 
Company Dealers Total 

Ranges 3,700 3,700 
Water Heaters ..... 800 800 
Refrigerators ..... 13,800 13,800 

ashes 9,900 ,900 
lroners 705 705 
Cleaners 5,700 5,700 
Radio -... 19,000 19,000 
Air Heaters 185 4719 664 
1.E.S. Lamps 1,600 16,400 18,000 


RICHFIELD 


te Telluride Power Company 
serves the district centering about 
Richfield, Utah, 
and rural 


with 5,077 domestic 
accounts, 696 commercial 
customers and 70 industrial. During 
1939 the average annual domestic con- 
sumption of electricity was 555.8 per 
home, but this figure increased to 600 
kw.-hr. during 1940. The company 
does about 60 per cent of the mer- 
chandising and reports 117 ranges 
added to its lines during 1940, and 
254 refrigerators. The company offers 
dealers the services of its home econ- 
omist as demonstrator and to assist in 
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follow-up of appliances sold. No 
quota for 1941 has been set, but the 
national defense program is not ex- 
pected to influence sales in this region, 
except perhaps unfavorably. 


LOGAN CITY 


The Municipal Electric Power 
Plant of Logan City, Utah, serves 
3,824 domestic customers and 560 com- 
mercial customers. Average annual 
consumption of electricity per do- 
mestic customer for 1939 is given as 
1,994 kw.-hr. The 1940 figure was 
not yet available, but is expected to 
show an The city handles 
no appliance selling and has no off- 
cial cooperative program. It reports 
172 electric ranges added to its lines 
during 1940 and 24 water heaters. No 
program for 1941 is reported. 


increase. 


PROVO 


Provo, Utah is served by the De- 
partment of Utilities, which reports a 
record for 1940 of 4,155 domestic cus- 
tomers, 453 commercial and 104 in- 
dustrial. The average annual kw.-hr. 
consumption per home for 1940 was 
1,080 kw.-hr. The department does 
not sell electric appliances, all sales 
going through local dealers. How- 
ever, it does considerable promotional 
advertising and during 1940 also con- 
ducted an electrical show and a cook- 
ing school. Thirty-five electric ranges 
and 10 water heaters were added to 
Provo lines during 1940. No unusual 
improvement is looked for in 1941, 
although the department believes that 
the defense program will not hinder 
the progress of electric sales. 


UINTAH 


From Roosevelt, Utah comes the 
report of the Uintah Power Company 
serving 520 domestic customers, 105 
rural accounts, 158 commercial and 
25 industrial. The average annual 
kw.-hr. consumption for residential 
customers was 585 kw.-hr. in 1940, 
up 80 kw.-hr. over the 1939 figure of 
505 kw.-hr. The company this year 
stocked only small appliances, leaving 
sales of major appliances so far as 
possible up to the dealers, with power 
company cooperation. Initiative is left 
to the dealers, the utility stepping in 
only to help close the sale if this has 
been necessary. Ranges added to the 
lines during the year numbered 25, 
with 15 water heaters and 130 re- 
frigerators reported. The company 
organization was responsible for per- 
haps fifty per cent of the range and 
water heater sales. The district served 
being almost entirely agricultural, the 
company does not expect that the na- 
tional defense program will have any 
marked effect on appliance sales. If 
anything, it may better conditions. 


ARIZONA 


Tucson, Phoenix and Central Arizona Report 


Tucson Gas Electric Light & Power domestic customers 
up to 14,800; Arizona Light & Power shows 28,500 cus- 
tomers bought a total of $1,342,000 in appliances in ‘40 


TUCSON 


JRESENT usage of electric and 
competing fuel appliances in rural 
homes was the subject of a survey 
made by the Tucson Gas Electric Light 
and Power Company during the past 
year which showed that about 60 per 
cent of the cooking in farm homes is 
still done on wood and coal, oil or bot- 
tled gas ranges, that 78.49 per cent of 
the space heating is taken care of by 
these fuels and 43.45 per cent of the 
farm homes have no hot water service 
at all. Electric refrigerators, on the 
other hand, were in 3,457 of the homes 
and nearly a third of them were out- 
fitted with some type of evaporative 
cooler. 

This company serves the territory in 
the neighborhood of Tucson, Arizona, 
showing a record of 14,800 residence 
customers at the end of 1940, of which 
about 5,800 could be classed as rural. 
The region is primarily a health and 
tourist center. During the past year 
the average usage of electricity per 
domestic customer was increased to 
990 kw.-hr. annually, 58 kw.-hr. more 
per home served than the 1939 figure 
of 932 kw.-hr. 

The utility does no merchandising, 
but keeps a record of sales made by 
the 20 dealers in its territory. Of these 
mail order houses and independent 


PHOENIX 


USINESS in general was good 

in the Phoenix, Arizona district 
during 1940 and the sales of major 
appliances reported were slightly 
above those of 1939, but in some of the 
other items the record fell off slightly. 
This area is served by the Central 
Arizona Light & Power Company, 
with 25,800 residence customers (the 
1939 figure was 24,839), 905 rural 
customers, 3,900 commercial and 281 
industrial. In 1939 the average annual 
kw.-hr. consumption per residential 
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electrical dealers do the largest share 
of the business, with department stores 
furniture stores and others following 
The company does no home servic 
work and any home planning that is 
done is taken care of by the individua’ 
dealers assisted by the manufacturers 
In June of the past year a reductior 
in rate schedule was adopted whicl 
amounted to about 10 per cent on do- 
mestic bills. On the whole business 
conditions in the territory have bee: 
good. 


DEALER SALES BY UNITS — 
TUCSON TERRITORY 


Estimated 

Percentage 

1940 Replacement: 
Water Heaters ...... 50 20 
Refrigerators ........ 1,500 20 
1,000 20 
See 500 20 
Air Heaters ......... 100 5 
600 0 
Evaporative coolers ... 0 


About 1,500 domestic evaporativ: 
cooler installations were made during 
the year, and 100 in commercial es- 
tablishments. Air conditioning installa 
tions involving refrigeration amounte 
to about 25 in homes and 5 in stores 
restaurants or hotels. 


customer was 1,038 kw.-hr.; this fig- 
ure had increased by the end of 194 
to 1,124 kw.-hr., up 86 kw.-hr. 

It is estimated that about $1,342,6% 
was spent in this area during 1940 fo: 
domestic electrical appliances, 97 pe’ 
cent of this money passing throug’ 
dealer hands. This averages abou! 
$52 per home. The best record jn unt 
sales is reported in the field of electr: 
cal refrigerator selling. 

The number of dealers serving th 
area is 166, among whom mail orle 
houses probably do the largest volun 
of business, furniture stores secon 

(Please turn to page 70) 


Why 
+ 
| 


st share 
t stores 
llowing 
servic 
that i: 
dividua! 
cturers 
~ductior 
1 whicl 
on do- 
business 
ve bee: 


4 


timated 
rcentage 
lacements 


porativ 
e during 
rcial es- 
installa 
mounte 
n stores 


this fig: 
| of 194 
r. 
1 342,69 
for 
s, 97 pe! 
throug) 
es abou! 
‘d jn un: 
of electri 


‘ving th 
1ail orile 
st volun 
secon 


0) 


DISINS 


Pour especially designed machines performing multiple 
Precision operations on cylinder blocks—typical of the 
” equipment on Briggs & Stratton cylinder block lines. 


... The Most Modern And Fully Equipped 
Plant In The Small Gasoline Motor Industry 


Briggs & Stratton is more completely “tooled up” for the pre- 
cision production of small gasoline motors than any other plant 
in the industry . . . and this is but one of many reasons why 
you can be sure of uniformly high quality in any motor bearing 
the Briggs & Stratton trade-mark . . . why continued perform- 
: ance records have earned such a reputation for Briggs & 
Stratton motors that they outsell any other make in the world. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


IT'S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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UNIT SALES OF ELECTRICAL APPLIANCES—CENTRAL ARIZONA 


TERRITORY 
1940 1939 Per Cent 
— Replace- 
Company Dealers Total Company Dealers Total ments 

Ranges 23 151 174 19 153 172 10 
Water Heaters 8 64 72 13 47 60 None 
Refrigerators 21 3,527 3,548 9 2213 2,222 
Washers 11 1,740 1,741 $200 12400 
Cleaners 2 1,473 1,475 3 2406 2409 50 
Radio Sets 6 5,051 5,057 7 5,400 5,407 70 
1.E.S. Lamps 1,884 5,392 7,276 5,086 4,145 9,231 30 


Trade-in appliance sales are included in these figures. Figures on saturation are not 


available. 
independent electrical dealers third 
and hardware stores and department 
stores last on the list. 

The utility employs seven home 
service girls, who do some direct sell- 
ling and who also handle the lighting 
promotion work. It also employs 13 
lomestic salesmen, 4 commercial light- 
ing men, 2 industrial and 4 combina- 
tion men. It offers a home planning 
service, as do also some of the inde- 
pendent dealers. 

Major events of the year were the 


spring and fall refrigerator sales, 
whose results are shown in the unit 
sales report. This year’s record of 


dealer selling was about 60 per cent 
better than that of 1939. 

The company 
setup its 


has a cooperative 
merchandising, which 
leaves the majority of sales in dealer 
hands. New during the year was the 
active field promotion of dealer re- 
frigerator selling. No special changes 
are contemplated during the coming 
year. 

Sutane is an important competing 
fuel in the rural portion of the terri- 
tory served. The power company it- 
self sells natural gas. 

As hitherto, the evaporative cooler 
sales were among the important items 


in dealer business during 1940. Home 
installations to the number of 4,281 
are reported, or one in about every 
six homes served by the company. 
There were also 250 evaporative 
installations in commercial 
establishments. In addition, ten com- 
mercial establishments put in refrig- 
erated air conditioning, and such in- 
stallations were reported from 32 
homes. 

The power company expects the na- 
tional defense program to result in a 
stimulation of electrical appliance 
sales. Quotas for the coming year 
have been set slightly in advance of 
1940 sales in every field but refrigera- 
tion, where it was felt the record could 
hardly be expected to be bettered. 


cooler 


EXPECTED SALES OF ELECTRICAL 
APPLIANCES IN 1941—CENTRAL 
ARIZONA TERRITORY 


Company Dealers Total 
Ranges 30 170 200 
Water Heaters 15 65 80 
Refrigerators 0 2,800 2,800 
Washers 0 1,800 1,800 
Cleaners 0 1,500 1,500 
Radio 0 5,000 5,000 
1.E.S. Lamps 2,000 3,000 5,000 
Other Appliances 3,000 5,000 8,000 


MONTANA 


Electric Range Sales Doubled in 1940 


70,000 residential customers of the Montana 
Power Company bought $3,244,800 worth of 
appliances in '40 — $46.35 per home served 


RECORD for electric range sales 
a tor 1940 of more than double the 
1939 figure is the outstanding accom- 
plishment of the year reported from 
Montana. The served by the 
Montana Power Company is both 
agricultural and industrial, with min- 
ing and smelting the major industries 
of the susiness during the 
past year was reported as good for 
the The company 
has 70,000 residence customers, 3,000 
of these farms. Its commercial cus- 
tomers number 11,000 and its indus- 
trial customers 1,200. The increase 
in the number of homes served since 


area 


region, 


state as a whole. 
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1939 is 2,500. During 1939 the aver- 
age annual kw.-hr. consumption per 
home was 875; by the end of 1940 
this had risen to 920 kw.-hr. 

It is estimated that the aggregate 
volume of electric appliance business 
in this territory for 1940 was $3,244,- 
800, including both company and 
dealer sales. This averages about 
$46.35 per home served. The record 
of unit shows an increase in 
most fields during 1940, with a re- 
markable record in ranges as com- 
pared with the previous year. 

Two hundred and fifty dealers serve 
this territory, independent electrical 


sales 


dealers doing the largest share of the 
business, mail order houses ranking 
next, followed by department stores 
and others. 

The power company employs 16 
home service girls, who do direct 
selling as well as promotional work. 
They also assist in lighting sales. 
There are also 36 salesmen in the 
domestic field, and 15 commercial 
lighting men, 

Evaporative cooler installations are 
reported in 140 commercial establish- 
ments and 10 industrial plants. Air 
conditioning involving refrigeration 
was installed for four commercial 
firms. 

The company encourages fluores- 
cent lighting, but only when correctly 
installed. It has published a state- 
ment for customer distribution point- 
ing out that fluorescent lighting “costs 
more and is worth it,” when properly 
applied, than other types of light and 
explaining the “Fleur-O-Lier” tag. It 


UNIT SALES OF ELECTRICAL APPLIANCES—MONTANA POWER 
COMPANY DISTRICT 


EXPECTED SALES OF ELECTR! 
APPLIANCES, 1941—MONTANA 


POWER COMPANY TERRITORY) 
Company Dealers Tow 


Ranges 1,805 1,197 3,00 
Water Heaters 169 201 3% 
Refrigerators 136 7,854 7,9 
(335 6,33 
Cleaners i 2% 
15,000 15,00 
1.E.S. Lamps 5,324 9,910 15,2 


offers the services of lighting eng 
neers to design or check installatior 

Improved business conditions of t! 
past year resulted in the average i: 
dustrial load in October, 1940 bei: 
about 20 per cent higher than in ¢ 
same month of 1939 and it is expecte 
that the same improvement will carr 
over through 1941. Quotas jor t! 
coming year for appliance sales hai 
been set slightly higher than 
figures of sales for 1940, with a ie 
exceptions. 


1940 1939 Per Cent Per C 
-— Replace- Sature- 
Company Dealers Total Company Dealers Total ments tion 
Ranges 1,627 1,309 2,936 489 793 1,282 25 23 
Water Heaters 117 170 287 719 92 171 5 2 
Refrigerators 313 7,799 8,112 446 5,546 5,992 20 
Washers 0 6185 6,185 0 6,009 6,009 75 
Cleaners 0 2659 2,659 16 2374 2,390 75 
Radio Sets O 17,274 17,274 O 17,292 17,292 85 
1.E.S. Lamps 4,408 8,192 12, 2,912 12,376 15,288 50 


Dealer Cooperation Works in Albuquerque 


14,153 domestic electric customers of the Albu- 
querque Gas & Electric Company had average consump- 
tion of 620 kw.-hrs. in 1940; Raton up to 991 kw.-hrs. 


ALBERQUERQUE 


HE Albuquerque Gas and Elec- 

tric Company which serves Al- 
buquerque and the surrounding terri- 
tory in New Mexico retired from 
appliance merchandising two years ago 
and now makes no estimate of the ex- 
tent of dealer sales. The power com- 
pany has a policy of dealer coopera- 
tion, with considerable newspaper and 
radio promotional advertising. It con- 
ducts some schools, such as that on 
lighting held during 1940, and gives 


other help as requested. During 19 
the number of domestic custome! 
served was 14,153; commercial, 1,98 
and industrial, 656. The average a! 
nual consumption of electricity { 
residence customers was 605 kw.-! 
during 1939, increasing in 1940 to 62 
kw.-hr. In regard to the effect of 
defense program, H. L. Pinkert 
sales manager, predicts that “It shou 
increase all sales”. 
(Please turn to page 72) 
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NEW MEXICI 


ECT 


| 


15°06 that attract immediate attention, that that assure increased sales free from 
_ create desire for a new washer—good Price comparison or Price competi- 
— reasons for trading in the old one. tion—that insure sales at a profit. 
age i New Patented Double Duty Agitator. 
aby Provides a scrubbing action to the clothes on the 
xpecte surface, and the separate plastic compartment at 
ll carr the top provides washing space for the small or dainty 
for ti pieces that are difficult to find and remove from the 
esha larger tub. An extra feature that will produce extra 
sales for you. The extra “small piece” washing compart- 


ment in red plastic attracts attention. 


Patented Water Deflector Tub. Creates 
a more turbulent water action—1710 extra wash- 
ing currents per minute for cleaner clothes in less 
time. Exclusive and distinctive in appearance, this fea- 
ture alone takes Barton out of direct price comparison 
or price competition and makes instant appeal. 


Controlled Washing and Wringer 


Speeds. The proper washing ond wringer speeds 
for different fabrics. Slow for woolens and cur- 
tains. Medium for the ordinary wash and Fast for 
badly soiled children’s cottons and heavy work clothes. 
Different fabrics require different washing actions. 


Barton Washers hove earned a reputation for long life construction. 
The merchandising step-up is logical and distinctive. Barton Extras, 
together with protected territory, stimulate new buying, ossure 
increased sales ond profits...Bartons will create renewed enthusiasm 
in your sales organization. 


THE BARTON CORPORATION 
WEST BEND, WISCONSIN 


MODEL C71-S_ 


u- 
p- Barton Dealer Wins be 
rs. 
FIRST PRIZE 
i H 
In National Window Display Contest se 
The Judges in the National Washer and lIroner Week Window Display ie ; 
. Contest awarded the prize for the best furniture store window to the ¢ i 
mn 7 United Furniture Company of Louisville, Kentucky, Barton dealers. oi 
Sustonic 


ial, 1,98 


Barton Wins Modern Plastics Award 


erage ai 
gh At the Fifth Annual Modern Plastics Competition, Barton received honorable . 
a +o 63 mention, and was awarded a plaque for their molded plastic agitator, : 


ect of t and for their activity in pioneering this new agitator in a washing machine. 
inkerto# 


“It show 


2) 
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RATON 


The Raton Public Service Company 
of Raton, New Mexico serves 1,581 
domestic customers and 563 commer- 
cial customers. Average annual con- 
sumption of electricity by residence 
customers was 841 kw.-hr. in 1939 
and 991 in 1940, an increase of 150 
kw.-hr. during the year. The company 
does no merchandising itself, but has 


a dealer cooperative program which 
includes promotional advertising as 
well as assistance with cooking schools 
and similar activities. During the past 
year 18 electric ranges, 5 electric 
water heaters and 34 refrigerators are 
reported as sold through dealer chan- 
nels in this district. Quotas for 1941 
are not available. 


( 


lia 


NEVADA 


All Major Appliance Up in 1940 


13,000 residential customers of the Sierra 
Pacific Power Company bought $780,000 
worth of appliances in 1940—$60 per home 


g past year was an excellent 
one for the Nevada-California 
district served by the Sierra-Pacific 
Power Company. This is the area op- 
erating under the “Reno Plan”, with 
no merchandising done by the utility. 
No change was made during the year 
in the dealer cooperative set-up, nor is 
any contemplated for the near future. 

The company serves 13,000 residence 
customers, of whom about 774 are 
rural customers. The 1939 figure was 
12,289 residence customers. The total 
of all customers served by the Sierra- 
Pacific Company during 1940 was 15,- 
620. Business conditions in the ter- 
ritory as a whole were fair. Mining 
is the major industry outside of the 
city area. A 90 kw.-hr. increase in 
domestic usage during the year, brings 
the average annual consumption of 
electricity per home to 1,556 kw.-hr. 
for 1940. The 1939 figure was 1,466 
kw.-hr. 

It is figured that about $780,000 was 
spent for electrical appliances in this 
territory during the year, or an aver- 
age of $60 per home. Divided into 
unit sales, the records show that sales 
were up in every department. 


Sixty-seven dealers are active in 
this territory. Independent electrical 
dealers handle the largest part of the 
business, with mail order houses sec- 
ond in importance. Department stores 
and furniture stores are not electrical 
dealers in this district. 

The utility employs one home serv- 
ice girl, who aids dealers with cook- 
ing schools and follow-up calls. She 
does no direct selling and carries on 
no lighting promotion. All home 
planning work that is done is handled 
by the individual dealers. Any dealer 
educational work which is done in 
this territory is handled by the manu- 
facturers. 

According to A. L. Pierce, in 
charge of the new business depart- 
ment, “The results of our lighting 
program for 1940 has been successful 
through the cooperation of contractors, 
dealers, architects and all factors in 
the building industry. Such jobs as 
re-wiring and re-lighting the State 
Capitol, wiring and lighting specifica- 
tions on new commercial buildings and 
the re-lighting of many local business 
houses has been realized this year. An 
increased interest in sports lighting 


MAJOR APPLIANCE SALES—RENO TERRITORY 


Esti- 
1940 1939 mated % Per Cent 

- Replace- tura- 

Company Dealers Total Company Dealers Total ments tion 
Ranges 0 1,050 1,050 1 893 894 15.7 57 
Water Heaters 2 284 286 4 276 280 3.08 19 
Refrigerators 0 1,724 1,724 0 1,071 1,071 8.48 75 
Air Heaters 0 100 100 0 42 42 mre xs 
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has been noted. One baseball and four 
softball fields were completed during 
the past season. The increased com- 
mercial lighting load for 10 months of 
1940 is 189 kw., and another 295 kw. 
for sports lighting during the same 
period.” 

The company’s policy on fluorescent 
lighting has been based on full coop- 
eration with dealers in their problems, 
and a few pioneered jobs where rec- 
ommendations were made for its use. 
The company now has several 75-100 
ft.-candle installations in actual use by 
customers. So far, it has not been 
found necessary to file a power-fac- 
tor restriction, although serious con- 
sideration has been given to this pos- 
sibility. New business in the lighting 
field for 1941 appears promising, as 
several new buildings are now being 
planned by local architects. 

Reports on air-conditioning instal- 
lations show 14 commercial installa- 
tions involving refrigeration. No re- 
port is made on evaporative coolers. 

Says Mr. Pierce, in regard to the 
effect of defense plans on appliance 
business in his territory: “We feel the 
defense plans will have a very definite 


bearing on the appliance business i 


ontinu 


UI 


the country during next year, but it 

extremely difficult to estimate with an 
degree of certainty the volume of bus 
ness which will result because of thos 


plans. We know there will be 


of money in circulation and the desi: 
on the part of the people will be ver 
strong, but we are inclined to thir 
that the manufacturers will not be ab 


plent 


to produce the domestic appliance 


needed to meet the demand. 


Therefore our estimates for next ye: 
some reservations 
With this conservative prophecy 

mind, quotas for 1941 have been s 
at a somewhat higher figure than w 


are made with 


attained during 1940. 


men a 
1941 | 
mated 
the 
compa 
ter pc 
are 
meerin 


EXPECTED SALE OF ELECTRIC A/ 
PLIANCES DURING 1940— 


RENO DISTRICT 


Ranges 1,200 
Water Heaters 300 
Refrigerators 1,400 
Air Heaters 40 


All selling, of course, will be do 


by dealers. 


LAS VEGAS TERRITORY 


| pe Las Vegas, Nevada comes 
a report from the Southern 
Nevada Power Company which serves 
2,620 domestic customers, 879 com- 
mercial accounts and one industrial. 
The average annual kw.-hr. consump- 
tion for residence customers in 1940 
was 2,800 kw.-hr., in 1939 2,546 kw.- 
hr., an increase of 254 kw.-hr. The 
company does no merchandising, but 
cooperates with dealers to the extent 


of running full-page advertiseme: 
from time to time in the local da 


NEVADA-CALIFORNIA ELECTRIC TERRITORY 


STEADY increase in appliance 

sales was reported in the area 
served by the Nevada-California Elec- 
tric Corporation in the Imperial Val- 
ley district and southern Nevada. The 
district is primarily agricultural in 
character and during 1940 enjoyed 
business conditions which were not 
more than fair. The power company 
serves 26,000 residential customers, of 
whom 1,465 represent rural homes. 
The 1939 figure was 25,780 residen- 
tial customers. These homes averaged 
an annual usage of electricity of 1,340 
kw.-hr. during 1940. 

It is roughly estimated that about 
$350,000 was spent by customers in 
this territory for domestic electrical 
appliances during 1940, or an aver- 
age of about $25 per home. Record 
of unit sales of appliances is available 
for the utility only. 

Forty-five dealers are active in this 
territory, among whom the furniture 
stores probably take first place in the 
volume of sales, with independent 


JANUARY, 


1941—ELECTRICAL 


paper to promote appliance sak Us 

During 1940 20 ranges were added b 

the company’s lines, 8 water heate report 

and 12 refrigerators, all of them sof}j94o 

through dealer channels. The 

company sets no quotas for dealficome | 

selling. The defense program is firrigat 
expected to have much effect on buf The 

ness conditions in this region. Jomes 

are rt 

dence 

compa 

‘uston 

Durin; 

electrical dealers, hardware and othgg°" 

stores, mail order houses and depayg?* I 

ment stores following in this order kwh 

The utility employs five home ser kw.-ht 

ice girls, who do no direct selli: It i 
Lighting promotion is in the hangg*?ent 
of one full time and one part-tiqg*"°®s 
lighting engineer. The company 
ploys five domestic salesmen, 1 
mercial lighting man, 1 on heating dealer 
on industrial work, 8 other power salqj°" Is 
(Continued on page 75) mentee 

recore 

EXPECTED SALES 1941—NEVADB 


CALIFORNIA ELECTRIC 


CORPORATION 

TERRITORY 

Company Dealers 
Ranges 300 100 
Water Heaters 200 100 
Refrigerators 500 500 
Washers 150 300 
lroners 50 50 
Cleaners 300 
Radio 1,000 
Air Heaters 150 100 


1.E.S. Lamps 


MERCHANDISINMELEC 


Kanges 
Refrige 
asher 
roners 
Air He 
Busi 
Totd! 
30 
1,000 Ranges 
j 450 Water 
{ Refrige 
| 30 Washe 
Cleane 
Radio 
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of thos 
ster Hosters 250 
be ver 300 
o thir 60 
be ab 100 


plianc: 


ext yeagamen and 13 combination men. The 
rations’ g1941 lighting program added an esti- 
hecy iqmated annual revenue of $15,810. In 


been sf™the matter of fluorescent lighting, the 


‘ 


UNIT SALES OF ELECTRIC APPLIANCES—NEVADA-CALIFORNIA 
ELECTRIC CORPORATION 


Per Cent Per Cent 

1939 Replacements Saturation 

265 12 28 

230 6 15 

375 20 65 

100 50 

25 1 R 
125 


It is not expected that the defense 
program will have any marked effect 
upon appliance selling in this district, 
as the projects contemplated are of 


han wcompany requires a 90 per cent or bet- too temporary a nature. Expected 
ter power factor. Fluorescent jobs dealer and company sales for 1941 are 
are recommended with proper engi- conservatively placed somewhere be- 
neering. tween the 1939 and 1940 figures. 

RIC A} 

40— 

| ,200 

300 

| ,400 

40 
be d 


tiseme! 
ycal da 
ce salt USINESS in the district served 
added by the Idaho Power Company is 
r heateffreported as having been better during 
them s0##1940 than any year since 1930, This 
he powlis primarily an agricultural area, with 
or dea. some sugar beet refining, considerable 
is 


irrigation load and two cement plants. 


ton bufiThe Idaho company serves 57,000 
1. domestic customers, of which 16,900 
are rural. The 1939 figure for resi- 

dence customers was 52,683. The 

reports 6,800 commercial 


company 
customers and 890 industrial accounts. 
During 1939 residential customers used 
and othe" an average 1,855 kw.-hr, annually 
id depafy?et home. This increased by 95 
s order.g*”--ht. during the past year to 1,950 
kw.-hr. for 1940, 
ct selli It is estimated that $3,577,378 was 
the hangspent during 1940 for electrical appli- 
inces by customers in this area, or 


Bont ‘eg average of $65.25 per home. Ninety 
n, 1 comgPer cent of the business was done by 
heating dealers, Unit sales show an increase 
ower salam 1940 in every field except water 
5) heaters and LE.S. lamp sales, the best 
record being made in refrigerator 
NEVAD selling. 


Business Better Than Any Year Since ‘30 


57,000 domestic customers of the Idaho 
Power Company bought $3,577,378 worth of 
appliances in '40—$65.25 per home served 


Dealers serving this territory num- 
ber 305, independent electrical deal- 
ers ranking first in the volume of 
business done, department stores sec- 
ond, mail order houses third, furniture 
stores fourth. The company has a 
cooperative dealer set-up which has 
met with no major changes during the 
past year and none are contemplated 
for the near future. It supports an 
inter-industry group known as _ the 
Electric Equipment Sales Association 
which sponsors joint activities 
throughout the year. The power com- 
pany, as well as jobbers and manu- 
facturers, carries on schools to assist 
in the education of dealers and dealer 
salesmen. Some use is being made in 
Idaho of facilities under the George 
Dean Act. 

The utility employs 22 home service 
girls, who do promotional and follow- 
up work as well as doing some direct 
selling, and furthering lighting sales. 
It also offers a home planning service 
to customers. It employs 31 domestic 
salesmen and 10 combination men on 
commercial and_ industrial work. 


UNIT SALES OF ELECTRIC APPLIANCES—IDAHO TERRITORY 


- 1940 1939 Per Cent Per Cent 
7 - ~ Replace- Satura- 
0 Company Dealers Total Company Dealers Total ments tion 

0 743 3,065 3,808 1,330 2220 3,550 40 56 

0 Water Heaters 555 1,020 1,575 1,006 677 1,683 10 26 

0 506 7,756 8,262 579 4262 4841 15 55 

0 243 «A 5,233 504 4237 4,741 40 75 

0 115 1,551 1,666 163 1,370 1,533 40 65 

0 B® Radio Sets 12 10,748 10,760 0 9565 9,565 70 90 

0 LES. Lamps 1,558 4,205 5,763 1,724 5,599 7,323 30 60 
NDISINMELECTRICAL MERCHANDISING—JANUARY, 1941 


During 1940 5,800 kw. in commercial 
load was added to the lines. In this 
respect the company looks forward to 
1941 as a better year. In respect to 
fluorescent lighting, the Idaho Power 
Company reports a “cooperative pro- 
motion with dealers of adequate and 
power factor corrected installations 
having proper application.” 

The increase in industrial load dur- 
ing 1940 was 1,500 kw. and the com- 
pany states that it looks forward to 
expansion of small industrials due to 
general betterment of conditions dur- 
ing 1941. However, it is felt that 
the effect of the national defense pro- 
gram will probably result in about a 


five per cent decrease in company and 
dealer merchandise sales. Quotas for 
1941 have been set conservatively. 


EXPECTED SALES OF ELECTRIC 
APPLIANCES, 1941—-IDAHO 


POWER TERRITORY 
Company Dealers Total 
Ranges 700 3,200 3,900 
Water Heaters 650 1,150 1,800 
Refrigerators 500 5,500 
ashers 300 5,200 5,500 
Cleaners 150 1,550 1,700 
Radio 0 11,000 11,000 
1.E.S. Lamps 2,000 4,500 6,500 
Other Appli- 48,400 82,610 131,010 
ances 


CALIFORNIA 


A Prosperous Year, All Sales Objectives Gained 


459,500 domestic electric customers of the 
Southern California Edison Company bought 
$14,000,000 worth of appliances—$31 per home 


HE Southern California Edison 

Company serves a territory in the 
southern portion of California, which 
is about 55 per cent urban, 16 per cent 
agricultural and 29 per cent industrial. 
Principle industries include oil, rub- 
ber, motion pictures, aircraft, steel 
manufacturing and processing, citrus 
production and shipping. As a whole, 
business conditions in this territory 
were fair during the past year, with 
about a 14 per cent increase over the 
year 1939. 

The utility itself reports a prosper- 
ous year, with practically all sales ob- 
jectives gained. Residential consumers 
increased to 459,500 during the year, a 


25,700 gain over 1939 figures. Rural 
residential customers at the end of 
1940 numbered 27,500. Residential 
customers during the year averaged a 
usage of 980 kw.-hr., an increase of 
8 kw.-hr. over the 1939 average of 972 
kw.-hr. It is estimated that sale of 
appliances, whose addition to the line 
accounts for this increased usage, 
amounted roughly during the year to 
about $14,000,000, sold by both power 
company and dealers. This figures out 
to about $31 spent per every home 

served, 
All electrical appliances, with the 
exception of electric ranges and I.E.S. 
(Please turn to page 79) 


SALE OF ELECTRIC APPLIANCES BY UNITS—SOUTHERN CALIFORNIA 
EDISON COMPANY TERRITORY 


1940* 
4,700 
1,850 
43,800 
28,500 
70,000 


* November and December estimated. 


Estimated °/, 


Replacements Estimated 
1939 (1940 Sales) Saturation (%) 
4,700 19 9.5 
1,450 15 4. 
* 35,900 10 60. 
27,100 33 55. . 
3,400 4. 
50 50. 
58,300 50 90. 
15,000 
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Plus A New 


CROSLEY 
Big Low- priced “6” 


The lowest price ever offered 
for a 6 cubic foot model with 
a nationally - advertised name! 
Packed with traffic- building, 
promotional power! 


’ Entirely new appearance for a 
Crosley at this price — with 
enough features to moke this 
the outstanding value on the 
market for a "6" at anywhere 
near this price! 


*Prices slightly higher in the for west. 


Fiberglas insulation throughout! — 


Only Five Popular-Sized, Fast-Selling Models 


3 “Sixes” 


ROSLEY introduces the finest line of re- 
frigerators it has ever built! New engi- 
neering, new manufacturing processes and 
an entirely new design bring the new models 
to the forefront as quality products from every 
standpoint—make them the No. 1 choice for 
1941! 


RETAILERS will appreciate the profit op- 
portunity in a line of only 5 popular-sized, 
fast-selling models— 3 ‘‘sixes” and 2 “eights.” 
Maximum sales opportunity with minimum in- 
vestment and minimum inventory! 


SALESMEN will enthuse over the new line 
because it offers more selling advantages than 
any other on the market—one of them the 
greatest in the industry! Paced by the new 
“Super SHELVADOR,” these new Crosleys 
have every worth-while feature, every mechan- 
ical advantage of recognized value in the in- 
dustry. The 1941 Crosley refrigerators are 
competitive in every respect! 


Two new “Moist-Kold” models embody the 
newly-popular, fast-growing high humidity 
principle at its very best. The Crosley method 
of retarding dehydration combines humidity 
and air circulation in proper relationship! Yes 
the Crosley ‘““Moist-Kold” models will place 


“Eights” 


in the hands of Crosley dealers and salesmen 
still another strong competitive selling advantage! 


The “Super Shelvador” feature—patented by 
Crosley—will sweep the nation. Entirely new 
and more permanent type of construction en- 
hances the appearance of the door as well as 
the entire cabinet. It’s wider. It’s higher. It 
holds more. And for the first time it pro- 
vides an entire shelf for bottles! 


Every model in the new line features the Freez- 
orcold separate storage compartment for 
frozen foods in addition to ice tray storage. 
Just another selling advantage in this most 
modern, most complete refrigerator ever built! 


Never before has there been a line of refrig- 
erators combining so much quality with such 
sales appeal! The greatest national advertising 
in Crosley history will translate these many 
advantages into consumer demand! 


For further information, or an invitation to 
view the complete line of new models, get 
in touch with your nearest Crosley distributor. 
Or communicate direct with factory head- 
quarters—by letter, phone or wire. 


THE CROSLEY CORPORATION 


Powel Crosley, Jr., Pres. Cincinnati, Ohio 


All new models on display at the Crosley exhibit at the National 
Housewares and Appliance Show—Palmer House, Chicago, Jan. 5-10 


parate frozen-food storage in every model!— 
One-piece welded steel cabinets!— Extra refrigerated bottle es — 


Improved Electrosaver mechanism! 
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Continued from page 75 


lamps, show a substantial increase in 
the numbers sold over figures for the 
previous year, and these two groups 
show no loss. 

The best records were made with 
electric water heaters and with radio 
sets, both of which show an increase 
of well over 25 per cent over 1939 
figures. 

The largest share of the merchan- 
dising of electrical appliances was done 
by hardware and stores of an unclassi- 
fied type, with independent dealers 
ranking second, mail order houses 
third and furniture stores and depart- 
ment stores following in the order 
named. 

The company employs ten home 
service girls. Their duties are mainly 
in follow-up work and in assisting 
sales activities through demonstrations 
and classes. They do no active selling, 
and lighting promotion is handled as 
a separate activity. 

Home planning services are offered 
by the utility, by independent bureaus, 
by manufacturers and by individual 
dealers in this territory. 

The company employed 150 sales- 
men in the domestic field during 1940, 
with 19 men on commercial lighting 
and twelve on commercial cooking and 
heating, not to mention those in the 
industrial and other special fields. The 
company feels satisfied with the re- 
sults of its lighting program, which 
has resulted in the continued accept- 
ance of the correct principles of light- 


ing in the home. The Southern Cali- 
fornia Edison Company actively pro- 
motes fluorescent lighting, providing 
the installations are made on a con- 
structive basis and the power factor 
corrected to 90 per cent. 

Some 2,040 evaporative cooler in- 
stallations were placed in homes on 
Edison Company lines during 1940 and 
228 kw. in domestic air conditioning 
involving refrigeration was installed. 
The company reports an increased in- 
dustrial load during the year of 51,500 
kw., with 5,370 additional added in the 
oil fields§ New commercial and in- 
dustrial revenue signed during 1940 
amounted to $1,103,000. 

Emphasis during 1941 is to be placed 
on electric range and water heater 
promotion. City departments and util- 
ities serving southern California have 
recently gotten together to agree upon 
a uniform wiring allowance of $20 for 
range and $10 additional for the 


double sale of range and water heater.. 


and it is expected that a raise in price 
for all ranges of $15 will take care of 
additional wiring costs, so that ranges 
can be quoted “installed,” thus obviat- 
ing the necessity of making two sales. 
It is expected that the adoption of this 
uniform policy will materially increase 
both range and water heater sales. 
Quotas for 1941 look forward to 
the sale of 5,700 ranges, 2,200 water 
heaters, 40,000 refrigerators, 27,000 
washers, 4,000 ironers, 60,000 radio 
sets and about 15,000 I.E.S. lamps. 


SAN DIEGO TERRITORY 


OCATED in the extreme southern 

4 portion of California, the San 
Diego Consolidated Gas & Electric 
Company serves a territory which is 
primarily urban, but has some indus- 
tries associated with the local air base 
and aircraft plants. Business on the 
whole was good during the past year. 
It reports 83,400 domestic customers 
as of December, 1940, as against 77,- 
346 reported in 1939. Of the 1940 
figures, 13,200 were rural customers. 
The average annual consumption of 
electricity per home in 1939 was 953.7 
kw.-hr., increasing this year by 21.3 
kw.-hr. to 975 kw.-hr. 

It is roughly estimated that about 
$3,750,000 was spent for electrical ap- 
pliances in this territory during 1940, 
or an average of about $45 per home. 
Unit sales of electrical appliances by 
company and dealers show an increase 
in every item reported. 

About 200 dealers serve this area, 
the independent electrical dealers tak- 
ing first rank in the volume of busi- 
ness done, with furniture stores prob- 
ably second on the list. Mail order 
houses comes next and department 
stores and other stores last. 

The company supports the Bureau 


oi Radio and Electrical Appliances of © 


San Diego County which does promo- 
tional work for the entire industry 
throughout the year. In furtherance of 
educational work with dealers and 
dealer salesmen the Bureau sponsored 
two sales training programs during 
1940, each consisting of four meetings. 
The first took place in April, with Dr. 
Frank Warren directing, the second 
in September under the direction of 
Sam F. Worswick. 

The utility employs one home serv- 
ice girl and in addition has a crew of 
8 men and a supervisor promoting 
lighting sales. It employs 21 salesmen 
in the domestic field, 3 on commercial 
lighting, 7 on commercial cooking and 
heating. In addition there are 3 indus- 
trial salesmen and 4 combination men. 
In regard to fluorescent lighting the 
company reports that it approves it if 
installed according to correct lighting 
practice. It insists on power factor 
correction. Lighting load added dur- 
ing 1940 is reported as 11,000 kw. in 
residence lighting, 3,000 kw. in indus- 
trial and commercial. A quota for 
1941 has been set of 17,000 kw. in 
residential lighting and 3,000 kw. 
industrial and commercial. 

During the past year the power 
company made one rate reduction 
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UNIT SALES OF ELECTRICAL APPLIANCES—SAN DIEGO 


CONSOLIDATED TERRITORY 
1940 1939 

- Company Dealers Total " Company Dealers Total 
Ranges 260 315 575 207 323 530 
Water Heaters 242 258 500 224 251 4715 
Refrigerators 527 9,773 10,300 399 7,701 8,100 
ashers 177 5,123 5,300 215 4,085 4,300 
lroners 30 870 900 39 671 710 
Cleaners 135 3,065 3,200 220 2,780 3,000 
Radio Sets 0 16,000 16,000 0 15,000 15,000 
Air Heaters 85 1,915 2,000 No re 1,850 

.E.S. Lamps 5,000 No report 5,702 No report 


Trade-in appliances are not included in these figures. No figures are available on saturation. 


effective November 1, 1940, amount- 
ing to $82,000 annual saving. 

Two commercial air conditioning in- 
stallations are reported, but as the city 
of San Diego advertises itself as air 
cooled by nature, there is little devel- 
opment in this field. It is not an area 
where evaporative coolers are used. 

The power company looks forward 


to a continued increase in aircraft 
plants during the coming year, with 
a larger defense expenditure on vari- 
ous government projects in this area, 
which will affect payrolls and hence 
the amount of money available for 
electrical appliance purchases. At the 
time of reporting, however, quotas for 
1941 had not yet been set. 


LOS ANGELES 


Bureau of Power & Light Re-Organizes 


418,000 domestic electric customers of the 
Bureau bought $12,100,000 worth of appli- 
ances; upped kw.-hr. use to 945 kw.-hrs. for 1940 


Pye news of the year from Los 
Angeles, of course, is the change 
in the new business department setup 
which is reorganized along the more 
restricted lines suggested by the Ford, 
Bacon & Davis report. The Bureau 
of Power and Light serves 418,000 
domestic customers, all of them urban, 
92,700 commercial customers and 
2,230 industrial accounts. The num- 
ber of homes served has increased by 
15,000 over the 1939 figure of 403,007. 
The 1940 average annual kw.-hr. con- 
sumption per home was 945 kw.-hr., 
59 kw.-hr. above the 1939 average of 
886 kw.-hr. Business as a whole in 
this area was above normal during 
the year, although slightly below 1937 
figures. Chief industries are furni- 
ture manufacturing, airplane produc- 
tion, motion pictures and tire and 
rubber plants. 

It is estimated that about $12,100,000 
was spent for electrical appliances by 


customers in this area during 1940, all 
of it passing through dealers’ hands. 
Unit sales records show that the num- 
ber of electric ranges sold in 1940 
was about 6,000, slightly under the 
1939 figure of 6,511. Water heater 
sales, on the other hand, were re- 
ported as 3,100, 291 more than the 
1939 record of 2,809 water heaters 
sold. It is estimated that 3 per cent 
of the range sales were replacements 
and about 24 per cent of the water 
heater sales. Saturation of electric 
ranges in this district is 5.8 per cent, 
of water heaters 2.4 per cent and of 
refrigerators 60 per cent. 
Independent electrical dealers han- 
dle the largest part of the volume of 
business done, mail order houses rank- 
ing second, department stores third, 
furniture stores fourth and hardware 
stores and others at the end of the 
list. 
(Please turn to page 81) 
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®@ Hitch your water wagon to a star—sell 
the Fairbanks-Morse line of home water systems. 

It’s the only complete line .. . a full range of sizes in 
shallow and deep well units, each in both piston and 
ejector types. You can sell the deal system for every job. 

It’s priced right... . the price leaders sell at 

$42.25 $47.50 $51 $57.50 $65 

It includes sma// units. 30% of shallow well systems 
sold are under 250 g.p.h. capacity, yet most lines 
ignore this big market. 

It's easy to sell. . . four generations have known 
“Fairbanks-Morse” to mean dependability. 

It’s engineered and built right... F-M standards are 
maintained even in the smallest units. 

It’s easy to install...“ package unit” types require no 
plumber, no electrician, no electrical supplies. 

It's widely advertised in national magazines and in 
state farm papers. And there are plenty of powerful 
dealer sales helps. 

It’s the line to sell . . . for satisfied customers. . . 
FOR PROFITS. 

To learn if a dealer franchise is available in your 
territory, write to Fairbanks, Morse & Co., Dept. 821, 
600 S. Michigan Ave., Chicago, III. 

Of 20 F-M warehouses, one is conveniently near you. 


F-M WASHERS 


dealership details. 


AIRBANKS 


Another Profitable Line 


Here again Fairbanks-Morse offers a com- 
plete line, a name that requires no selling, 
and competitively priced products of 
superiority that is easily proved. F-M 
Washers rate high in mechanical excel- 
lence, low in power consumption. Elec 
tric-motor or gas-engine drive. Write for 


inufacturers of Precision Equipment for Ill Years 


READY-TO-PLUG-IN 
Shallow Well Water Systems 


The “‘Challenger,”’ 
Model 200-8, with 
200-g. p. h. piston- 
type pump and 8-gal. 
tank. Comes com- 
pletely assembled. 


De luxe heavy-duty 
system, Model 375-32, 
with 37 5-g.p.h. pump 
and 32-gal. tank. A 
complete package 
unit. 


Model 370-7, hori- 
ejector type, 
with 290-g.p.h. 
pump and 7.3-gal. 
tank. Comes com- 
pletely assembled. 


RSE CO. 
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The Bureau employs 14 girls as 
demonstrators and has 22 men aiding 
in the domestic field. It has 4 com- 
mercial lighting men and 26 com- 
bination salesmen. 

Under the new economy setup, the 
budget of the Bureau’s new business 
development work has been severely 
cut, resulting in a reduction of adver- 
tising appropriations to about one- 
half. Thirteen new residential wiring 
salesmen were eliminated, the range 
and water heater standards division 
has been abolished, follow-up on range 
sales is made only where requested, 
the dealer salesmen plan by which the 
Bureau paid for home appliance sur- 
veys made by the dealers’ employees 
is given up and the wiring allowance 
on ranges and water heaters reduced 
to $20 and $10 for the first and 
second units installed, respectively. 
Changes were to be made in the 
financing of dealer paper, hitherto 
handled through the E.H.F.A. The 
Electrical Development League of 
Southern California, toward whose 
support the Bureau of Power and 
Light had been a major contributor, 
has been given up. 

The Bureau still provides a home 
kitchen planning service, but con- 
fines this to homes costing $7,500 or 
more. The sale of appliances to Bu- 
reau employees at a discount has been 
discontinued. 

Important events of the year were 
the special exhibits at the Housing 
Show in the spring and the Food 
Show in the fall. The “Matchless 
Electric Home” was _ continued 
throughout the year, averaging about 
50 in daily attendance. Special signs 
have been designed for use on new 
homes and apartments that are com- 
pletely equipped electrically. 

Intere:ting development of recent 
months is the plan under way among 
local dealers for an organization to 


combat price cutting and “fly by 
night” dealers. 
During 1940 the Bureau added 


about 4,500 kw. in commercial and 
industrial lighting, conducting a very 
successful promotional activity to im- 
prove the lighting of large office build- 
ings. Its policy in regard to fluorescent 
lighting is to encourage specialty 
applications and its use for high 
intensity general lighting of 50-ft. 
candles or over. The Bureau requires 


a power factor correction on all instal- 
lations of two lamps or multiples of 
two. 

No figures are available on evapo- 
rative cooler installations, but records 
show 75 air conditioning installations 
involving refrigeration were installed 
in commercial establishments, 10 in 
industrial plants and 4 in homes in 
this district. In all, 20,000 kw. in 
commercial and industrial power load 
was added to the lines. 

It is expected that appliance sales 
will increase in the Los Angeles terri- 
tory as a result of national defense 
plans, which will offer increased em- 
ployment. Says E. V. Kane, business 
agent, “I believe that next year the 
sale of major domestic appliances will 
continue at an increasing growth, 
with the dealer and distributor taking 
more of the burden of merchandising, 
with respect to this area. We also 
feel that public acceptance of these 
appliances has improved nationally, to 
the extent that the manufacturer will 
provide more extensive advertising 
and promotional work. Progress has 
already been made in the interest of 
appliance sales in this territory with 
the establishment of a policy by the 
dealers uniformly to include installa- 
tion cost in the quoted price of elec- 
tric ranges and water heaters, this 
cost being divided between the utility 
and the distributor.” 

Quotas for 1941 have been set at a 
figure of 5,000 electric ranges and 
3,500 electric water heaters, which it 
is expected will be sold by dealers 
during the year. 


ALAMEDA TERRITORY 


PERATING under a dealer co- 

operative plan adopted in Oc- 
tober of 1939, the City of Alameda 
Bureau of Electricity last year in- 
creased its kw-hr. usage per home 
served by 110 kw.-hr. The Bureau 
serves 10,860 residence customers, 
1,060 commercial customers and 2 in- 
dustrial plants. In 1938-39 the aver- 


age annual consumption of electricity 
per residence customer was 1,142 
kw.-hr. This increased during 1939- 
40 to 1,261 kw.-hr. During the year 
160 electric ranges, 20 electric water 
heaters and 300 refrigerators were 
sold by local dealers. 

Since the fall of 1939 the Bureau 
has been operating under a cooperative 
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plan by which it does no merchandis- 
ing itself. It furnishes free wiring for 
electric ranges and water heaters of 
7.5 kw. and 2.5 kw. respectively, pro- 
viding the cost to the utility does not 
exceed $40 per range and $15 per 
water heater, including cost of plumb- 
ing. Customers must agree to use the 
equipment for at least two years after 
installation. Wiring is also provided 
for air heaters of 2-kw. capacity or 
over, the customer depositing the 
amount involved, which is refunded on 
the basis of not to exceed fifty per cent 
of the monthly bill during the period 
of two years following installation. 
The wiring in all cases remains the 
property of the utility and may not 
be removed. Customers moving from 
wired premises to unwired are not fur- 
nished free wiring a second time. 

Dealers are provided display space 
on the sales floor of the utility’s dis- 
play room. The Bureau also runs an 
average of one full page of institu- 
tional advertising monthly, allowing 
space at the margins for insertion of 
dealer ads which are run at the ex- 
pense of the utility, the dealer paying 
only the cost of any cuts or mats used. 
The Bureau also pays one-third of 
dealer advertising up to $40 monthly, 
providing the ad contains reference 
only to electrical equipment and con- 
tains suitable reference to the utility 
and an appeal for the use of electricity. 
Such advertising must refer exclusively 
to major electrical equipment requir- 
ing special wiring, portable appli- 
ances of 100 watts or more capacity, 
electric refrigerators or floor or table 
lamps having I.E.S. specifications or 
equal, with globes of 150 watts or 
more capacity. 

The servicing of major equipment 
is assumed by the dealer for the first 
year after installation. In case the 
utility is called in, the dealer is billed 
for time and material costs on the 
assumes servicing for mechanical fail- 
basis of $1.50 per hour total lapsed 
time. After the year is up, the utility 
ures only, the customer being billed 
for cost of materials and for labor 
which runs to more than one hour. 
No free service is rendered in dis- 


GALLOWAY 


connecting or connecting equipment in 
case of moving. 

The dealers are permitted to main- 
tain a representative on the sales floor 
of the utility, each one being assigned 
a working day in rotation throughout 
the month. All prospects developed 


through any source during that day, 


are assigned to this dealer. No such 
prospects are assigned to any other 
dealer unless they should call again at 
the utility office on a day assigned to 
another firm. The utility, however, 
assumes no obligation that the pros- 
pect’s name may not be discovered by 
another dealer from outside sources. 

Only such dealers are included in 
this plan as maintain retail establish- 
ments in the City of Alameda where 
electrical merchandise, including at 
least one electric range, is on display 
at all times. New firms must be in 
business and must have complied with 
these regulations to become eligible. 


GLENDALE 


EARLY three times the number 

of electric ranges were sold in 
Glendale, California during 1940 as 
compared with the record for 1939. 
The city is served electricity by the 
Public Service Department, which re- 
ports 25,279 domestic customers, 134 
rural accounts, 3,485 commercial and 
1,316 power. Average anual kw.-hr. 
consumption for the year was 1,032- 
kw.-hr. In regard to its dealer co- 
operative setup, the department says, 
“This department makes the necessary 
wiring installation for the operation 
of electric ranges and water heaters, 
making a small charge for this service. 
The department also maintains a serv- 
ice department for repairs to electric 
ranges and water heaters.” 

Record of sales for 1940 show that 
300 electric ranges were added to the 
lines, as against a 1939 record of 104 
ranges. The number of water heaters 
sold was 35 for the year, exactly the 
same number as during the previous 
twelve months. The city sells approxi- 
mately 40 per cent of the appliances. 

(Continued on page 82) 


PAGE 81 


Phe 
‘ 
A 
of 
\ 
4 | 


LOCAL MARKET DATA (Pacific) 


LO 


Continued from page 8! 


ANAHEIM 


HE Municipal Light and Water 

] Department of Anaheim, Cali- 
fornia reports a customer list which 
includes 3,178 residence meters and 
883 commercial accounts. The aver- 
age annual kw.-hr. consumption by 
residence customers was 640 kw.-hr. 
per home in 1939, increasing to 650 
kw.-hr. in 1940. The department does 
no merchandising of appliances, leav- 
ing this entirely to local dealers. Sale 
of six electric ranges is reported dur- 
ing 1940. The city cooperated to the 
i allowances 


extent of giving wiring 


for new ranges and heaters 
idded to the The department 
suggests that the national defense pro- 
gram may possibly have the effect of 


water 
lines. 


causing a shortage of materials in the 


electrical field during the coming year. 


IMPERIAL IRRIGATION 
DISTRICT 


The Imperial District, 


serves electricity as well as water to 


Irrigation 


5,500 residence customers in the Im- 
pe rial Valley district. It reports also 
3,000 rural customers and 1,500 com- 
mercial accounts. The average annual 
kw.-hr. consumption per home was 
1,430 kw.-hr. in 1939, advancing by 
140 kw.-hr. to 1,600 kw.-hr. in 1940. 
The District does no merchandising 
itself but cooperates with dealers in 
advertising campaigns and by putting 
on cooking schools in the larger towns. 
Through the E.H.F.A. it has aided 
dealers in financing the sale of $500,- 
000 worth of merchandise. During 
the past year 240 electric ranges, 85 
electric heaters and 520 re- 
frigerators were added to its lines 
through dealer sales. No quota has 
been set for the coming year, but the 
District reports that it expects no 
change as a result of the national de- 
fense program. 


TURLOCK 
The Turlock 


serves 


water 


Irrigation District 
electricity to 1,794 domestic 
customers, 4,739 rural customers, 
1,110 commercial and 23 which are 
classed as industrial. Avérage annual 
electrical consumption per residence 
2,582 kw.-hr. in 1939, 
increasing in 1940 to 2,700 kw.-hr. 
This includes rural homes. It ex- 
presses its dealer policy by the one 
term states that 
business was divided about fify-fifty 
between district and dealers during the 
past year. Major appliances sold to 
Turlock homes added about 2,000 kw. 
to the lines during 1940. 
is announced for 1941. 


PASADENA 


The Municipal Light & Power De- 
partment of Pasadena, California re- 
ports an increase in load added to its 
lines through dealer sales over the 
corresponding figures of 1939. The 
department serves approximately 27,- 
800 domestic customers, with 3,475 


customer was 


“co-operative” and 


No program 
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commercial and industrial accounts. 
During 1939 the average annual con- 
sumption of electricity per home was 
981 kw.-hr., a record which was im- 
proved in 1940 by 41 kw.-hr., bring- 
ing the average consumption to 1,022 
kw.-hr. The department does no mer- 
chandising itself, but cooperates with 
dealers, providing free installation of 
ranges in single family dwellings with 
overhead service. Dealers report 265 
electric ranges, 98 water heaters and 
2,100 refrigerators sold during 1940. 


RIVERSIDE 


Average kw.-hr. consumption per 
home increased by 168 kw.-hr. during 
1940 as reported by the department 
of electricity of the City of Riverside, 
California. This utility serves 10,478 
domestic customers, 1,658 commercial 
and 339 industrial accounts. Average 
kw.-hr. consumption for 1939 was 768 
kw.-hr., for 1940 it had increased to 
936 kw.-hr. The city does no mer- 
chandising, but cooperates actively 
with dealers, through promotional ad- 
vertising, stuffers in its daily mail- 
ings, and advertising on the back of 
its monthly bills, the copy being 
changed every month. The depart- 
ment provides a demonstration service 
for dealers and has adopted a policy 
of free wiring to stimulate range and 
water heater Records show 
that 241 electric ranges and 51 elec- 
tric water heaters were sold by deal- 
ers during 1940. In reference to the 
effect of defense plans, C. G. Dahlgren 
of the city department says, “As we 
have March Field located close by 
we have a lot of activity going on 
all around us and our sale of elec- 
tricity has very definitely increased 
due to this. I am sure that the sale 
of appliances will be helped by the 
continued program.” 


MODESTO 


The agricultural area about Mo- 
desto, California is served electricity 
by the Modesto Irrigation district, 
which reports 3,900 residential cus- 
tomers in the city during 1940, and 
2,696 in the rural area served. In 
addition it serves 2,900 commercial 
customers and 100 industrial. The 
average annual kw.-hr. consumption 
per home was 1,224 kw.-hr. for 1939 
in the city, and 2,376 kw.-hr. in rural 
homes. This increased during 1940 t 
an annual figure of 1,296 kw.-hr. in 
the city homes served and 2,496 in 
rural homes. The Modesto Irrigation 
District does not merchandise, but it 
provides free wiring for ranges and 
water heaters sold by dealers. The 
figures on 1940 sales of major appli- 
ances show 105 ranges added to the 
lines, 64 water heaters and 385 elec- 
tric refrigerators. This record is 
about 30 per cent under 1939 figures. 
It is not expected that the national 
defense program will have much effect 
on the business of this primarily agri- 
cultural region. No quotas have been 
set for 1941. 


sales. 


NORTH 


Satisfactory Appliance Sales Increases Reported } sin 


710,000 residential customers of the Pacific Gas & 
Electric Company bought $28,000,000 worth of appli- 


ances in '40; upped kw.-hr. u 


HE summary of appliance sales 

volume in the northern California 
area shows satisfactory increases over 
previous year’s records, in the opin- 
ion of O. R. Doerr, general sales man- 
ager of the Pacific Gas & Electric 
Company, although there are a few 
exceptions to this advance. This com- 
pany serves 710,000 residential cus- 
tomers in the northern section of the 
state, about 25 per cent of them 
ranking as rural. This is an increase 
of 25,764 over the 1939 figure of 684,- 
236 residential customers. The com- 
pany also has 132,000 commercial 
customers and 30,000 industrial. Aver- 
age annual kw.-hr. consumption per 
home advanced 45 kw.-hr. during the 
year, from 985 kw.-hr. in 1939 to 
1,020 kw.-hr. in 1940. Business con- 
ditions in northern California as a 
whole were good, showing an im- 
provement of about 10 per cent over 
1939. 

It is estimated that $28,000,000 was 
spent in this area for electrical appli- 
ances in 1940, or an average of $40 
per home. The power company does 
no merchandising, so that this entire 
sum passed through the hands of deal- 
ers, of which there are 1,180 listed. 
There was a marked increase in re- 
frigerator sales and in washing ma- 
chines and ironers, probably due in a 
measure to the active promotion of 
these appliances through campaigns 
sponsored by the Electrical Appliance 
Society of Northern California. 

The company pursues an active 
course of cooperation with dealers in 
the territory, among other things help- 
ing to support the Electric Appliance 
Society, which sponsors interindustry 
campaigns on domestic appliances. 
Appliance counselors and dealer sales 
promotion representatives aid in help- 
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ing solve dealers’ problems and assist 
where possible in helping train sales 
personnel. Several changes in the 
setup are planned for 1940, aimed t 
bring about an even closer dealer co- 
operation. 

The company employs 15 hom 
service girls, who do no selling. Som 
of them assist in lighting promotior 
There are 70 men in the domesti 
field, 25 commercial lighting salesmen 


Coast 


CAL 


15 industrial men, 17 miscellaneou: Calif 
commercial men and 31 domestic com- ey 
bination men. During 1940 there wa: 
a 16 per cent increase in the domesti #1939 
lighting load and a 9 per cent increasef comp: 
in commercial lighting. The power peed 
company favors lighting from gaseous of Oc 
sources, with the reservation that in- ane 


stallations must be made according to 
good engineering methods in the cus- 
tomers’ interest. It requires a 90 per 


cent 
tion 


have 

cent power factor. 
cent ¢ 
The company sells natural gas as All 
well as electricity. In the rural d the i 


tricts butane constitutes a_ serious 
competition, which has been increas- 
ing during recent years. Figures on 
air conditioning installations and evap- 
orative coolers are not available for 
the system. 

O. R. Doerr, general sales manager 
of the company, says in regard to thef 
satisfactory sales record of the past 
year, “Healthy economic conditions in 
this area, plus a full program of co- 
operative campaigns and promotions 
designed to intensify dealer activity 
have, in our estimation, been impor- 
tant factors in bringing about this 
conditiou. Additional impetus will be 
given to the promotion of major elec- 
trical appliances in 1941. The new 
electric rate reduction recently an- 
nounced makes available a new ‘low 
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Per Cent Saturation 

Dealer Dealer Per Cent Gas & All 

Sales, Sales, Replace- Electric Electric 

1940 1939 ments Territory Territory Total 
Ranges 5,200 5,212 10 4 28 9 
Water Heaters 3,100 3,575 6 2 19 5 
Refrigerators 76,500 53,672 25 47 36 48 
Washers 43,400 37,4296 45 59 69 62 
lroners 7,300 6,4 ay 10 9 10 
Cleaners 36,500 34,795 60 64 30 57 
Radio Sets 124,000 140,149 90 94 90 93 
Auxiliary Air heaters 6,400 6,181 20 2 3 2 
Major Air Heaters 1,350 1,862 


Saturation figures are based on an actual survey and represent the latest available record. 
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Continued from page 82 


cost of operation’ sales tool which 
should be very effective. There will 
also: be an intensified sales effort in 
the field and some definite industry- 
wide cooperative campaign activities 
on electric ranges and water heaters 
during 1941.” 

“The outlook for 1941 in northern 


)California appears favorable at this 
Ttime,” he adds. “We are confident that 
the aggressive merchandising program 
“that we are perfecting for next year’s 
= program, plus additional activity from 


the national defense plans that is be- 


Scoming more evident on the Pacific 
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Coast will contribute materially to ex- 


EXPECTED SALE OF ELECTRIC 


APPLIANCES, 1941 — PACIFIC 
GAS & ELECTRIC TERRITORY 
Ranges 5,800 
Water Heaters 3,400 
Refrigerators 84,000 

ashers 43,400 
roners 6,300 
Cleaners 36,500 
Radio Sets 136,000 
Major Air Heaters 2,700 


pected appliance business increases in 
1941.” 

Quotas for the coming year in gen- 
eral have been set about 10 per cent 
above those for 1940. 


CALIFORNIA-OREGON TERRITORY 


HE California-Oregon Power 
Company, serving northernmost 
California and southern Oregon, re- 
ports an average annual kw-hr. usage 
per domestic customer of 2,374 kw.-hr., 
an increase of 131 kw.-hr. over its 
1939 record of 2,243 kw.-hr. This 
company, with 25,865 domestic cus- 
tomers and 3,254 rural customers (as 
of October 31, 1940) has a 45.24 per 
cent range saturation and a 23.5 per 
cent electric washer heater satura- 
tion on its lines. During 1940 sales 
have been up slightly over 100 per 
cent over 1939 figures. 
All merchandise sales activities of 


)the company are set up to include the 


dealer. The dealer has access to com- 


jpany stocks at regular cost price, and 


the utility finances the dealers’ range, 
refrigerator and water heater paper. 
The power company also does adver- 


tising for the dealer and pays its own 
men the same amount on dealer sales 
in which they participate as on sales 
through its own stores. 

Unit sales for 1940 show that 3,156 
electric ranges were added to the 
company’s lines during the year, of 
which dealers sold 500. During the 
same period 2,349 water heaters were 
sold, dealers accounting for 350 of 
them, and 3,600 refrigerators, with 
dealers selling 1,900. 

In regard to the effect of the defense 
program on the sale of electric appli- 
ances in this territory, Glenn L. Jack- 
son, vice president in charge of sales, 
says, “It will have a negative effect 
at the present time with the exception 
of the lumber industry. Farm prices 
have not increased materially and we 
are losing our skilled labor to the 
industrial centers.” 


OREGON 


Ranges, Water Heaters Up 50 Per Cent 


Portiand General Electric and Northwestern 
Electric increase number of domestic cus- 
tomers, kilowatt-hour use and sales in 1940 


HE Portland General Electric 

Company, which for the past two 
years has been operating under a 
dealer cooperative plan which involves 
complete retirement of the utility from 
appliance merchandising, reports a re- 
markable increase in the sale of elec- 


tric appliances during 1941. The dis- 
trict served includes agricultural and 
industrial areas, as well as the com- 
mercial and residential customers of 
Portland and other urban communi- 
ties. Lumbering is the principal in- 
dustry. During the past year busi- 
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ness as a whole in this district showed 
an increase which ran in the neigh- 
borhood of 6.7 per cent above that of 
1939. For the first ten months of the 
year, during which acturate record of 
range and water heater sales were 
available on the Portland General Elec- 
tric Company’s lines, the sale of elec- 
tric ranges was 43 per cent above that 
of 1939, while water heater sales 
showed an improvement of 52 per cent. 

The Portland General Electric Com- 
pany served 124,800 residential cus- 
tomers in 1940, this figure having been 
increased during the year by 4,478 new 
homes. Of the total, it is estimated 
that 41,435 are rural homes. The aver- 
age annual domestic consumption of 
electricity for 1940 was 1,510 kw.-hr. 
(last two months estimated), an in- 
crease of 220 kw.-hr. over the 1939 
figure of 1,390 kw.-hr. 

It is estimated that, including the 
ranges and water heaters placed on 
Portland General Electric lines alone, 
plus the total of other electrical appli- 
ances sold in the Portland General 
Electric territory, about $4,350,000 
was spent for electrical appliances in 
this district, or $30 per home. This 
does not include ranges and water 
heaters installed on the lines of the 
Northwestern Electric Company. 

Unit sales of electrical appliances 
show a marked increase in practically 
every department. 

There were 205 dealers serving this 
territory during 1940, among whom 
the independent electrical dealers han- 
dled the largest part of the electrical 
appliance selling business, with furni- 
ture stores, department stores, mail 


EXPECTED DEALER SALES OF 
ELECTRICAL APPLIANCES 
1941—PORTLAND GEN- 
ERAL ELECTRIC 


Ranges 7,500 
Water Heaters 3,750 
Refrigerators 11,300 
Washers 9,000 
lroners 900 
Cleaners 7,000 
Radio 22,000 
Air Heaters 1,300 
1.E.S. Lamps 18,000 


order houses and others following in 
the order of their naming. 

The power company employed six 
home service girls, who did no direct 
selling and no lighting promotional 
work. This was handled by special 
lighting sales engineers, five of them 
in the domestic field. The utility of- 
fered a home planning service, which 
is supplemented by those of manufac- 
turers and by similar activity spon- 
sored by daily newspapers in this 
section. 

In general the year was marked by 
the usual cooking schools and other 
educational programs and by an in- 
creased dealer cooperative effort. 
There were, however, no major 
changes in the dealer cooperative set- 
up during the year, nor are any con- 
templated in the near future. Sales 
training classes are held for dealer 
salesmen and large group meetings for 
dealers and their salesmen are held 
several times a year as part of the 
cooperative program. In addition to 
this, manufacturers carry on educa- 
tional programs. 


UNIT SALE OF ELECTRIC APPLIANCES—1940—PORTLAND GENERAL 
ELECTRIC TERRITORY 


1939 Per Cent 

1940 - Replace- Per Cent 

Dealers Companyt Dealers Total ments Saturation 
*Ranges 6,600 65 3,697 3,762 27 27.5 
*Water Heaters 3,050 146 1,990 2,136 4 10.0 
Refrigerators 11,200 35 5,300 5,335 20 54.0 
Washers 8,175 2 {000 5,002 35 62.0 
lroners 800 2 700 702 No Data 22.0 
Cleaners 6,400 5 2,500 2,505 50 66.0 
Radio Sets 20,000 a 15,000 15,000 50 100.0 

Air Heaters 1,250 54 1,500 1,500 oe No Data 
1.E.S. Lamps 16,500 34 17,500 17,534 No Data 50.0 


* Figures on ranges and water heaters refer to installations on Portland General Electric 


lines only. her figures, all dealer sales. 


+ Company sales during 1939 were to employees. 


NORTHWESTERN ELECTRIC TERRITORY 


PPLIANCE sales for 1940 aver- 

aged 30 per cent better than 
quotas set for the year in the territory 
served by the Northwestern Electric 
Company, centering in Portland, Ore- 
gon. This company serves 34,236 
domestic customers, including 4,891 
rural accounts and in addition reports 
5,897 commercial customers and 602 
industrial customers. Average annual 
kw.-hr. consumption per home had in- 
creased from 1,423 kw.-hr. in 1939 to 


1,515 kw.-hr. in 1940. 

It is estimated that $2,475,856 was 
spent on electric appliances in this 
area during 1940, all of it being dealer 
sales. The power company does no 
merchandising. This averages $82.67 
per home served, but as the Portland 
General Electric also serves some of 
the same district, it is difficult to check 
this figure. Unit sales of appliances 
show a uniform increase over 1939. 

(Continued on page 88) 
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Tie These New 1941 Ranges to 


the Greatest Range Promotion 
Idea Ever Offered to Dealers! 


Here’s promotion that really will pull prospects 
into your store. It will make them /ook at G-E Ranges. 
It will lead them to buy G-E Ranges from you. 

Heavy G-E advertising will draw armies of women 
into the G-E “Roast of the Month” Club. Every one 
of these women must come to a G-E dealer to enroll. 
Every roast she puts into her oven will put a G-E 
Range in her mind. 

Here’s promotion that does something for you at 
the point of sale. Permits you to tell to willing, friend- 


wie W 


Will 


ly ears the new G-E story of feature after feature for 
clean, fast, thrifty cooking—electrically—on a G-E 
Range. 


The G-E Range promotion for 1941 will keep close 
step with the G-E “Roast of the Month” campaign. 
Color ads in magazines. Powerful mailing pieces. 
Handsome store displays. Punchy newspaper ads to 


build your business locally. 


Coming soon! A beautiful folder with complete 
details on the G-E “Roast of the Month” Club and 
how dealers can cash in on this tremendous nation- 
wide program. Keep in touch with your G-E dis- 
tributor! 

Now, more than ever, G-E Ranges are alive with 
sales appeal. Get the cheerful story from your G-E 
distributor now. Cash in on the G-E “Roast of the 
Month” Club. Cash in on the new G-E Ranges for 1941. 


ELECTRIC 
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Wec(ri( And the New G-E “Roast of 

> the Month” Club Will Bring 

\ | 0) Customers into Your Store! 
| 


\ 


THE STRATOLINER | 
Model DD2-41 


THE LEADER 
_ A de luxe range at an unbelievably low price! New oven % : ; 
with Calrod baking unit .. . New broiler unit . . . New Medel CT1-4t 
built-in automatic oven time control... A low-priced range with high-priced features. Highest G-E 
chrome switch buttons — de luxe hardware . .. and many y 
more wonderful features to make this range a “hot” seller 
the complete G-E line. 


P 
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| 
f 
: 
4 
ss Above everything else in fast, clean, safe, certain cooking! A ed. 
for even better, more tasty results . .. New broiler . . . New 
Thrift Cooker ... New built-in simplified automatic 
time control... New cooking charts ...New adjust- = 
abroiler shelf and deep broiling and roasting pan ... = 
€ompletely de luxe equipped with a host of grand features 
including exclusive G-E Tripl-Oven and Tel-A-Cook Lights : 
2 ranges... New Calrod baking unit... New cooking charts 
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EXPECTED SALE OF ELECTRIC 
APPLIANCES, 1941—NORTH- 
WESTERN ELECTRIC COM- 
PANY TERRITORY 


Ranges 2,655 
Water Heaters 1,300 
Refrigerators 4,075 
Washers 3,840 
Cleaners 400 
Radio Sets 8,620 
1.E.S. Lamps 9,220 


Approximately 700 dealers are re- 


ported from this area. Department 
stores and mail order houses with 
separate retail departments did the 


largest share of the business, furniture 
stores ranking second and indepen- 
dent dealers third. 

Jas. B. Buman, manager of resi- 
dential and rural sales, reports: “Our 
business for 1940 has progressed in a 
most satisfactory manner; we look 
forward to the balance of the year to 
continue the same stride. Appliance 
sales for this year exceeded our opti- 
mistic estimate for 1940 by over 30 
per cent. The cooperation we have 
received from the distributors, manu- 
facturers and the appliance dealers in 
the territory in conjunction with 
Northwestern’s sales promotion plan 
for the year has been most gratifying. 

“The good will and sales effort that 
has been generated in the past several 
years through our non-merchandising 
plan has been beyond our expectations. 
The “electric kitchen” idea as pro- 
moted from many sources including 
the Home Economics Departments of 
magazines and newspapers has stimu- 
lated tremendous interest in such serv- 
ices as the electric refrigerator, elec- 


tric water heater, and the electric 
range. Range sales to our customers 
were 50 per cent greater than the goal 
we had set; water heater sales were 
up 35 per cent and refrigerator sales 
made new strides. 

“Inasmuch as some of the larger 
appliances are gradually reaching into 
slower and more economical brackets, 
the utilities and other cooperating 
agencies must consider ways and 
means of publicizing new services for 
domestic and farm use to reach new 
markets and fill in gaps that are bound 
to occur in the general current of 
marketing events.” 

The company employs eleven home 
service girls and sixteen full-time, six 
part-time men in the domestic field. 
It also has five men on full time, four 
on part time in the commercial light- 
ing field and six part time on commer- 
cial heating. One man is employed in 
the industrial field. A commercial 
lighting load of 1,490 kw. and indus- 
trial lighting to the extent of 239 kw. 
is reported sold to old customers, plus 
further increases to new customers. 
For 1941, estimates are 1,518 kw. and 
243 kw. respectively. The company 
recommends fluorescent _ lighting 
“when conditions are right.” 

It is not expected that the national 
defense program will have any par- 
ticular effect on appliance selling, and 
quotas for the coming year have been 
set about at a level with the record 
of 1940. Says Mr. Buman, “Regard- 
ing 1941, everything bids for a con- 
tinued healthy growth in the purchase 
of electric appliances by our customers 
and the expansion of the uses of elec- 
tric services in the home.” 


UNIT SALES OF ELECTRIC APPLIANCES—NORTHWESTERN 
ELECTRIC TERRITORY 


1940 
Ranges 2,708 
Water Heaters 1,130 
Refrigerators 4,951 
Washers 3,483 
Cleaners 2,832 
Radio Sets 10,466 
1.E.S. Lamps 8,725 


Per Cent 

Replece- Per Cent 

1939 ments turation 
1,653 25 41.6 
5 10 9.7 
3,615 15 54.8 
3,321 30 - 69.6 
1,862 50 67.2 
8,965 25 107.2 
9,149 20 135.3 


Saturation figures are based on a survey of 18,375 residental cus- 
tomers in Portland only made during 1938, 1939. Other figures 
show a 9.7 per cent saturation of electric ironers and 9.4 per cent of 


air heaters. 


EUGENE, OREGON 


“HE Eugene Water Board of the 

City of Eugene, Oregon serves 
about 8,700 domestic customers, who 
use an average of 2,500 kw.-hr. of 
electricity annually per home. The 
1939 domestic consumption was 2,379, 
showing a 131 kw.-hr. increase during 
the year. 

The city reports 400 ranges added 
to its lines in 1940 and 450 electric 
water heaters. All sales were made 
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through dealers, as the power depart- 
ment does no appliance merchandis- 
ing. Cooperation with dealers is in 
the form of one, or sometimes more, 
advertisements weekly in each of the 
two local papers and in the financing 
of appliance sales through the 
E.H.F.A. 

No definite quota has been set for 
1941 according to the Water Board of 
the City of Eugene. ‘ 


OREGON-WASHINGTON 


Electric Sales Show Uniform Advance Over ‘39})' 


60,950 domestic customers of the Pacific 
Power & Light Company bought $3,774,853 
worth of appliances in 1940—$56 per home 


HE area served by the Pacific 


Power and Light Company in 
northern Oregon and central Wash- 
ington is predominantly agricultural, 
with some flour milling, canning and 
lumbering. Business in this area was 
good on the whole during the past 
year. Electrical sales showed a uni- 
form advance over the record of 1939. 
This company reports 60,950 resi- 
dence customers in 1940, of which 
12,500 were also classed as rural cus- 
tomers. There were also 1,120 rural 
commercial accounts. The total num- 
ber of commercial customers was 8,758 
and industrial customers, 570. The 
1939 figure for residential customers 
was 56,847. During 1939 the average 
annual consumption of electricity was 
1,606 kw.-hr. per home served; this 
had advanced by the end of 1940 to 
1,679 kw.-hr. 

It is estimated that during 1940 
$3,774,853 was spent by customers for 
electrical appliances in this area, of 
which 97 per cent, or $3,384,367, went 
through dealer stores. This averages 
$56.16 per home served. The unit sale 
of electrical appliances shows an ad- 
vance in every item, 

Dealers serving this territory num- 
ber 382, mail order houses probably 
ranking highest in volume of business 
done, with furniture stores second, 
department stores third and indepen- 
dent dealer fourth. The power com- 
pany has a regular dealer cooperation 
set-up and plans no major changes in 
its merchandising plan in the near 
future. In behalf of dealer and dealer 
salesmen, educational programs were 
planned and dealer coordinators and 
sales supervisors held regular dealer 
salesmen training meetings. A 
monthly bulletin sent to dealers car- 
ries sales hints and suggestions. 

The company employs thirteen home 
service girls, who do some selling in 
addition to their other work. They 
also promote lighting sales. There 
are 34 domestic salesmen on the staff, 


EXPECTED SALES OF ELECTRIC 
APPLIANCES, 1941—PACIFIC 
POWER AND LIGHT 


TERRITORY 
Company Dealers Total 
Ranges 990 1,789 2,779 
Water Heaters 622 1,054 1,676 
Refrigerators 782 8,562 9,344 
Washers 119 6 7,328 
ers 242 642 
Cleaners 175 2,936 3,111 
io 16,840 16,84) 
Air Heaters 143 No quota set 
Lamps 1,478 17,491 18,969 


13 commercial men concentrating on 
lighting cooking and heating, two in 
the industrial field and nine combina- 
tion men. All sales people work on 
an all-service basis and lighting is no: 
handled as a separate program. As far 
as fluorescent lighting is concerned 
the company states, “With proper 
auxiliaries, it is recommended for al! 
installations where it is best suited.” 

One development of interest during 
the year has been the promotion oi 
community cooking schools held under 
the supervision of the company’s home 
service advisors and presented to smal. 
groups of rural women. This program 
initiated during 1940 and supervised 
by Mrs. Audrey Herington, home 
service director, has resulted in a tota 
of 44 cooking schools, with an aggre: 
gate attendance of 1,222. 

The Pacific Power and Light Com- 
pany’s thirtieth anniversary was cele- 
brated during the year with an Opes 
House in each of the district offices 
Many exhibits of interest, displaye¢ 
on the sales floors, conveyed the stor} 
of the company’s service to the com: 
munity, as well as the importance 0! 
the role played by electrical equipmen' 
in the modern world. A total ©: 
32,182 visitors attended the celebra 
tions in 27 communities. Says D. B 
Leonard, commercial manager, “W 
felt that they were vitally interested 
in our facilities and their relatignshi/ 


JANUARY, 1941—ELECTRICAL MERCHANDISING 


LO 


ou 
deper 

Du 
ers W 
cial « 
At tk 
instal 
were 
five 1 


UNI 


dome 
fe 
parec 
kw.-l 
Un 
for 
over 
full 

recor 


UNI 


point 
pany 


i 
AY 
\ 
Range 
Water 
Refrig 
ashi 
roner: 
Clean 
Radio 
Air 
1.E.S. 
Rey 
M0 
area 
of tl 
regio 
Oreg 
ber 
with 
berin 
A 
Wate 
Refris 
range 
sold 
Com 
EAN 
C1 
; | the a 
Ligh 
abou 
ELE 


LOCAL MARKET DATA (Pacific) 


our ability to continue to render 
dependable service at low rates.” 

During 1940, 343 evaporative cool- 
ers were reported installed in commer- 
cial establishments and 252 in homes. 
At the same time 28 air conditioning 
installations involving refrigeration 
were made in the commercial field and 
five in industrial plants. 


The national defense program is ex- 
pected to result in general improve- 
ment in the 1941 industrial load. So 
far as electric appliance selling is con- 
cerned, the company feels that it may 
increase prices, but that spending will 
probably increase the purchasing abil- 
ity, so that in the end the volume is 
expected to increase. 


UNIT SALE OF ELECTRIC APPLIANCES—PACIFIC POWER AND LIGHT 
COMPANY TERRITORY 


1940 1939 Per Cent Per Cen 
eplace- Satura- 
Company Dealers Total Company Dealers Total ments tion 
Ranges 963 1,591 2554 798 1,163 1,961 25.5 20 
Water Heaters 548 461,589 3515 743 1,258 23 12 
’ ) Refrigerators 926 7,861 8,787 520 5,533 6,053 16.7 45 
391) Washers 722 5,960 6682 628 5,073 5,701 345 85 
Cleaners 159 2,534 2693 125 1,633 1,758 22.0 50 
Radio Sets ... 16,228 16,228 21 13,603 13,624 43.7 90 
Air Heaters rere Ae 107 560 667 56.0 fs 
LES. Lamps 1,343 14,704 16,047 1,360 14,153 15,513 1.3 15 
Replacement figures are based on company and dealer records. 
MOUNTAIN STATES TERRITORY 
‘T°’ HE Mountain States Power and the Wyoming division, where 
Total Company serves a_ diversified ranges, lamp bulbs, adapter units and 
ae area spread over several of the states a limited amount of commercial light- 
‘ene of the northwest and intermountain ing equipment is merchandised. This 
9,346 tegion, with headquarters at Albany, policy has been in effect since Jan- 
7,328 Oregon. Its domestic customers num-  uary, 1938. 
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DISING 


of December, 1940, 
with rural and farm customers num- 
bering 7,762. The average annual 
domestic consumption of electricity 
for 1940 was 1,345 kw.-hr., as com- 
pared to a 1939 record of 1,286 
kw.-hr. 

Unit sales of the major appliances 
for 1940 showed a decided increase 
over figures for the previous year, 
range and water heater sales being a 
full fifty percent above the 1939 
record. 


as 


UNIT SALES OF ELECTRIC APPLI- 
ANCES—MOUNTAIN STATES 
POWER COMPANY 


TERRITORY 
1940* 1939 
R 1 1,080 
Water | Heaters $10 370 
Refrigerators 5,400 3,300 


*All dealer sales except for about 200 
ranges sold in the Wyoming ion. 


Practically all of the merchandise 
sold in the Mountain States Power 
Company’s territory is sold by dealers, 
the only exception to this being Sand- 
point, Idaho where the power com- 
pany sells ranges and water heaters; 


During 1940, the company coop- 
erated with dealers in campaigns on 
electric ranges, adapter type units, 
air coolers and, in some districts, in 
the promotion of water heaters, I.E.S. 
lamps, commercial lighting, and com- 
mercial heating. In the farming sec- 
tions of Oregon irrigation and other 
farm equipment have been promoted 
very successfully. The company re- 
ports a particularly successful year 
in irrigation load, the increase for 
1940 being greater than for any year 
previous. 

Says H. E. Farris, manager of new 
business and sales, “We consider our 
promotion with dealers, jobbers, and 
manufacturers to have been very suc- 
cessful in 1940. Speaking generally, 
we believe that 1941 will be a good 
year, although as to what definite 
effect the defense program will have 
on the sale of appliances in our terri- 
tory is a question that we do not feel 
we are in a position to answer as yet, 
due to the fact that much of the terri- 
tory we serve has not yet received 
any material benefit or shared ma- 
terially any of the money spent in 
industry as a result of the defense 
program.” 


EASTERN OREGON TERRITORY 


€ TOCK raising, mining and lum- 
\’ bering are the chief industries in 
the area served by the Eastern Oregon 
Light and Power Company, centering 
about Baker, Oregon—and business 
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for the year is reported as good. The 
company has 6,519 residential cus- 
tomers, 775 of them outside of the city 
limits. In addition it serves 15 rural 
accounts, not residences, and 1,810 


1941 


commercial and industrial customers. 
The increase in the number of domes- 
tic customers during the year was 


170. During 1939 the average annual 
kw.-hr. consumption per residence 


served was 919 kw.-hr., increasing by 
125 kw.-hr. during the year to a figure 
of 1,044 kw.-hr. for 1940. 

It estimated that the average ex- 
penditure for electric appliances per 
home in this area was about $40, or 
$275,000 spent during the year. Of 
this business the company handled 
$75,000 the remaining $200,000 pass- 
ing through dealers’ hands. Unit 
sales show an encouraging increase in 
every item. 

There are seventeen dealers serving 
this territory. 

Major event of the year wa’ per- 
haps the cooking schools sponsored by 
the power company. The company 
employs no regular home service girls. 
It has four salesmen who handle all 


CUSHING 


EXPECTED SALES OF ELECTRICAL 
APPLIANCES, 1941—EASTERN 
OREGON TERRITORY 


Company Dealers Total 


Ranges 150 100 250 
Water Heaters 150 50 200 
Refrigerators 200 600 800 

ashers 50 550 600 
lroners 30 60 90 
Cleaners 30 230 260 
Radio ... 1,000 1,000 
Air Heaters 40 60 100 
1.E.S. Lamps 200 700 900 


types of work. It actively promotes 
the use of fluorescent lighting. 

Two air conditioning installations 
involving refrigeration and 20 evapo- 
rative coolers are reported from com- 
mercial establishments in this district. 

Plans for the coming year look for- 
ward to a slight increase in the vol- 
ume of electrical appliances to be 
sold. 

(Continued on page 93) 


UNIT SALES OF ELECTRIC APPLIANCES—EAST OREGON LIGHT AND 
POWER TERRITORY 


1940 1939 Per Cent 
Replace- 
Company Dealers Total Company Dealers Total ments 
Ranges 174 68 242 151 32 183 10 
Water Heaters 142 22 164 64 10 74 None 
Refrigerators 216 559 775 141 339 480 20 
Washers 58 526 584 75 412 490 40 
lroners 30 52 82 gy 35 44 None 
Cleaners 34 204 238 27 175 202 50 
Radio Sets mae 990 990 ccpta 981 981 60 
Air Heaters 30 45 75 20 40 60 None 
1.E.S. Lamps 180 640 820 173 604 777 None 
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EPORTS from the _ territory 
served by the Puget Sound 
Power and Light Company in central 
and western Washington show that 
} dealer sales of major appliances dur- 
jing the past year were more than 
i double the 1939 figure. The Puget 
Sound company serves 203,650 cus- 
tomers, 179,000 being classed as resi- 
s dence customers, of which 90,000 are 
}rural. There are also 24,000 commer- 
§ cial customers and 650 industrial cus- 
iB tomers. The increase in the number 
of homes served during the year was 
57,792. The average annual kw.-hr. 
iconsumption for residence customers 
s in 1940 was 1,500 kw.-hr. as compared 
1,391 kw.-hr. for 1939. 

It is estimated that $5,857,487 was 
spent for electrical appliances in this 
area during the year, about 90.1 per 
cent of it passing through dealer 
hands. This represents an average ex- 
penditure of $32.72 per home served. 
The record of unit sales for the year 
shows a particularly large increase of 
large appliance sales by dealers. 

About 500 dealers are active in this 
territory, among whom the depart- 
ment stores probably do the largest 
volume of business, furniture stores 
second, independent electrical dealers 
third and mail order houses fourth. 
The utility has a home planning serv- 
ice, 

The company merchandising ac- 
tivity for 1940 was built mainly 
around the sale of water heaters, with 
the result that 1940 sales showed an 
increase of 119 water heaters over 
1939, with only 22 merchandise sales- 


PUGET SOUND 
1940 Sales Doubled 1939 Figures 


179,000 domestic customers of the Puget Sound 
Power & Light Company bought $5,857,487 worth 
of appliances in 1940—$32.72 per home served 


men in the field, as compared to 30 
for 1939. 

The outstanding company merchan- 
dise campaign for the year was the 
“president’s quiz”, during which 632 
water heaters, 702 ranges and 291 re- 
frigerators were sold between April 1 
and June 22. The campaign was con- 
ducted along much the same lines as 
that of 1939, with participants qualify- 
ing to answer questions relative to 
the company and facts about the 
Northwest, with prizes awarded to 
those answering most questions cor- 
rectly. The program terminated with 
a final quiz for the winners from the 
various districts and divisions, which 
was broadcast over local radio sta- 
tions. 


On February 1 the company in- 
augurated an expanded dealer sales 
program. There are now twelve 
dealer contact men spending their full 
time working with dealers, rendering 
advisory service, holding dealer meet- 
ings and conducting schools. They 
help in explaining company ates, 
service policies and other problems 
which may be troublesome to dealers. 
Sales training classes are conducted 
for dealer sales personnel. Campaigns 
are set up in outline for dealers, with 
promotional material, advertising out- 
lines, radio spot announcements and 
window display contests, among the 
many features planned. 

The company’s home service depart- 
ment of 17 girls has carried on an ac- 
tive program to develop further the 
acceptance of better lighting standards 
in the home. Among the outstanding 


f UNIT SALES OF ELECTRIC APPLIANCES—PUGET SOUND POWER & 
LIGHT TERRITORY 


ISING 


1940 1939 Per Cent Per Cent 
Company Dealers Total Company Dealers Total ments tion 
Ranges 2,150 6,750 8. 2657 2,852 5,509 30.2 32 
Water Heaters 2,075 2,200 4275 1,956 973 929 8.4 14 
Refrigerators 715 22,750 23,465 653 10,063 10,716 6.0 48 
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programs reported were the 153 group 
presentations attended by 12,221 per- 
sons. These included 16 newspaper 
cooking schools. Cooking classes were 
also held for dealers in their sales 
rooms and auditoriums. Educational 
lectures on the science of seeing were 
presented before women’s clubs, school 
classes and other groups. 

Effective January 1, 1941, the Puget 
Sound Power & Light Company will 
discontinue the sale of electrical equip- 
ment outside the Seattle area. “This,” 
says Patrick Johnson, general sales 
maaager, “is in line with the com- 
pany’s policy of turning electrical ap- 
pliance and equipment sales over to 
the dealers whenever customer ac- 
ceptance warrants and wherever com- 
petitive conditions permit. 

“The changes, as outlined in our 
1941 sales program, mark another step 
in the list of many which have been 
made over a period of years in grad- 
ually turning retail electrical merchan- 
dising over to dealers as customer ac- 
ceptance is built up and dealers are 
able to take over the business. In 1931 
the company discontinued the sale of 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES, 1941—-PUGET 
SOUND POWER & LIGHT 


TERRITORY 

Company Dealers Total 
Ranges 800 8,500 9,300 
Water Heaters 1,000 4,600 5,600 
Refrigerators 300 22,000 22,300 


all so-called small appliances, retain- 
ing only ranges, water heaters and 
refrigerators. Later it became ap- 
parent that dealers were in a position 
to promote profitable the sale of elec- 
tric refrigerators and emphasize from 
this time was removed from our own 
program. At the beginning of 1940 
the company again changed its mer- 
chandising program, placing principal 
sales emphasis on water heating, with 
an incidental activity on ranges and 
refrigerators. The results of this 
change have proven so encouraging 
that the company is in a position to 
announce its withdrawal from the 
merchandising field outside of the 
Seattle competitive area. 


SEATTLE 


City Light Has Biggest Load-Building Year 


80,500 domestic electric customers on the 
lines of the municipality increased their av- 
erage consumption to 1,690 kw.-hrs. per year 


HE past year has been the great- 

est loadbuilding year in the his- 
tory of the Department of Lighting of 
Seattle, according to P. C. Spowart, 
sales manager. Many factors have 
contributed to this result. New indus- 
tries and the expansion of old estab- 
lished commercial accounts have 
created a large demand for additional 
electric power. Within the city and 
immediately beyond its limits, thou- 
sands of new homes have been built. 
The new residence construction has 
been 100 per cent electric for cooking 
and water heating. 

The number of residence customers 
has increased to 80,500, a net increase 
of 81 over the 1939 figure of 80,419. 
The city department serves no rural 
load. The 1940 average consumption 
of electricity per home served was 
1,690 kw.-hr., up 198 kw.-hr., the 1939 
record being 1,492 per domestic cus- 
tomer, 

In general the district enjoyed a 
prosperous year, marked by sustained 
buying power, with a decided general 
business increase over 1939. Major 
industries of this region include lum- 
ber products, shipping, airplane manu- 
facture, manufacture of machinery and 
boat building. 

The department keeps no record of 


the money value of electrical equip- 
ment sold in their territory as a whole, 
but reports a very decided increase 
in the sale of major appliances. 
Dealer sales, in particular, practically 
doubled for electric ranges and showed 
a six times increase in electric heat- 
ers. Saturation of electric ranges 
now stands at 46 per cent, water 
heaters at 28 per cent, and refriger- 
ators at about 46 per cent. Gas is the 
major competing fuel, but electricity 
has been fast displacing this during 
the past few months, according to de- 
partment records. 

One explanation of the marked in- 
crease in water heater sales has been 
the adoption of the so-called optional 
“all-electric” rate for home consump- 
tion, which has further created the de- 
sire to use both electric cooking and 
automatic water heating in the home. 
Under this rate the entire residence 
load in the home is on one meter, 
resulting in considerable capital in- 
vestment savings in cost of extra 
metering and wiring for water heater. 
The new low rates met an immediate 
appreciative response from customers, 
according to Mr. Spowart. Commer- 
cial rates were also reduced during 
the year, but he reports that the in- 

(Please turn to page 94) 
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creased use of current in the home for 
water heating purposes as well as the 
trend to higher illumination levels in 
the commercial field will eliminate 
any loss to the department resulting 
from lower rates. 

The city light department employs 
two home service girls, whose duties 
consist largely of conducting cooking 
schools, and in the training of dealer 
personnel. They do no direct selling. 
Lighting promotion is handled through 
the illumination department. 

The department continued to assist 
dealers by instructing their salesmen 
in water heating and the costs of oper- 
ation of electrical equipment through 
use of bulletins and morning sales 
meetings. A Salesmen’s Cooks Club 
was sponsored, in which dealer sales- 
men cooked their own meals and par- 
ticipated in a quiz contest, with prizes 
for the best answers. The Retail 
Development League sponsored by the 
General Electric Company held 
monthly meetings with instructors 
from the factory covering features of 
their products, which were well at- 
tended by G.E. dealers and salesmen. 
Frigidaire, Westinghouse and Hot- 
point held several evening meetings 
of a similar nature. 

There were no major changes in 


1941 QUOTAS ON LARGE APPLI- 
ANCES—SEATTLE CITY LIGHT 


City Dealers Total 
Ranges 2,500 2,500 5,000 
Water Heaters 2,500 1,500 4,000 
Refrigerators 
the department’s dealer cooperation 


policies during the year. 
ment continued to subsidize electric 
range wiring and the wiring and 
plumbing of an automatic tank water 
heater. During the first seven months 
of the year, the electric range wiring 
allowance was $20 and that for wiring 
and plumbing of an automatic tank 


The depart- 


was $15. These allowances were 
changed on July 1 to $22.50 and $20 
respectively. The increased sales of 


merchandise by the small dealer, gen- 
erally in the outlying districts and 
using the E.H.F.A. plan, resulted in 
the department using one contact man 
for this cooperative work. 

There are 125 active dealers in the 
Seattle territory, department stores 
doing about 50 per cent of the elec- 
trical business of the community. 
Mail order houses account for about 
25 per cent and independent dealers 
for another 25 per cent. 


SALE OF ELECTRIC APPLIANCES BY UNITS—SEATTLE CITY 
LIGHT TERRITORY 


1940 1939 ma 
- % Replace- 
City Dealers Total City Dealers Total ments 
Ranges 2650 2350 5,000 2367 1,200 3,567 27 
Water Heaters 2,225 750 2,975 1,667 109 1,776 15 


TACOMA 


Adds 1,670 Ranges to lines in 1940 


33,600 residential customers of the local 
municipal lighting company have an all-time 
record kw.-hr. consumption of 2,100 annually 


4 ACOMA this year passed the 

2,000 kw.-hr. mark in its aver- 
age annual consumption of electricity 
per home. The Light Division of the 
Department of Public Utilities reports 
33,600 residence customers served as 
of Dec., 1940, an increase of 275 over 
1939 figures. The district served is 
predominantly urban, with about 7 per 
cent of the homes to be classed as 
suburban. Lumber and chemical in- 
dustries form the background of the 
surrounding area. 

The department sells water heaters, 
ranges and air heaters only, leaving 
the merchandising of other appliances 
to dealers. This year the total num- 
ber of ranges added to the lines was 
1,670, compared to last year’s record 
of 1500. The city’s record for 1940 
was 1,089 ranges, while dealers sold 
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581, an increase for both, over 1939 
figures of 1,000 and 500 respectively. 
Last year dealers sold 200 water 
heaters, the department 600, or a total 
of 800. In 1940, the city’s record for 
water heaters was 542, while dealers 
tripled their sales, selling 773, the 
total being 1,315, about 80 per cent 
above the previous record. 

There has been no immediate change 
in the department’s dealer cooperative 
set-up, which includes aid to dealers 
through cooking schools, club demon- 
strations of electric ranges and pro- 
motional advertising. It is probable 
that the E.H.F.A. financing facilities 
will be adopted early in 1941, 

The national defense program for 
the coming year will result in large 
concentrations of troops at nearby 
Fort Lewis and McChord Field, 


which will undoubtedly stimulate ap- 
pliance sales, especially to officers who 
live off the cantonment. No quota 
has been set for dealer sales, but the 
department has conservatively set its 
own figure for 1941 at a somewhat 
lower level than 1940. It expects to 
sell 1,000 ranges and 540 water 
heaters, of which about 365 will be 
of the tank type and 175 side-arms. 
Most noteworthy is the record of 
average annual domestic kilowatt-hour 
consumption, which advanced this 
year from the 1939 record of 1,961 
kw.-hr. to an all-time record of 2,100 
kw.-hr., one of the highest levels of 
domestic consumption in the country. 


WASHINGTON GAS & ELECTRIC 


The Washington Gas and Electric 
Company, serving a territory in west- 
ern Washington which is predomi- 
nantly given over to lumber produc- 
tion, reports a sale of about 100 elec- 
tric ranges and 90 water heaters in a 
market made up of the 4,184 domestic 
customers served. 

The company states that it is con- 
templating the adoption of a set-up to 
promote more aggressive dealer co- 
operation and is establishing a home 
service department. During the com- 
ing year, its salesmen will cooperate 
with dealers. Already dealers are 
making a larger proportion of the 
sales of major appliances, particularly 
in the new home market. 

Average annual domestic consump- 
tion of electricity was 1,300 kw.-hr. 
for 1940, an increase of 137 kw.-hr. 
over the 1939 figure of 1,163 kw.-hr. 
The company looks forward to an 
active lumber demand during 1941, 
hence prosperous times in its district 
and a larger sale of electrical appli- 
ances. No quotas have been set. 


ABERDEEN 


Public Utility District No. 1 of 
Grays Harbor County, Washington 
took over from the private utility 
serving electricity to this district on 
January 16, 1940 and reports a de- 
cided upswing in electric sales since 
that time. It serves 12,195 customers, 
centering about Aberdeen, Washing- 
ton—8,852 of them classed as domes- 
tic customers, 1,620 rural, 1,707 com- 
mercial and 16 industrial. The aver- 
age annual kw.-hr. consumption for 
1939 was 652 kw.-hr. per home; by 
1940 this had increased to 792 kw.-hr. 

The district does not sell appliances 
but encourages and cooperates with 
dealers. During the year it adopted 
a special wiring plan whereby dealers 
are enabled to sell ranges and water 
heaters at an installed price. This 
involves a special wiring price to cus- 
tomers of $25 for ranges and $8 for 
water heaters. 

Electric rates were reduced substan- 
tially during the year and a special 
water heating rate was introduced. 
which has increased the sale of appli- 
ances materially. Dealer records show 
that 230 electric ranges were sold dur- 
ing 1940, four times as many as 1939, 
and 170 electric water heaters. There 
were no water heaters sold during the 
previous year. The volume of re- 
frigerator sales was approximately 
twice that of 1939, reaching a total of 
1,000 during the year. The district 
figures that the national defense pro- 
gram should stimulate the lumber in- 
dustry in this area, thereby increasing 
employment and purchasing power, 
with the result that the coming year 
should show a further increase in ap- 
pliance sales. Quotas for 1941 look 
forward to the sale of 400 ranges, 250 
water heaters and 1,000 refrigerators. 


SPOKANE 


Ranges Up 55 Per Cent; Water Heater 40 


70,340 domestic customers of the Washington 
Water Power Company bought $4,103,456 worth 
of appliances in 1940—$58.35 per home served 


HROUGH a concentrated all- 
industry sales effort this year 
the Washington Water Power Com- 
pany increased the sale of electric 
ranges in its territory over last year’s 
figures by 55 per cent and the sale 
of water heaters by 40 per cent—and 
this in a district which already holds 
one of the highest records of the 
country for range and water heater 
selling. 
The company serves a_predomi- 
nantly agricultural district in eastern 
Washington, about half its territory 


JANUARY, 


being classed as urban and half as 
rural. There is some mining of im- 
portance. Business on the whole in 
this region was rather better than the 
average during the year. A classifica- 
tion of customers shows 70,340 domes- 
tic customers at the close of 1940, an 
increase of 3,681 over the 1939 figure 
of 66,659. Rural customers included 
in the 1940 figure were 6,640. In 
addition the company served 9,55) 
commercial customers and 603 indus- 
trial. The average annual residential 
(Continued on page 99) 
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kw.-hr. consumption for 1939 was 
2,060 kw.-hr., an increase of 133 
kw.-hr. bringing the 1940 figure to 
2,193 kw.-hr. 

It is estimated that $4,103,456 was 
spent during the year for electrical 
appliances for the home in this terri- 
tory, or an average expenditure of 
$58.35 per residence customer. The 
unit sales of appliances show an in- 
crease in most fields, with a particu- 
larly good record in the sale of elec- 
tric ranges and water heaters. 

The number of dealers active in the 
territory is 135, department stores per- 
haps ranking first in the volume of 
sales in the electrical field, independent 
electrical dealers second, with furni- 
ture stores and mail order houses fol- 
lowing in that order. The power com- 
pany has an active dealer cooperative 
set-up which has not been changed 
materially during the past year. It 
supports the Inland Empire Electrical 
Equipment Association, whose func- 
tion it is to make a closer tie-in among 
dealers and which carries on con- 
siderable promotional advertising. 
Regular dealer meetings are held and 
a close contact maintained with dealer 
plans. The power company employs 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES, 1941—WASH- 
INGTON WATER POWER 


TERRITORY 

Company Dealers Total 
Ranges 725 4,175 4,900 
Water Heaters 900 3,500 


Refrigerators 240 


Washers 205 6, x 
lroners 40 350 390 
Cleaners 2,586 2,586 
Radio .... 23,730 23,730 
Air Heaters 100 3,800 3 


Lamps 3,000 11,700 14,700 


19 home service girls who do no sell- 
ing, but one of whose functions it is 
to promote home lighting. They also 
maintain an active dealer cooperative 
schedule. 

Evaporative coolers to the number 
of 100 were installed in commercial 
establishments in this territory during 
1940 and 20 air conditioning installa- 
tions involving refrigeration are re- 
ported. 

The national defense program is ex- 
pected to stimulate the sale of elec- 
trical appliances. Company quotas 
have not been increased, but dealer 
sales for 1941 are expected to be 
even better than in 1940, 


UNIT SALE OF ELECTRIC APPLIANCES—WASHINGTON WATER 
POWER TERRITORY 


1940 1939 Per Cent Per Cent 
~ eplace- Satura- 
Company Dealers Total Company Dealers Total ments tion 
Ranges 792 3,403 4,195 815 1,879 2694 20 35 
Water Heaters 1,079 2,251 3,330 1, 983 2,375 20 27 
Refrigerators 221 9,589 9,810 258 7,252 7,510 30 60 
Washers 212 6,196 6,408 120 5,728 5,848 60 a 
lroners 70 426 496 32 338 370 50 
Cleaners 2,385 2,386 4 2663 2667 80 
Radio Sets 21,460 21,460 70 
Air Heaters 90 1,163 1,263 115 1,193 1,308 40 
1.E.S. Lamps 3,218 11,194 14,412 3,910 11,803 15,713 70 


BRITISH COLUMBIA 


Vancouver and Victoria on War Basis 


93,900 domestic customers of the British Colum- 
bia Electric Railway Company bought $2,825,000 
worth of appliances in '40—$24 per home average 


\ HILE the United States is just 

beginning to contemplate the 
possible effects of war defense plans 
on the electrical appliance business, 
Canada has for some time been op- 
erating under war conditions. Motto 
on the other side of the border has 


been “Do your regular job as well as 
it can be done”, with the result that, 
in spite of some disarrangement due 
to loss of man power and difficulties 
in obtaining deliveries, there has been 
a definite increase of business. 

The British Columbia Electric Rail- 
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way Company, Inc. serves Vancouver 
and the agricultural and timbered 
region surrounding it and also the 
island of Vancouver. From the main- 
land division comes the report of an 
increase of 3,149 residence customers 


during the year, bringing the 1940 ° 


figure to 93,900, of which about 9,000 
are rural homes. The average annual 
consumption of electricity for resi- 
dence customers was 1,040 in 1940, 
1,026 in 1939. It is explained that 
the increase is not larger, owing to 
the fact that the company has been 
eliminating flat rate water heaters so 
far as possible. 

The region is one in which agricul- 
ture (predominantly poultry raising 
and dairying) and lumbering and the 
woodworking industries are the sup- 
porting activities. These have been 
working at full capacity to meet war 
time needs and in consequence business 
as a whole is reported as good. 

About two and a quarter million 
dollars were spent during the year for 
electrical appliances through dealer 
and company stores, the dealers han- 
dling approximately 84 per cent of the 
business. The average expenditure 
for domestic appliances per home was 
$24. Record of unit sales shows an 
increase in most fields, with a par- 
ticularly good record for refrigerators. 
Trade-in appliances are included in 
company records and in some of the 
figures received from dealers. 

There are 110 dealers serving this 
territory, among whom the indepen- 
dent electrical firms probably handle 
the greatest part of the business, with 
furniture stores, department stores, 
hardware stores and others following 
in that order. Mail order houses are 
the last on the list. 

The B. C. Electric Company has 
been working for the past four or five 
years to develop a much greater in- 
terest on the part of independent 
dealers in merchandising electric ap- 
pliances and to have them understand 
the power company’s problems from 
a load building angle. “The success 
of our efforts is proven by the tremen- 
dous increase in the volume of busi- 
ness being done by dealers”, says 
W. C. Mainwaring, general sales 
manager, “A better type of dealer has 
been developed, and there is no doubt 
whatever that competition among 
these dealers is making them keener 
and encouraging them to display their 
merchandise more effectively than 


they have ever done before. Our 
future plans provide for an even closer 
relationship and understanding with 
dealers than has ever existed, and we 
are confident that this will result in a 
still further improvement in our load 
building efforts.” Only minor changes 
are contemplated in the merchandis- 
ing and dealer set-up for 1941. 

The power company employs six 
home service girls and also has a 
separate division of home lighting 
girls specializing on lighting only. 
There are 25 domestic salesmen, 4 
commercial lighting men, 1 specialist 
on commercial cooking and _ heating 
and three on power problems. The 
company requires a 90 per cent or bet- 
ter power factor on fluorescent light- 
ing installations. In general the use 
of fluorescent lighting is encouraged 
providing it is so applied as to mean 
“better illumination” for the customer. 
The illumination department offers 
cooperative service to manufacturers 
and dealers. 

An educative program for dealers 
and dealer salesmen has been a part 
ot the activities of the company for 
some years. At the beginning of this 
year a. “Merchandise Conclave” was 
staged jointly by the dealer sales de- 
partment and the home appliance 
council, which reviewed quotas and 
sales and installation features on all 
the popular appliances. In addition to 
this regular activity, the light and 
power department staged a series of 
meetings to educate dealers and con- 
tractors on the special use of fluores- 
cent lighting. 

Other activities of the year included 
a series or rural and suburban cooking 
schools. The home service department 
again staged a successful series of 
homemakers’ classes, particularly for 
new brides. These classes include in- 
struction in all phases of homemaking, 
with lectures on decoration, furniture 
arrangement and home lighting.. 

A highly successful dealer coopera- 
tive refrigerator campaign, was 
staged, using the Modern Kitchen 
Bureau slogan “Twice the Value at 
Half the Cost.” Dealers set a new 
record in refrigerator sales this year, 
over 2,000 having been installed by 
the end of August. A dealer cooper- 
ative radio campaign started in 
November, sponsored jointly by the 
B. C. Electric dealer promotion de- 
partment and the home appliance 

(Continued on page 100) 


UNIT SALE OF ELECTRIC APPLIANCES—VANCOUVER DISTRICT 


1940 1939 Per Cent Per Cent 
—Replace- Satura- 
Company Dealers Total Company Dealers Total ments tion 
Ranges 408 625 1,033 389 550 939 30 14.2 
Water Heaters 70 cae 70 100 a 100 10 3.0 
Refrigerators 513 2,450 2,963 406 1,488 1,894 5 14.9 
Washers 147 3,028 3,175 388 2,524 2,912 60 47.0 
lroners 12 53 65 75 43 118 0 2.7 
Cleaners 350 425 775 456 343 7199 55 65.0 
Radio Sets ... 12,550 12,550 306 10,857 11,163 80 83.0 
Air Heaters 350 100 450 3 84 483 no data 
1.E.S.Lamps 2,500 not reported 2,500 not reported 


(estimated) 
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Continued from page 99 


council of the Electrical Service 
League. 

In response to the question as to 
the effects of the war on appliance 
business, Mr. Mainwaring says, “With 
regard to the war, it undoubtedly has 
increased our appliance business be- 
cause unemployment has dropped tre- 
mendously in Canada and there are 
more people working than ever before. 
Although many of these people are in 
debt and have to catch up on what we 
might class as consumer needs, they 
are starting to buy electrical appli- 
ances, and I am confident the business 
that we will receive during the next 
few months as a result of the war will 


EXPECTED SALES OF ELECTRICAL 
APPLIANCES, 1941— VAN- 
COUVER DISTRICT 


Company Dealers Total 
Ranges 465 650 1,115 
Water Heaters 85  ..... 85 
Refrigerators 530 3,000 3,530 


Washers 50 3,300 3,350 
lroners 5 100 105 
Cleaners 450 1,000 1,450 
Radio ... 13,000 13,000 


Air Heaters 500 


be quite considerable. Quotas for 1941 
for dealers and company have been set 
at a conservative level, rather above 
1940 figures. 


VICTORIA, B. C. 


All Appliance Sales Show ‘40 Increases 


21,000 domestic customers bought $500,000 
worth of appliances in 1940 from B. C. Elec- 
tric Railway and 16 dealers—$25 per home 


BOUT $500,000 was spent last 

year by inhabitants of Victoria, 
B. C. and Vancouver Island for elec- 
trical appliances, or an average of 
$25 per home. The B. C. Electric 
Railway Company, Ltd. serves 21,000 
residential customers on Vancouver 
Island of whom about 3,500 should be 
classed as rural homes. The 1939 figure 
of residential customers was 19,480. 
The average annual consumption of 
electricity per residential customer 
was 836 kw.-hr. for 1940, up 34.4 
kw.-hr. over the 1939 figure of 801.6 
kw.-hr. 

Sixteen dealers serve the island, 
doing about 75 per cent of the appli- 
ance business between them. Inde- 
pendent dealers hold the foremost 
position in the volume of appliance 
sales. Department stores, furniture 
stores and hardware and other stores 
follow in the order named. There are 
no mail order houses selling elec- 
trical appliances. 

Unit sales of electric appliances 
show an increase in almost every item 
as compared with 1939. 


EXPECTED SALE OF ELECTRIC 
APPLIANCES, 1941—VIC- 
TORIA DISTRICT 


Company Dealers Total 


Ranges 80 90 170 
Water Heaters 10 5 15 
Refrigerators 125 300 425 
Washers 600 600 
lroners 7 7 
Cleaners 75 130 205 
Radio sala 2,500 2,500 
Air Heaters 65 60 125 


The company employs two home 
service girls in this division and one 
home lighting advisor. There are five 
domestic salesmen and one in the field 
of commercial lighting. An outstand- 
ing event of the year was the home- 
maker course which was held in four 
sessions, featuring all phases of gas 
and electric service to the home. 

It is expected that the coming year 
will show an increase in sales similar 
to that reported for this year, but 
quotas have been set conservatively. 


UNIT SALES OF ELECTRICAL APPLIANCES—VICTORIA, B. C. 


1939 Per Cent Per Cent 


Replace- Satura- 


Company Dealers Total Total ments tion 


1940 
Ranges 83 80 163 
Water Heaters 20 5 25 
Refrigerators 155 300 455 
Washers 620 620 
lroners pee: 10 10 
Cleaners 86 135 221 
Radio Sets pas! 3,030 3,030 
Air Heaters 45 70 115 


148 8625 12 


23 3 26 - 2.5 
96 319 415 19 ee 
us 516 516 ea 

13 13 


75 97 172 


Trade-in appliances are not included in these figures. 
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10 Per Cent Rate Reduction Spurs Sales 


HAWAII 


41,500 residential customers of the Hawaiin 
Electric Co., Ltd. increase kilowatt-hour 
consumption to 1,225 kw.-hrs. in year 1940 


ROM the “Paradise of the Pa- 

cific,” otherwise known as Hawaii, 
comes a report from the Hawai- 
ian Electric Company, Ltd. which 
reports conditions as good during 
the past year. This company served 
41,500 residence customers as of 
Dec. 31, 1940, an increase of 2,870 
over the 1939 figure of 38,630. Prin- 
cipal industries of the territory are 
sugar and pineapple. Principal com- 
petitive fuel to electricity is gas. The 
average annual consumption of elec- 
tricity for residence customers was 
1,225 kw.-hr. up 102 kw.-hr. over the 
1939 record of 1,123 kw.-hr. 

No information as to the amount of 
money spent on electrical appliances 
in this area is available, but reports 
of unit sales from the company and 
dealers show a marked increase in 
almost every department over 1939 
records. 


The company employs five home 
service girls and three girls who pro- 
mote lighting. It has ten salesmen in 
the domestic field, three handling 
commercial lighting and one on com- 
mercial cooking and heating. 

One hundred air conditioning in- 
stallations were reported, all of them 
of the type involving refrigeration. 
The climate does not lend itself to 
evaporative coolers. 

During 1940 the company has been 
operating on a plan by which a wiring 
allowance was made to dealers in an 
amount not to exceed $25 for the in- 
side house wiring and plumbing costs 
in connection with the sale of all new 


UNIT SALE OF ELECTRIC APPLIANCES—HAWAII 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES, 1941—HAWAII 


Company Dealers Total 


Ranges 500 1,000 1,500 
Water Heaters 400 750 1,150 
Refrigerators 800 3,500 4,350 
Washers 400 3,000 3,400 
lroners 50 100 150 
Cleaners 200 1,250 1,450 
LE.S. Lamps 4,000 1 5,000 


electric ranges and water heaters in- 
stalled on the company’s lines. Used 
ranges or water heaters were given a 
$12.50 wiring allowance. In event wir- 
ing is already installed, the dealer may 
allow a $12.50 reduction in price oi 
the range or water heater, receiving 
reimbursement from the company to 
this amount. Ranges to be eligible 
for the allowance must be of 6 kw. or 
more capacity and water heaters of 
the low wattage storage tank type of 
not less than 10-gal. capacity with the 
total of heating units in each water 
heater not exceeding 2,100 watts. 
Type of wiring and outlets is specified. 
This allowance for wiring superceded 
the $15 promotional allowance to 
dealers which was formerly in effect. 
The record of the year shows that 
dealer sales of ranges were increased 
by more than 50 per cent during 1940, 
while water heater sales were nearly 
double those of the previous year. 
A reduction in rates amounting to 
almost 10 per cent for residential cus- 
tomers which went into effect on Jan- 
uary 1, 1940 helped also in encourag- 
ing the sale of home appliances. 


1940 1939 Per Cent Per Cen! 

~ — Replace- Satur 
Company Dealers Total Company Dealers Total ments tion 
Ranges 450 800 1,250 508 534 1,042 6 20 
Water Heaters 375 975 361 312 673 1 10 
Refrigerators 750 3 3,750 605 2,500 3,105 33 72 
ashers 250 2,750 000 252 no information 20 50 
lroners 35 7 110 32 = 1 1 
Cleaners 100 1,000 1,100 178 750 928 : 20 


4820 500 5,320 
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peed Queen has always had the strongest sales feature story. Now, 
vith these new improvements added to such time-proven features 


ating ofS Speed Queen's exclusive Bowl-Shaped Tub, Double Walls, Super- 

~ be Duty Safety-Roll Wringer, Steel Chassis Design and Arc-cuate Drive 

ncouragptansmission—THE SPEED QUEEN STORY BECOMES STRONGER 
ae AND MORE DOMINATING THAN EVER. 

Speed Queen is definitely America’s No. 1 Buy for 1941! With the 

i ypeed Queen Line on your floor you can’t help but do the biggest 


"Sue end most profitable selling job you ever did on washers and ironers! 
rite or wire for full-line information and dealer proposition. 


BARLOW & SEELIG MFG. CO., RIPON, WIS. 


bad 
2 


GEARED-UP 
FOR 
STEP-UP 


The basic strategy behind most 
washer merchandising is to adver- 
tise a model with a strong price 
appeal or one with a strong feature 
story—and then close the sale on 
the highest quality unit possible 
which nets; the longest profit. 


The success of either plan depends 
on the relative strength of each model 
over the other from the standpoint 
of consumer value. The average 
woman will pay more for a washer 
which. IN HER OPINION, is worth 
the extra money. 


In other words, the “step-up” fea- 
tures throughout the entire line must 
have adequate consumer appeal to 
justify each higher step in price. 


SPEED QUEEN FOR 1941 IS SUCH 
A LINE! JT IS THE MOST POWER- 
FULLY STEPPED-UP LINE IN THE 
WASHERMNDUSTRY. EACH MODEL 
IS FEA TO DO AN EFFECTIVE 
JOB OF TOP-BRACKET SELLING. 


The entire line is geared-up for 
maximum dealer profits! 


g 
| 
1,150 
10 
50 
20 
15 


Ray Cosgrove, popular gen- R. |. Petrie, vice president and general Herb Money tells the dis- Head of the entire engineer- 


eral manager of the Crosley sales manager of the Crosley Corpora- tributors in Cincinnati how ing division is L. M. Clement, 

Corporation, officially opens tion tells distributors of company sales Crosley tops them all this year who describes the policies of 

the 1941 refrigerator conven- plans and promotions for the coming with a product built from per- his department before the 
tion of the Company. year. fect engineering. Crosley distributors. 


gets set 


Annual _ distributors convention is held 
December 2d and 3d at Cincinnati, O. Here 


_are some of the company executives in action 


Jack Crossin, manager of refrigerator 

sales, talks from the lecturn, unfolding 

new sales plans for the 1941 Super- 
Shelvador Crosley refrigerators. 


Miss Bernice Baxton, popular New York model, 

smiles in person at L. Martin Krautter, Crosley 

advertising manager, across the blowup of the 
new Crosley national ad in full colors. 


Harold Newell, Crosley service manager, 

tells of new “sales minded” service poli- 

cies for 1941 to the distributors at Cros- 
ley's national convention. 


RIGHT 

Enjoying dinner at the Netherland Plaza Hotel, 

is the “gang” from Crosley Distributing Cor- 

poration in Cincinnati. Left front is Guy Flaig, 
manager of the distributing company. 


John Craig, Crosley assistant refriger- L. Martin Krautter, Crosley Dick O'Connor gives a demonstration of 
ator engineer, tells distributors from the advertising manager, and Ted . the new Crosley washer during Crosley's 
stage that they are seeing real quality Little, manager of the Roy national convention for 1941 appliances, 
in the 1941 Crosley line, featuring the Durstine Agency office in December 2 and 3. Mr. O'Connor is 


new Super-Shelvador. Cincinnati look over an ad. head of the washer division. 
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you're not selling 
the whole works”’ 


TURN To 


“That’s what I did—turned to G-E. Today I sell the 
whole works. Air Conditioning—winter and summer— 
and Commercial Refrigeration. It’s the best prescrip- 
tion I know for a healthy business. And when I say 
healthy, I mean steady, profitable sales. Every month 
in the year. Without any discouraging seasonal slumps. 


THE G-E SEAL SELLS GOODS! 


“You hear a lot about public acceptance for certain 
products. Well, nobody enjoys more of that than 
General Electric. G-E’s unusually high quality and fine 
reputation make sales. They keep me and my customers 
sold. I know because it’s G-E quality and reputation | 
I cash in on! 


G-E BACKS UP ITS DEALERS! 


“Mighty important too for a really profitable busi- 
ness is all the extra help only a big company like G-E 
can give. Advertising and sales promotion. Direct mail 
and display. Technical and sales training. Financing, 
accounting, organizing. I cash in on these as part of 
the great G-E dealer set-up. You can too.”’ 


CONDITIONED 
AIR COOLERS STORAGE CABINETS BEVERAGE COOLERS 


-GENERAL @ ELECTRIC~! 


GENERAL ELECTRIC CO. 
Div. 123, Bloomfield, N. J. 


WATER COOLERS 


I want all details on the G-E Dealership for my territory. This is 
confidential and puts me under no obligation. 


OIL FURNACES GAS FURNACES WARM AIR FURNACES 


Name 


FOR YEAR-ROUND PROFITS — SEND COUPON TODAY => 


e ity. State. 
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G-E IS THE COMPLETE YEAR-’ROUND PROFIT LINE! 
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NEW MERCHANDISE 


WESTINGHOUSE 
Automatic Washer 


Westinghouse Electric & Mtg. Co., 
Mansfield, O. 


Laundromat 


Device 
washer 

Selling Features: Automatically washes, 
rinses in 3 baths which is automati 
cally drained off after each process, 
and finally dries clothes by spinning 
them in porcelain basket 1500 times 


automatic cycle 


in 3 min., then shuts itself off. White 
enamel exterior cabinet resembles 
Governor Winthrop desk; square 


door on sloping front becomes shelf 
when door is opened; plastic dials at 
right and left-right dial can be set 
for prewash (soaking) period, shuts 
itself off, dial is then reset to proper 
washing period; left dial controls 
water temperature, is set according 
to type material to be washed—cot- 
ton, silk, colored. Right dial starts 
or stops laundering cycle by pushing 
or pulling. “Look-in” door opened 
by lever latch reveals porcelain 
basket, 9 lbs. capacity. Water-mizer 
automatically shuts off water at 10 
gal., stainless steel soap chute in 
glass porthole makes it possible to 
pour soap-flakes or water softener 
directly into water. Basket tilts at 
30 deg. angle, revolves 52 times a 
min. Pressed into basket, which has 
over 1000 tiny countersunk holes for 
thorough and quick drying during 
spin, are 4 vanes which lift clothes 
to top of basket as it turns—clothes 
tumble over center dome as_ they 
reach top, and fall to bottom, forming 
a figure-8 motion 3 giant steel 
springs and 5 heavy specially de- 
veloped snubbers between outer tub 
and cabinet absorb vibration: controls 
assembled on frame so vibration of 
machine does not affect them.—Ele 
trical Merchandising, January, 194] 


KELVINATOR Refrigerators 
Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 

Models: 8 models—2 sizes: six 6] and 

two 8} cu.ft 


Selling Features: New type “Moist- 
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Master” system in the M-6 and M-8 
is outstanding feature of line—“all- 
glass” cold-mist Freshener compart- 
ment with refrigerating coils in walls; 
5-different cold zones—fast-freezing, 
near-freezing, super-moist, moderate- 
moist and a low-moist zones. “Cold 
mist Freshener” or super-moist zone 
has 2 glass doors which open out. 
In addition to regular coils for ice 
making, Moist-Master models have 
2nd set of coils inside walls and bot- 
tom of food compartment. 

SS-6 low-priced model has 
Permalux exterior finish. flush wall- 
to-wall food compartment opening 
gives added space; laminated plastic 


“MOIST-MASTER" FRESHENER 


inner-door panel; new all-porcelain 
freezer unit door; “Polar Light” be- 
hind freezer door; moonstone glass, 
5 qt. chilling tray; Kelvin Control 
has “Defrost,” “Vacation” and “Off” 
settings plus 11 intermediate cold 
speeds. 

Equipped model D-6, has _ por- 
celain Kelvin Crisper with procelain 
top, large sliding moonstone Cold 
Chest and “Pop-Out” ice trays; stain- 
less steel Cold Ban interior trim. 

Completely equipped S-6, has 
additional vegetable bin for unre- 
frigerated dry storage; sliding, glass- 


5-WAY MAGIC-SHELF 


covered moonstone meat chest; glass- 
covered sliding crisper; “Magic- 
Shelf” makes 5 different interior shelf 
arrangements possible. 2 wings can 
be raised or lowered to accommodate 
bulky things. 

De-luxe equipped model R-6, has 
2 sliding glass-covered crispers, double 
width dessert tray; more beautiful 
interior styling. 

PS-6, porcelain exterior. 

S-8, 8 cu.ft. model, in addi- 
tion to basic features has a vege- 
table bin 1.5 bu. capacity, all-steel 
Cold Ban, sliding glass-topped por- 
celain crisper; sliding meat chest with 
separately-mounted sliding glass 
cover; double width dessert tray and 
“Pop-Out” ice trays.—Electrical Mer- 
chandising, January, 1941. 


Selling 


Selling 


WESTINGHOUSE 
Air Conditioner 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Device: Window-type, plug-in Mobil- 
aire WB-06R_ combination room 
cooler and heater. 

leatures: Window-type room 

cooler provides heat by reversing the 

flow ot refrigerant gas in machine; 

fits any ordinary sized window; 6000 

cooling units an hr., 7500 heating 

units an hr. and up; dial control 
varies amount of fresh air brought 
into room up to 60 cfm; same dial 
expels stale air, smoke, odors. 
Westinghouse Mobilaire line in- 
cludes 3 other models—small window 
unit WA-04 with 4000 cooling units 
capacity, window model WB-06 with 

6000 units and a console model with 

9000 units for large offices and homes. 

No plumbing installations necessary, 

plugs into any outlet-—Electrical Mer- 

chandising, January, 1941. 


HOTPOINT Refrigerators 


Edison General Electric Co., 5600 W. 
Taylor St., Chicago, Ill. 


Models: 3 Specials, 3, 4 and 6 cu.ft.; 4 
Standard, 3, 6, 7 and 8 cuft.; 3 
Deluxe, 6, 7 and 8 cu.ft.; and Im- 
perial (porcelain finished) 6, 7 and 
8 cu.ft. models. 

Features: Outstanding fea- 

tures in line are the 7 cu.ft. models 

included in the Standard, Deluxe and 

Imperial series; a Butter Conditioner 

to keep butter fresh and at spreading 

consistency in certain Deluxe and Im- 

perial models, and an extra storage 

drawer for unrefrigerated food stor- 
age in Deluxe and Imperial models; 
interiors in all but 3 and 4 cu.ft. 
models redesigned to permit greater 
bottle storage in cold beverage zone; 
larger Speed Freezer for desserts and 
ice cubes, many equipped with 4 gal. 
dessert tray, Pop-Ice grids; new 
radial dial of “Hotpoint blue” trans- 
lucent crystallite illuminated with 
edge lighting on Speed Freezers of 

Deluxe and Imperial models except 6 

cu.ft. size; “overcenter” door spring 
holds Freezer door open until it closes 

manually freeing both hands: im- 

proved Six-Way cold storage com- 

partment has a brace to keep meat 
storage pan rigid: all models except 

3 and 4 cu.ft. and 6 ft. Special have 

Six-Way cold storage compartments 


JANUARY, 


Models: 


Selling Features: New 


which include a glass Defrost tray, 
acid resisting meat storage pan: 
Standard 7 cu.ft. model and all De- 
luxe and Imperial models have new 
improved 1941 Humidity control on 
Meat Storage pan; “Top Part Shelf” 
in cold Beverage Zone for small 
packages and bottles; Deluxe and Im- 
perial 8 cu.ft. models have a utility 
basket below Cold Beverage Zone; 
Stainless steel shelves, adjustable and 
gliding with safety bars at front; 
“split” shelves; Standard 7 and 
Deluxe and Imperial series have Hi- 
Humidity storage compartments con- 
sisting of 2 glass-topped 
porcelain enamel pans; 1l-draw Hi- 
Humidity Compartment in 6 and 8 
cu. Standard models; an Air Purifier 
is included in several Deluxe and 
Imperial models. Standard equip- 
ment in nearly all models consists of 


BUTTER CONDITIONER 


a glass water bottle, Calgloss Speed 
Freezer doors, automatic interior 
lights, defrost indicators; Pop-Ice 
trays, 3-way release levers; Calgloss 
exteriors on all but Imperial Series, 
and porcelain enamel interiors with 
acid-resistant bottoms. — Electrical 
Merchandising, January, 1941. 


NORGE Refrigerators 


Norge Div., Borg-Warner Corp. 
Detroit, Mich. 


Super deluxe, Master deluxe 
and deluxe models divided into five 
9 ft. models including a special farm 
model; four “66 series” and three 
6 ft. models. 
“Night-Watch”, 
standard on 4 models automatically 
turns off Rollator cold-maker at mid- 
night every night long enough to melt 
frost accumulated on freezer during 
day—defrost drip drains into Hande- 
froster glass container, which can be 
emptied once a week,—saves trouble 
of defrosting and re-arranging food 
at defrosting time; covered Coldpack 
meat drawer is never used as defrost- 
ing tray; “Night-Watch” also serves 
as self-starting electric kitchen clock 
New Hollywood styling; Norge 
Cellaret provides an unrefrigerate 
storage compartment; most model: 
have single or full width sliding 
Hydrovoir drawer under plate glas 
cover for humid vegetable my 
Special Norge model, DF-901, 
size “9” designed for farm use 
equipped with Handefroster, sliding 
Coldpack, and Hydrovoir; flexible 
shelf arrangement adapted to storage 
of large egg baskets or milk cans 
Quiet-Flo Rollator cold-maker 
completely sealed unit with 3 moving 
parts operates in permanent bath 
oil.—Electrical Merchandising, Javu- 
ary, 1941. 
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¢ There are some really big doings going on behind 
the scenes at South Bend. In next month’s issue of 
this magazine we’re going to roll up the shades, 
throw open the doors, and give you all the dope. 
Next month—look for the news about the new 
Bendix Home Laundry 
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G-E Refrigerators 


General Electric Co., Appliance and Mdse. 
Dept., Bridgeport, Conn. 


Models 16 new models featuring 7 
cu.it. models. 

Selling Features: Featuring “10-star” 
series of 10 separate storage and 
preservation services: making and 
storing 12 lbs. ice cubes; storage of 
20 packages of frozen food; quick 
chilling for bottled and canned bev- 
erages; high-humidity—low tem- 
perature storage for meat; multi 
bottle storage; new butter condi 
tioner keeps butter soft enough for 
spreading thi ‘ough use of 3-watt ele 
ment; high-humidity vegetable stor 
age under gl S3; 10 qts. fresh fruit 

br glass; stainless steel, 
tray-type slidi shelves; and new 
non-refrigerate ' dry storage space 

B-7 DeLuxe is focal point of GE 
step-up selling for year, wider, higher, 
larger than last year’s six, Glyptal- 
baked enamel exterior or as PB7 
with porcelain exterior. 

Air filter introduced last year has 
been relocated vertically between 
drawers to take full advantage of air 
flow ; white Textolite breaker 
strips; redesigned thermometer; “tel- 


storage um 


INCREASED BOTTLE STORAGE 


a-frost” indicator signals “time to 
defrost.” Temperature control indi- 
rectly lighted; “Steady cold” control 
automatically maintains temperature 
within refrigerator. 

B-7 powered by new unit having 40 
percent more refrigerating capacity 
than last year’s DeLuxe model: 
larger super-freezer has 4 quick trays 
dessert tray, door will stay fully 
open or will close automatically. 

BH-7 Imperial is similar to B-7 
in styling, includes many of the in- 
terior features. Super-freezer has 
removable shelf, 4 trays and dessert 
tray with grids; “thriftometer” 
mounted on door liner; equipped with 
CF2 condensing unit. 

Four 6’s—B6, Royal has bulk stor- 
age drawer, space for 9 qt. bottles 
cold storage drawer, sliding shelves 
with T-rail fronts; 2 sliding vege- 
table. drawers. Available with por- 
celain exterior as PB-6. 

Standard 6, JB6, has 9 qt. bottle 
space, 1 vegetable drawer with glass 
top; LB6 leader has tall cabinet, side- 
mounted evaporator, new _ super- 
freezer door, T-rail fronts, Tel-a- 
front indicator. Three 8’s—B8 same 
as B&; sliding utility basket is par- 
titioned for eggs and other small ar- 
ticles; JB8 is similar to JB6. 

PB-12 and PB-16 for large fam- 
ilies are 12 and 16 cu.ft. models with 
double super-freezers, storage bins 
and cold storage compartments. Two 
3’s and two 4's for apartments. B3, 
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Models: Leader, Page, 


Selling Features: 


MODEL BY-4 WITH SEPARATE UNIT 


self-contained refrigerator is 36 in. 
high; bottle length chiller tray, 1- 
button control; 2 quick trays. LB-3 
different design, higher, has more 
shelf space. LB-4, 51 in. high, 4.3 
cu.ft. capacity, BY-4, 4 cu.ft. 36 in. 
high, cabinet is entirely usable for 
storage since sealed-in unit is located 
adjacent to cabinet in its own en- 
closure lectrical Merchandising, 
January, 1941. 


G-E Ranges 


General Electric Co., Appliance and 
Mdse. Dept., Bridgeport, Conn. 
Master, Air- 
liner, Chancellor, Stratoliner, Studio. 
Leader CT1, built- 
to-the-floor model equipped with 
three 5-heat surface units; 6-qt. thrift 
cooker; storage drawer and tilt-out, 
l-piece panel front; oven pilot light; 
switches on backsplasher, price $99.50. 

Page. CL1, leg-type model has 
5-heat thrift cooker with anchored 
aluminum well, large storage com- 
partment; other standard features in- 
clude oversize oven with Calrod bak- 
ing unit, open coil : i? unit and 
new broiler, price $94.95. 

Master CD2, full size built-to-floor 
model has all features plus built-in 
minute chime, cooking-top lamp with 
white snap-on glass shade on chrome 
supports; 3 large storage compart- 
ments; oven illumination, price 
$129.95. 


BUILT-IN TIMER 


Airliner CD3, in addition to regu- 
lar features has built-in timer gov- 
erning oven and utility outlet; 2 
knobs, red and blue, to control setting 
dial—blue dial for time when cook- 
ing operation is completed, red dial 
for number of hours and minutes 
needed to cook. Tel-a-cook switch 
buttons; lamp and condiment set, 


Models: 


Se elling Features: 


price $149.95. 

Chancellor DD1 deluxe has Tel-a- 
cook lights; G-E triple- oven—lower 
Calrod baking units and Calrod 
broiler unit hermetically sealed. 7-qt. 
5-speed thrift cooker has hermetically- 
sealed Calrod unit, aluminum, des- 
sert pan; no-drip cooker lid can be 
washed without harmful effects, fry 
basket for deep fat frying, 2-position 
trivet, over-temperature power cut- 
off automatically prevents overheat- 
ing of pail, price $194.95. 

Stratoliner DD2 deluxe models has 
all appointments of Chancellor plus 
white glass lamp assembly, minute 


5-HEAT THRIFT-COOKER 


minder, unit condiment set on pol- 
ished chrome shelf; timer built into 
nameplate; “utilitray”, a Calrod- 
equipped warming compartment, an 
adjustable broiler shelf and a whist- 
ling “electrikettle” with 1150 watt 
Calrod base unit, price $224.50. 

Studio AP1, apartment house range 
has l-piece cooking top, deluxe hard- 
ware; drop-type oven door, 2 oven 
units, large smokeless broiler, three 
5-speed Calrod units, switches on 
front of range; 194 in. wide, price 
$89.95. — Electrical Merchandising, 
January, 1941. 


LEONARD Refrigerators 


Leonard Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


7 models—five 62 cu.ft. and 
two 8} cu.ft. models. 


“Hi-Humid” control 
of humidity incorporated in two 
models, LH-6 and LH-8 has gleam- 
ing glass shelves, large glass-enclosed 
“Hi-Humid Freshener” compartment 
separated from storage compartment 
above by a glass partition, 2 swing- 
ing, metal trimmed glass doors. 5 
cold zones; 5-way Presto Shelf per- 
mits 5 different shelf arrangements. 

LSS-6 model, equipped with 
“Len-a-Light” behind stainless steel 
Zero-Freezer with porcelain-finished 
door: moonstone glass chilling 
tray; new type door construction 
gives several more inches storage. 

LD-6, model, same as LSS-6 plus 
stainless steel strip; “Pop- Out” ice 
trays; sliding porcelain crisper with 
independently suspended porcelain 
cover and sliding moonstone glass 
Cold Chest with safety stop. 


JANUARY, 


LS-6, model, same as LD-6 wit 
addition of larger crisper with sliding 
glass cover, vegetable bin for unre 
irigerated storage, moonstone Mea: 
Chest and large sliding glass cove 
and sliding split shelf above crisper 
5-way Presto-Shelf. 

De Luxe equipped model LR-6 
follows LS-6; additional equipment 
includes double width dessert tray, 2 
sliding, large sized Crispers wit 
sliding glass covers; 2-tone aluminun 
handles on crispers and Meat Chest 

LS-8, 8 cu.ft. model similar t 
LS-6; new shelf arrangement 
which 3 half shelves are easily 
movable to provide space for 5-gal 
milk can, ete.—Electrical Merchan- 
dising, January, 1941. 


v 


HOTPOINT Water Heaters 


Edison General Electric Appliance Co. 
5600 W. Taylor St., Chicago, Ill. 


Models: From 1-gal. and 2-gal. plug- 
in Voguette and table-top models t 
large 140 gal. size. 

Selling Features: Vogue (square 
models all white with black base 
thermostat covers fit flush with shell 
galvanized tanks; available in 30, 4 
50 gal. sizes with single or twi 
units. 

Master (round) models have new 
decorative front label; running hot 
water design. New 5- gal. model has 
been added to Master line with over 
all height of only 21% in. for use 
under sinks, summer cottages, touris' 
homes ; single Calrod unit. 18 ga 
and larger models use improved low 
density Calrod immersion unit.—Elec- 
trical Merchandising, January, 194! 
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WITH EVERY WASHER 


Here's a plan that sells ironers to every washer buyer and to your old customers as 
well. Practically a self-selling method. The new Armstrong DeLuxe is placed in the 
home at the time a washer is sold. Any housewife can operate it without special in- 
structions from a trained demonstrator. 

Few women will let the Armstrong DeLuxe get away from them once they sit down 
and do their week's laundry in one-half the usual time. Its advanced features, ease of 
operation and low prico make the sale. 

However, if the sale is not made, you are not put to any refinishing expense, and 
we supply a new cloth cover. 


ARMSTRONG DELUXE TODAY'S LEADER 


Armstrong are pioneers in low-priced portable ironers. Three years ago, they offered 


the first model, the Porta-Lectric, and the demand has been growing month after 
month until today the new, improved Armstrong DeLuxe offers a star performance such 
as no other ironer of this type can give, and represents the biggest value of all time. 

It's the real leader in the entire ironer field and the right dealer can really go to 
town in his community with the DeLuxe, because the volume business is there. 


A HIT AT THE CHICAGO SHOW 


Everyone who saw the ——— DeLuxe at the Palmer House Exhibition, hailed it as 
a great forward step. Let us tell you how to make some real ironer money this year. 


Wire or write today for complete details. 


ARMSTRONG PRODUCTS CORP. 


HUNTINGTON, W. VA. 


ELECTRICAL MERCHANDISING—JANUARY, 1941 


ARMSTRONG DELUXE 


Sensation of the year! A real beauty—takes every woman's eye. Fin- 
ished in chrome and porcelain. Full 2!-inch free roll. Thermostatic 3- 
heat control. Convenient elbow operation. Oilless bearings. Spring 
cushion shoe break protects clothes and ironer. Five full revolutions 
per minute. |l-year guarantee. Approved by Underwriters Laboratories. 
Model C-2! retails at $29.95. 


— 
MASTER PORTA-LECTRIC 


Streamline design with many The original, lowest priced, fast 
quality features, including full selling portable ironer made with 
21"" roll, thermostatic heat con- 18"' roll, elbow control and extra 
trol, elbow operation, pilot light. large heating surface. Weighs 
Retails at $34.50. only 26 Ibs. 


NEW IRONER TABLE Modern design, very compact, low priced. 
ne enamel finish. Good item to feature in advertising and window 
isplay. 
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PEAK SALES AND 
PROFITS IN THE 
APPLIANCE DEALERS! 


i stoker business is on the 
move. Link-Belt sales for 1940 
hit an all time “high”; and the 
tempo is up, up, up. Appliance 
dealers all over the country are 
balancing normal spring volume 
with Link-Belt Stokers and are 
establishing new “highs” 
and profits 


prising appliance dealers—profits 


in sales when they are most needed. 


in the fall months. 


MECHANICALLY, THE 
LINK-BELT STOKER LEADS 


A pioneer in the development of 
home stokers as well as all types 
of power plant handling equip- 
ment, Link-Belt today represents 
the last word in efficiency and 
economy. Many modern features 
make the line easy to sell. Watch 
Link-Belt in 1941. 


A NEW, OUTSTANDING 
MERCHANDISING PLAN 


Link-Belt has already completed 
plans for 1941. From merchandis- 
ing and advertising point of view 
they are the biggest ever at- 
tempted by the company. Sales 
and profits are assured for enter- 


MAIL COUPON FOR DETAILS OF 1941 
DISTRIBUTOR AND DEALER PLANS 


NEW MERCHANDISE 


Models: 


Special Features: 


ROYAL Cleaners 


The P. A. Geier Co., 540 E. 105th St., 
Cleveland, 


210A tank type, 215RX floor 
and hand combination and 186S 
Royalaire tank model. 


Model 210A Royal 
tank cleaner complete with tools and 
brushes for every cleaning purpose 
as well as a floor polisher, liquid 
moth sprayer and crystal chamber 
complete with moth crystals; features 
include, large carpet nozzle with 
patented swivel and floating brush 
action, bare floor brush also has 
swivel action; chrome wand in 3 
sections ; chrome finish, slate grey 
crinkle body, red, black and chrome 
name plates. No. 21ISRX Royal com- 
bination includes a motordriven brush, 
headlight, floor cleaner and a Royal 
revolving hand cleaner both tor 
$39.95. Floor model features pol- 
ished aluminum, hinged type wide 
opening bag, 2 rear wheels, headlight 
and positive rug adjustment. Hand 
cleaner has polished aluminum finish, 


wide opening easy to empty bag, 
finger tip on-and-off switch, revolv- 
ing brush and rubber bumper. 
Royalaire 186S tank cleaner has 

blue crinkle finish, chrome trim, com- 
plete set of cleaning tools; patented 
swivel floating brush nozzle and rub- 
ber suction seals on chrome plated 
wands, 

Prices: 210A, $59.95; 215RX, $39.95 
and 186S, $49.95.—Electrical Mer- 
chandising, January, 1941. 


LEWIS Pancake Griddle 
Lewis Electric Mfg. Co., Sebring, Ohio 


Device: Pancake griddle with auto- 
matic heat control. 

Selling Features: Spun aluminum 
griddle top prevents bulging; auto- 
matic heat control regulates tempera- 
ture of baking surface; chrome plated 
legs and handle brackets, black hex 
wood handles; attached plug-in cord; 
ac. only; 950 watts. 10 in. baking 
surface; 44 in. high. 

Price: $4.95.—Electrical Merchandis- 
ing, January, 1941. 
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HOTPOINT Washers 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Models: Puritan, Pilgrim, Plymouth 
and Leader. 

Selling Features: Top model, Puritan, 
24 gal. has full-length skirt decorated 
with 3 chrome bands; streamlined 
Lovell wringer finished with baked- 
on white Calgloss; instant safety re- 
lease; equalized pressure rolls; full 
end-lever reset; automatically tilting 
drainboard. Pilgrim 22 gal. and Ply- 
mouth 20 gal. similar except for trim 
finish and capacity; both have new 
skirt and leg styling; streamlined, 
extended-top Lovell wringers finished 


4 
Cc 


in white Calgloss. Pilgrim wringer 
pressure-adjusting screw of white 
Tenite, Plymouth’s black. 

1941 Leader for lower-income mar- 
ket has all Hotpoint features and 
white Calgloss; Lovell wringer with 
soit rubber rolls, presgure adjustable 
by means of hand screw on top; visor 
roll-release. All models have 
Thriftivator with 3 washing zones; 
+ hp. “cushioned power” motor with 
end-play silencers for quiet operation. 
All models available with or without 
pump. — Electrical Merchandising, 
January, 1941. 
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SUN-KRAFT Ultra Violet Lamp 


Sun-Kraft Co., Inc., 
Chicago, 

Device: 
quartz ultra violet lamp. 
Selling Features: 


tact between mercury and power line; 
by means of a new patented circuit, 
a high-frequency field is 


infection; built-in automatic timer; 


lamp can be pre-set for any exposure 
draws only 40 
brushed chrome 
adjustments for all positions. 
$49.50.—Electrical Merchandis- 


from 1 to 6 min.; 
watts, a.c. or dic.; 
finish ; 
Price: 
ing, January, 1941, 
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215 W. Superior St., 


New type portable mercury 


Uses new principle 
of high frequency bombardment of 
mercury molecules inside quartz tube 
which is hermetically sealed, enclos- 
ing its atmosphere of rare gases with 
a drop of mercury; no electrical con- 


built up 
using standard radio tubes so that 
when the quartz tube is brought in 
close proximity to lamp it glows and 
emits streams of ultra violet rays: 
not only give healthy tan, but build 
up Vitamin D and sterilizes surface 
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Models: 


Selling Features: 


Models: 


Selling Features: 


WESTINGHOUSE Ranges 


Westinghouse Electric & Mtg. Co., 
Mansfield, O. 


1941 line consists of 7 models: 
Emperor, Regent, Commander, Cham- 
pion, Captain, Commodore and small 
apartment model. 

Outstanding feature 
single set switch makes surface cook- 
ing completely automatic—l setting 
of switch cooks food at high tem- 
perature for any desired period up to 
30 min., then automatically turns 
down to selection of any 1 of 4 lower 
heats—vegetables can be cooked at 
high heat for 5 min., then automati- 
cally reduced to simmer heat for as 
long as desired. Another feature of 
switch makes it possible to turn off 
current, set time dial for 30 min., and 
unit cooks single dish meals for that 
period on medium high heat, then 
automatically turns off. 

All switehes are placed on back 
panel; 1941 models designed to make 
Vitamized cooking easy; all models 
have standard 5-speed Corox surface 
units. 

Top model, Emperor has 2 large 
ovens, equipped with automatic out- 
let on back panel; detachable Econ- 
omy Cooker. 

2-oven Regent has giant-size oven 
capable of baking 86 lbs. potatoes and 
auxiliary oven and built-in deep-well 
cooker. 

Commander, single oven, deep-well 
cooker with built-in combination 
timer and Minute Minder. 

Champion, large oven, 
light, 3 storage drawers. 

Captain has glass oven door, 
streamlined styling. 

Commodore has large oven, 6 cu.ft. 
storage space—Electrical Merchan- 
dising, January, 1941. 


interior 


WESTINGHOUSE 
Refrigerators 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Martha Washington, 
Madison, Betsy Ross, 
American Special. 


True-Temp control 
enables housewife to “dial the num- 
ber” of temperature desired for main 
food compartment, at same time cor- 
rect temperature and humidity levels 
hold for the 4 other zones of cold; 
1-piece all steel “turret top” cabinets ; 
covered, ventilated Meat Keeper, 
glass- topped Humidrawer, Trip-Lox, 
a new feature in major models, auto- 
matically shuts door; Aero Spring 
Hinge permits door to open to any 


Dolly 
American, 


ELECTRICAL MERCHANDISING—JANUARY, 


desired distance and remain in that 
position until hinge is tripped, which 
automatically closes door from any 
open position. 5 interior sizes—3, 4, 
6, 7 and 9 cuft.; (5 ft. model of 
former years has “been discontinued 
and 7 ft. model added); wide range 
of color and styling, sizes and acces- 
sories; 2 high humidity models have 
“Humichest”; 3 models have porce- 
lain exterior; Colored dishware in 
harmonizing tones and soft pastel 
plastic panels—Martha Washington, 
crystal against white interior; Dolly 
-Madison, tan and brown; Betsy Ross, 
colonial blue; American Standard 
and American Specials green and 
white. — Electrical Merchandising, 
January, 1941. 


WESTINGHOUSE HUMICHEST 


SHOX-STOK Fence Controllers 


Guaranteed Products Corp., 
Wellington, Ohio 


Device: PH all-electric fence control. 


Selling Features: No moving parts; 


operates in any position; no tubes to 
replace; built-in lightning arrestor; 
weatherproof steel case completely 
riveted; positive current control; pi- 
lot light indicates shorts; fused at- 
tachment plug. 110 volts a.c. 

Price: $11.95.—Electrical Merchandis- 
ing, January, 1941. 


v 
ABC Ironer 
Altorfer Bros. Co., Peoria, Ill. 


Model: TG low-priced fully automatic 
cabinet ironer. 

Selling Features: 26 in. roll: 
end; pressing device 
without turning roll; finger-tip and 
knee touch controls; ‘conveniently lo- 
cated combination heat switch and 
thermostat calibrated for ironing cot- 
ton, woolens, rayon, linens, etc.; 
white enamel finish.—/ectrical Mer- 
chandising, January, 1941. 
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HOLD EVERYTHING UNTIL you get 
the details of Estate’s sensational 
Bar-B-Kewer. Offers women a won- 
derful new way to cook—puts you 
miles ahead of competition. Fea- 
tured in big national advertising 


ESTATE 


CITY GAS .. . BOTTLED GAS ..% 


campaign in Life, Good Housekeep- 
ing, Woman’s Home Companion, 


Better Homes & Gardens. Get in 
on this big profit opportunity—get 
the facts today. Wire, write—or 
mail the coupon! 


C5 


ELECTRIC 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO 5 

Fill in the covu- Sounds like you have something in the Bar-B-Kewer. Rush 4 

yi pon, Paste it complete details. Am interested in ranges for (Check which) § 
on @ penny City Gas Bottled Gas [_ Electric [_] 
postcard, Mail 
4¥ Now. You'llget Firm Name 
fast action! 

City 


SELL 
| ONLY ESTATE HAS IT! 
BAR- B-K EWE R 
broils, OF barbecue’ whole chickens, turkeys: 
hams, rib roasts, legs of jamb and other tender 
joints with radiant heat- utilizes the moder, 
method recommended by The 
Nationel Live Stock & Meat Boord. 
ADDS AN EXTRA OVEN TO THE RANGE j i 
* 
| 
- 


BROILKING’S 1941 


* 
PROMOTION PLANS 


* National Advertising 


in big-circulation magazines 
will sell the idea of table 
broiling and bring customers 
to your store for BROILKING 


* Displays 


Colorful, eye-catching 
point-of-sale displays in your 
store will attract 


customers to BROILKING 


* Dealer Helps 


Liberal assistance in the 
reparation of your own 
ROILKING advertising 

and direct mail. 


*& New Consumer 


Literature 


Attractive, colorful envelope 
stuffers and other pieces 


telling your customers the 


advantages of BROILKING 


AMERICA’S FINEST ELECTRIC table BROILER 


In three short years, BROILKING has jumped to national distri- 
bution—coast-to-coast in 38 states. In 1939 alone, more than 130 
new wholesalers took on the BROILKING line. Retail stores are 
doing a land-office business. The world’s biggest department 
store in New York has been averaging better than 200 BROIL- 
KINGS a week! A medium sized store is selling close to 100 
BROILKINGS a month! A small dealer sells better than 15 units 
a week! Are you missing a bet? Be sure you see the BROILKING line! 


BROILKING IS A MONEY MAKER! 


Women like it—BROILKING prepares delicious broiled foods 
right on the table, no heating up the kitchen, saves time and steps. 
BROILKING is more than just another “gift” item—it’s a steady, 
every day seller that gives you good turnover and profit. Models 
to meet all demands, popularly priced for volume selling from 


$6.75 to $13.95. 


Write today for the BROILKING PROFIT STORY! 
INTERNATIONAL APPLIANCE CORPORATION 


1033 Metropolitan Avenue, Brooklyn, N. Y. 


NEW MERCHANDISE 


ble open end roll, dual control; 
scratch-proof shoe. 

Conlon washer line consists of 4 
models—19, 17, 39-S and 15; com- 
bine many exclusive and desirable 
features in addition to construction 
and ability to perform.—Electrical 
Merchandising, January, 1941. 


v 


APEX Cleaners 


Apex-Rotarex Corp., Cleveland, Ohio 


Models: Apex Speed Maid cleaners. 

Selling Features: Modern, streamline 
construction, termed “functional de- 
sign” features; “Wind Tunnel” con- 
struction; “Torpedo Top”; straight 
flow air current principle gives in- 
creased suction and over-all improved 
efficiency while at same time air is 
discharged back over motor for cool- 


ing purposes; other features include BARTON Washers 
replaceable brush bristles; automatic The Barton Corp., West Bend, Wis. 
nozzle adjustment for proper cleaning me 
position regardless of nap or type of Models: 8 washers and 5 ironers make 
rug; envelope-type bag with con- up 1941 Barton line. 
cealed spring assembly; finger-tip and Selling Features: Model C71S washer, 
toe-tap controls; 2-speed, rubber illustrated, has 3-speed washing, pat- 
mounted motor; self-aligning dual ented water deflector tub; wash 
tension springs ; rubber bumper strips. watcher timer; molded plastic double 
—Electrical Merchandising, January, duty agitator—a removable bowl fit- 
1941, ting on regular agitator which pro- 
. vides separate washing compartment 


for small pieces, outer surface of 
bowl has small fins to create scrub- 
bing action and an additional agita- 
tion for clothes that rise to tub sur- 
face; bowl is red and main agitator 
black. 

Prices: From $39.95 to $99.95.—Elec- 
trical Merchandising, January, 1941. 


CONLON Ironers 


Conlon Corp., 
19th & 52nd Ave., Chicago, Ill. 


Models: R-100, R-87, C-65, C-98, C-54, 
X-21, C-76. 

Selling Features: New design and styl- 
ing in all but 2 models conceals all 
view of motor and mechanism when v 
machine is not in operation; Lap Tray 


extends across front; 2 extension HOTPOINT Kitchen Cabinets 


shelves—1 at either end—on each 


ironer except C-25 and X-21. Top Edison General Electric Appliance Co., 
models R-100 and R-87 equipped with 5600 W. Taylor St., Chicago, III. 

new Side-Glide Shoe, which glides to Device: Deluxe and Standard lines of 
right and left at same time roll re- modern steel cabinets to complete the 
volves, besides ironing same garment Planned Hotpoint Electric Kitchen. 
area twice in one operation it pro- Selling Features: Both Deluxe and 


duces real hand-ironing action, no 
wrinkles, more sheen. Other features 
include 2-speeds; table top cabinet; 
double thermostats; non-sag and dou- 


Standard have 24} in. base cabinets 
to match Hotpoint appliances; De- 
luxe line 22-gauge steel, 2 coats of 
synthetic enamel ; chrome plated hard- 
ware matches Hotpoint ranges and 
refrigerators. Base cabinets available 
in all-drawer or drawer and cupboard 
types; wall cabinets in Deluxe line 
have adjustable steel shelves and 
flush bottoms; accessories availabl 
for Deluxe line include soffit lights 
cutting boards, cutlery trays, flour 
and sugar bins, condiment shelves 
cup hooks, towel bars, etc. Stand 
ard line finished with 1-coat synthetic 
enamel; chrome metal handles; avail- 
able in all-drawer and all-cupboar« 
types; counter tops and sink top 
may also be selected from Deluxe an: 
Standard lines.—Electrical Merchan- 
dising, January, 1941. 
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APEX Washers 


Apex-Rotarex Corp., 1070 E. 152nd St., 
Cleveland, O. 

Model: 374. 

Selling Features: New Apex Time- 
Control times washings automatically 
and then throws agitator out of gear 
automatically without stopping motor ; 
22 gal. tub, 10 Ibs. dry clothes 
capacity; Apex-Lovell wringer with 
new interlocking safety control, roll 
stop, balloon rolls, chrome feed pan; 
Apex free-running gear mechanism; 
new cord hook, holder for pump 
nozzle and new coyer holder; high 
baked enamel on steel 
chassis.—Electrical | Merchandising, 
January, 1941. 


K-M Heater 


The Knapp-Monarch Co., Milwaukee, Wis. 
Device: K-M Circl-Air heater. 
Selling Features: Combines forced’ 
convection and evenly distributed re- 
flection; reflector rotates covering an 
arc of 35 degs. while fa~ in base of 
heater draws cool air into heater and 
circulates warmed air; for focused 
heat rotator may be switched off; 
brown frosted enamel finish. 

Price: $12.95.—Electrical Merchandis- 
ing, January, 1941. 


HOLLYWOOD Pro-Gra-Log 


Marvin Clark Mfg. Co., 561 Paramount 
Bidg., Los Angeles, Calif. 


Device: Radio index and program re- 
minder. 

Selling Features: Illuminated rotating 
cylinder easily removed and change- 
able; small 74 watt globe provides 
light; may also be used as a night 
light or “Dim Light”; available in 3 
finishes: polished nickel, antique 
bronze and mahogany. 

Price: $1.95.—Electrical Merchandis- 
ing, January, 1941. 


4 
JOHN, YOU'RE MISSING A BIG BUSINESS CHANCE. 
1 NEVER REALIZED THE 


PROFIT IN KITCHEN MODERNIZATION 


AND SELLING UNTIL | WENT INTO THE 


YOUNGSTOWN PRESSED STEEL KITCHEN 


BUSINESS. 


| am finding out that YPS Kitchens are in reality the super-major appliance 
that we were looking for. 


The Youngstown Pressed Steel kitchen cabinets and cabinet sinks — made 
by mass production methods — have opened up the mass consumer market for 
us and, Brother, does it feel good to get the old time dollar margin on a sale 
again! 


YPS has a complete Sales Promotion Plan with Catalogs, Floor and Window 
Displays, Advertising Mat and Electro service, Direct-Mail, Salesmen’s Kits, 
Miniature Kitchens, and Sales Schools. 


YPS Kitchens are being nationally advertised in Ladies’ Home Journal, Good 
Housekeeping, Better Homes and Gardens, and The American Home. 


YOUNGSTOWN PRESSED STEEL DIVISION, Dept. 80, EM-141 
Mullins Manufacturing Corporation, Warren, Ohio. 


Please send me complete information on the YPS plan for my territory. 


Name 
Address 


City State 


COPYRIGHT 1941 YPS 
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“LOOKS LIKE 
A PROMOTION FOR MEI" 


“Boy, am | happy! The boss just told me that this is 
the third consecutive month I've led in appliance sales 
——and he hinted that | might soon get a promotion. 
One reason I'm selling more is that | mention to pros- 
pects that my appliances are equipped with General 
Electric motors. I've found that it pays.” 


True enough, niost women don’t 
understand motors, but they do know 
They 
know from experience that it means 


the name General Electric. 


high quality. They know the motor 
must be dependable. 


Surveys prove a preference for G.E. 
When women were asked, “If you were 
buying a refrigerator, a washing ma- 
chine, or an oil burner, what make of 
electric motor would you like to have 
on it?’’ more of them favored General 
Electric than any other. 


Take motors for refrigerators — her- 
metic motors. General Electric has 
built more than four million. These 
motors are carefully insulated, and the 
rotorisa solid, one-piece, cast-aluminum 


winding — practically indestructible. 


G-E MOTORS HELP YOU SELL 


For more information about G-E motors, call the nearest G-E 
office, or write General Electric Company, Schenectady, N. Y. 


GENERAL ELECTRIC 
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NEW 


ARMSTRONG Ironers 


Armstrong Products Co., Huntington, W. Va. 


Models: Armstrong De Luxe, Master, 
Porta-Lectric and new ironer table. 
Selling Features: De Luxe C-21, has 
21 in. free roll; thermostatic 3-heat 
control; convenient elbow operation; 
oilless bearings; spring cushion shoe 
break protects clothes and ironer;: 
makes 5 rpm; 1100 watts, 50-660 
cycles, 110-120 volts a. c.; chrome 

and porcelain finish. 

Master, streamlined, full 21 in. 
roll; thermostatic heat control; el- 
bow operation; pilot light. 

Porta-Lectric, 18 in. roll, elbow 
control, large heating surface, weighs 
only 26 Ibs. white enamel table, mod- 
ern design, low priced for adv. and 
window display. 

Prices: Deluxe $29.95; Master $34.50. 
—EFlectrical Merchandising, January, 
1941, 
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HOTPOINT Ranges 


Edison General Electric Appliance Co.., 
5600 W. Taylor St., Chicago, Ill. 


Models: Deluxe Tiffany, New Cen- 

| tury, Hostess, Aristocrat, President, 
Empire, Bungalow and small apart- 
ment house model. 

Selling Features: Deluxe Tiffany, out- 
standing 1941 model equipped with 
twin-lamp and condiment set on back- 
splasher; warmer unit, “Tiffany” 
utensil set which consists of 2 cov- 
ered utensils of corver-clad stainless 
steel—a 10-in. skillet, a 2-qt. and a 
3-qt. saucepan. ‘“Timemaster” built- 

} in on some models and as accessory 

on other models in a new automatic 

timer-clock with simple legends for 
automatic oven cooking. “Timemeas- 


ure” sounds chime note for short 
cooking operations from 5 min. to 1 
hr. operation. President, Hostess, 
Aristocrat and Tiffany models have 
both on chrome-backsplasher. Deluxe 
Thrift Cookers have 5-heat Calrod 
unit; Flavor-Seal lid; 5 cooking 
heats, polished aluminum shell and 


cooker pail. All models a 
with all-purpose Flavor-Seal 
with Calrod baking unit and a ne "a 
larger radiant broiler unit. Other§j 
features are l-piece Monotop cooking 
top; giant and utility size Hi-Speed 
5-heat Calrod surface units with 1-9 
piece aluminum reflector pans; oven] 
interior lights on 4 models; combi- 
nation roasting and broiling pan forf 
all but smallest model; “Quick Refer- HC 
ence Chart” on drip tray; illuminated 


dial switch buttons on Aristocrat and dison | 
Tiffany models; Venetialite cooking 5600 
top lamp with vanity mirror on top §—..i-¢: 
louvre; all models except Bungalow _ 
built-to-the-floor with utility drawers. 
—Electrical Merchandising, January, 

1941, elling 
matic 

v ton gi 

from 
rinsin; 

button 

in tur 

moun 

lution 

tacts 

rinse 

Calrot 


WHITE Sewing Machines 


White Sewing Machine Co., 
Cleveland, O. 


Device: Complete line electric and 
treadle sewing machine—15 in port- 
ables and cabinet models. 
Selling Features: 1941 line meets de- 
mand for furniture-styled machines 
to harmonize with furnishings in 
halls, bedrooms, sunrooms. Top mode! 
rotary electric Sewmaster, Series 77, 
incorporates all modern sewing fea- 
tures including forward and reverse & duces 


stitching, tension regulators, built-in B cycle 
sewing light. Lightweight portable & |Jates 
of a new magnesium alloy making it & min. 
lighter without sacrifice in size o shut 
features Special attachments for & also 
hemstitching, cording, shirring, rul- wash 
fling and many other operations. Dish 
Prices: $39.50 to $160.—Electrical Mer- & into 
chandising, January, 1941. tion | 
Whit 

v ing 

Mer 


ZIPPY Juicer 


De Jong Sales Co., Inc. 
324 Fifth Ave., Los Angeles, Calif. 


Sole Distributor 


Device: Zippy vegetable and fruit 
juice extractor. odel. 

Selling Features: Consists of 3 remov- elling 
able parts: cream-colored Bettle lid 
with automatic feed, porcelain bow! 
and centrifugal extractor; automatic om 
feed eliminates need for plunger; no 
peeling, paring or coring necessary— 
disintegration with extraction by cen- 
trifugal force; simple, sturdy, easy 
to clean; # hp. 110 volt ac. GE ally- 
motor; capacity about 1 qt. (depend- with 
ing on juice content of ingredients) § ‘tt! 
before cleaning out residue; weig!s § 0! 
27 Ibs.; 13 in. high, 10 in. base, male — ™° ! 


of plastic, stainless steel and porcelain B TOU" 
enamel. — Electrical Merchandisin4, chro 
January, 1941. Prot 
cond 

disiy 
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HOTPOINT Dishwashers 


dison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: Fully automatic dishwashers 


—single, dishwasher-sink, cabinet 


= combination with or without tops. 


clling Features: Completely auto- 
matic in operation—1 push of a but- 
ton gives dishes entire cleansing cycle 
from spraying through washing and 
rinsing to warm-air drying; push- 
button switch energizes a relay which 
in turn completes circuit to a timer 
mounted on the control panel—1 revo- 


§ lution of timer makes and breaks con- 


tacts in proper sequence to wash, 

rinse and dry a load. An 800-watt 

Calrod unit mounted in tub  pro- 


duces heat after spray-wash-rinse 
cycle is completed, impellor circu- 
lates warm air within tub; after 20 
min. impellor and Calrod unit are 
shut off automatically. Calgonite is 
also automatically released into dish- 
washer at correct operating stage. 
Dishwasher-sink may be converted 
into automatic Electrasink with addi- 
tion of Hotpoint Kitchen Waste Exit. 
White Calgloss cabinets, stain-resist- 
ing white porcelain tops.—Electrical 
Merchandising, January, 1941. 


GALE Refrigerator 
Gale Products, Galesburg, Ill. 


fodel: Supreme “6” 0S658. 


elling Features: New twin freezers 
provide adequate storage space for 
ice cubes and frozen foods; extra ca- 
pacity sliding meat drawer; sliding 
dairy basket; glass utility shelf; twin 
vegetable fresheners; thermometer; 
conveniently arranged shelf area; bal- 
anced “tilt” vegetable bin; hermetic- 
ally-sealed “Mechanical Iceberg” units 
with Freon refrigerant; “fluid cooled” 
Static condenser which, it is claimed, 
cools during the “off” cycle—no fan, 
no moving parts; cabinet styled with 
rounded top, massive wide door; 
chrome plated die-cast grill at bottom 
protects base, provides ventilation for 
condensing unit.—Electrical Merchan- 
dising, January, 1941. 


Your profit on a heating device almost 
never carries a service charge against it, 
simply because there’s virtually no 
service required. The only thing subject 


to wear is the heating element and this is 


usually made of Chromel, which still is 
good long after the device has become 
obsolete. This durability of Chromel is 
recognized not only by the device 
industry but by the builders of industrial 
furnaces that operate at up to 2000° F. 
This shows the factor of safety you have 
in a Chromel equipped device, on whose 
sale you have a good net profit... . 


‘Hoskins Manufacturing Company, 


Detroit, Michigan. 


LECTRICAL MERCHANDISING—JANUARY, 1941 


HOSKINS 


CHROMEL 


PAGE 115 


E : 
a new 
Other§ 
cooki rs i e e 9 9 
i-Speed 
combi- | 
pan 
Refer 
v : | 
aie 4 | 
| 
ROMIU 
CH 
— : 
r 
y, easy 
ELecrpicAL HEATING ELEMENT 
USED IN MILLIONS OF APPLIANCES | | 
> 
| _ 


| A SALES FEATURE | 
PROSPECT UNDERSTANDS 


ERY 


HOTPOINT Dishwasher-Sinks | a 


Edison General Electric Appliance Co, Ci 
5600 W. Taylor St., Chicago, Ill. 


Models: M15 and M16 dishwasheril Model 
sinks designed for sale to 
trade. De 
Selling Features: M15 equipped with Selling 
sink top and space beneath back-B 
splasher for faucets; M16 without 
for installation beneath special 
or cabinet tops; both models avail-fJ hel 
able with square or rounded cornerf 
mullions; white Calgloss bonderizedgy 
steel cabinets; stain-resisting white 
porcelain enamel tops; both models oe 
have Hotpoint 2-rack dishwasher aes 
with front-opening door; 57 pieces oi light 
tableware plus cutlery may be washe¢ ML 
and rinsed by operation of single 3- t . 
position control switch; push-button aa 
on dishwasher door marked “3” re 0. 
leases detergent cup inside door and— Kold 
spills Calgonite into dishwasher. M15 
48 in. wide, 393 in. high, 25 in. deep. = 
M16 48 in. wide, 344 in. high, 242 in vides 
deep.—Electrical Merchandising, ie shete 
uary, 1941. hold 
v Al 
Pow 
frige 
Jam 
F-M Water System 
, Fairbank, Morse & Co., 600 S. Michigor 
Ave., Chicago, 
Device: “Ready-to-plug-in” automatic 
pressure system for shallow wells. H 
Selling Features: Pump capacity 3759 Edison 
j ?. 
@ Prospects for household equipment ap- ized, you can make this feature make sales. = Ak. 56 
preciate the value of rust proofing. All It is most important to the continued satis- flow under 20 to 40 Ibs. Pressure; “— 
= compact, overall height only 31 in 
know the effectiveness of Bonderizing. faction of your customers. Tell them about eutomatic: iaclades orm pump, Sellin 
They have read about it in national mag- it. They will appreciate it. It is one of those — oe pressure gauge, al any 
azines—have seen how it protects their , . volume control, automatic reset over ing 
things that helps make friends and good . 
how it keeps refrigerators Bs Ps & load _relay.—Electrical Morchendie tum 
customers. ing, January, 1941. hea 
and washing machines looking bright and ’ ing. 
clean—how it holds the enamel and pre- ary 
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vents chipping. 


If the refrigerator, washing machine, iron- 
er, or other equipment you sell is Bonder- 


eal for this Sook 


Ic includes everything the sales- 
man should know about Bonderiz- 
ing—how it is applied—why it holds 
the finish—why it prevents rust. 


PARKER RUST PROOF COMPANY « 2164 E. Milwaukee Ave, « Detroit, Michigan 


ROBERTON Mower 


The Roberton Mfg. Co., 10th & Sheridan 
Ave., Michigan City, Ind. 


Device: Gasoline power lawn mower. 
Selling Features: No complicated 
levers; trimming is made easy by 
novel finger-tip speed control; run- 
ning speed 14 to 3 mi. per hr. 
Briggs-Stratton 4-cycle § hp. WI 
type engine with rope starter an¢ 
automatic governor; combination V- 
belt and roller chain transmission; § 
sealed ball bearings; cutting unt 


with 5 blades and pressed steel + | 

spider reel double riveted; replace- 
able 1-piece tool steel cutter bar; Lewi 
RUST free running reel adjustment; a p.., 
of gasoline operates mower for 4 hrs. Soll 
Price: $77.50.—Electrical Merchandis Pri 
ing, January, 1941. ‘a 
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CROSLEY Refrigerators 
Crosley Corp., Cincinnati, O. 


Models: Standard 6, Master 6 and 
Deluxe 8, 

Selling Features: Super Shelvador—5 
extra shelves in door gives “twice as 
much food to the front” break-proof 
egg rack holds 14 eggs; bottle shelf 
holds nine 6 oz. bottles; roomy 
shelves with removable bottoms, Du- 
luxe finish; Freezorcold for fast freez- 
ing has 1 refrigerated shelf and 4 
quick release ice trays, self-closing 
door, red button defrost indicator; 
— bottle space, automatic floor 
ight. 

Master model has lift-out shelf for 
storing bulky foods—chrome, shelf 
type thermometer; Storabin. 

Deluxe model equipped with Moist- 
Kold compartment—plate glass clear 
vision crisper for storing vegetables, 
salads, etc.; Crosley “Ventilair” pro- 
vides air circulation; chrome finished 
shelves; Cold storage meat drawer 
holds 14 Ibs. meat. 

All models equipped with Super- 
Power Electrosaver, Freon-12  re- 
frigerant.—Electrical Merchandising, 
January, 1941, 


v 


HOTPOINT Clothes Drier 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Models: Low wattage Tumbler Clothes 
Drier, 

Selling Features: Can be installed on 
any 110 volt circuit; no special wir- 
ing required; 1400 watt unit; clothes 
tumbled about in gentle electrically- 
heated air of drier are ready for iron- 
ing.—Electrical Merchandising, Janu- 
ary, 1941. 


LEWIS Sandwich Toaster 
lewis Electric Mfg. Co., Sebring, Ohio 


Device: No. 750 sandwich toaster. 

Selling Features: Double drip rolled 
edge grids, chrome plated, 11x6 in. 
575 watts, a.c. or d.c. 

Price:  $3.95.—Electrical Merchandis- 
ing, January, 1941. 


Device: 


Selling Features: 


Price: 


Model: 
Selling Features: 


Price: 


ANCHOR-AIRE Conditioner 


Anchor Stove & Range Co., 
New Albany, Ind. 


Complete winter air condi- 
tioning unit. 


Selling Features: Equipped with Anchor 


Kolstoker; full -sized squirrel cage 
type fan; 3 Fiberglas Dustop filters; 
an automatic humidifying device 
tapped into city water supply with 
automatic float valve to keep water 
a correct level; Anchor-Aire leak- 
proof heating element; inter-change- 
able Blower-filter compartment can 
be attached to either side of heating 
compartment; complete set of con- 
trols including thermostat, time relay 
and combination fan and limit control 
as well as clinker tongs; entire unit 
is enclosed in red streamlined casing. 
—Electrical Merchandising, January, 


LEWIS Biscuit Baker 


Lewis Electric Mfg. Co., Sebring, Ohio 
Device: 


Lewis muffinette and biscuit 
baker. 

Bakes from both 
top and bottom; chrome plated grids 
and baking cups; 500 watts; 8 in. 
wide, 44 in. high, 123 in. long; a.c. 
or d.c. 

$4.95.—Electrical Merchandis- 
ing, January, 1944, 


NU TONE Door Chimes 
NuTone Chimes Inc., Cincinnati, O. 


NuTone Mt. Vernon. 

3-tube effect brass 
Colonial shield, 113 in. high; easily 
attached to present wiring; sounds 2 
musical tones for front door, one for 
rear; attractively boxed in red, white 
and blue gift box. 
$4.95.—Electrical Merchandis- 
ing, January, 1941. 
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Is your Advertising 


ode 


Support 


a “1933 MOD EL’? 


Here are some of the new 
conditions that have changed 
markets and merchandising 
since 1933 


HOMES... Nearly three million more people 
live in the Suburbs than ten years ago .. . in- 
creasing Suburban population to 6,500,000 
families. Ten times as many homes were 
built in 1940 as in 1933—mostly “‘suburban” 
neighborhoods. While total American popu- 
lation gained only 7%, there was a 16% 
increase in the number of families—almost 
5,000,000 new homes to sell! 


INCREASED FAMILY INCOMES... . Salaries 
and wages increased over 50% between 
1933 and 1940 . . . America’s family pur- 
chasing power will be at an all-time high 
in 1941. 


BETTER TASTE— BETTER LIVING STAND- 
ARDS... Over 6 million more men and wom- 
en acquired a high-school or college educa- 
tion between 1933 and 1939—an increase of 
50%. They want the better things in life. 


ADVERTISING ... The American Home 
magazine has been both a cause and an 
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effect of these trends . . . its circulation 
climbing from 300,000 to over 2,000,000 
since 1933. Its advertising revenue increased 
ten times over, gained $1,000,000 in the 
past year. 


are so sure that more of your best 
prospects for home equipment and 
furnishings are concentrated among the 
over 2,000,000 families who now read The 
American Home that we are willing to pub- 
lish the following proposition to advertisers. 


A TEST OF ADVERTISING SUPPORT! 


Let the advertiser pick any typical urban 
markets for which there is a list of buyers 
or users of his product, or buyers of allied 
products, or good prospective customers. 
To him, or any independent retail or re- 
search organization having this list, we will 
give our list of subscribers to be checked in 
comparison with any other magazine or 
magazines on his list. If the results do not 
prove that The American Home reaches 
more buyers, users or prospects per dollar, 
WE WILL PAY THE ENTIRE COST! (If 
The American Home does win, we'll be 
glad to pay the costs anyway!) 

Here are 9 good reasons why we believe 
The American Home will sell more goods 
at lower cost! 


JANU 


THE AMERICAN HOME HAS: 


I—the highest percentage of families with in- 
comes over $1,000 a year of any magazine with 
2,000,000 or more circulation. 


2—the highest percentage of circulation in Amer- 
ica’s fastest growing markets—‘“‘suburban” homes. 


3—the kind of reader-families with children, 
who must use quality merchandise. 


4—both men and women readers. This dual 
appeal is vital for selling merchandise which is 
considered by husbands and wives together. 


5—more advertising of investment products for 
the home than any major weekly or monthly 
magazine (home furnishings, electrical equipment, 
building materials, etc.). 


6—long reading life... The American Home 
is referred to again and again for useful ideas 
during its full-month reading life—and then some! 
Its new straight-line, continuous make-up gives 
both increased exposure and longer reading life 
to all advertising. 


7—a higher percentage of readers between 25 
and 45 years than any ‘‘home-service’’ or 
“women’s” magazine... the years that are richest 


in income and most active for buying. 


8—70% of its circulation in the retail shopping 
areas of cities over 100,000, where 70% of all 
,,wired homes are located. 


; —families who live in real home neighborhoods 
*"—the stable kind of people you’ll need as your 
customers in 1941. 
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A. P. Macllroy, H. A. Quackenbush, B. C. Neece and W. S. 
James at electric range luncheon during the convention. 
Bret Neece played host. 


Members of the vacuum cleaner group at the Universal pre- 
view luncheon. Left to right: J. M. Cawley, F. P. Nester, Ed. 
Mason, L. E. Starker and H. W. George. 


See new models of electric ranges, water heaters, washers 
and cleaners, and hear 1941 merchandising and advertising 


plans of Landers, Frary & Cark at New Britain, Conn. 


Bert Owen, New York office vice president for Universal 
(left facing camera) laughs at one of Harry Parsons’ stories. 
Fred S. Dale, A. Arnau and Roy Brown also face camera. 


Universal regional managers get together: B. B. Luce, F. H. 
Guyant, J. M. Cawley, Lee Moss (vacuum cleaner sales man- 
ager) H. Elkins, J. V. Begley and F. P. Nester. 


Universal chefs sing a song of “precision cooking". M. L. 
Vose, Roy Brown, W. F. Hathway, H. P. Denison and H. A. 
Quackenbush are the choristers. 


Some more Universal "K.P." do their stuff at the Landers 
convention. F. W. Stegeman, H. A. Brisbin, H. P. Denison 
and W. F. Hathway do a job on the food. 


Universal field managers wait the go sign on their cooking 
spree: L. J. Drager, D. Connelly, S. A. Chidsey and L. D. 
Allen start "precision cooking”. 


W. J. “Bill Cashman, left, sales promotion manager for 
Universal; Lilyan Tinsley, home service director for Universal 
and Harry Parsons, head of the range department. 


4-DAY Convention 


A Universal dinner conference of mid-western 
managers. Left to right: H. M. Conlin, F. W. 
Stegeman, V. J. Girardin, M. M. Myers, G. 
Lythgoe and R. J. Baker. 


E. L. Farquharson (behind washer) Uni- 
versal washing machine sales manager i : 
illustrates features to Jim Cashman, left, | 

Paul Berner of Lovell. 


> 


S. A. Chidsey, Universal New England 
representative, is shown preparing a j 
southern style dish with the help of R. A. | 

Beyers and F. Cary Fitts. Boy! Ma mouf 
waters! 
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A hall is hired and every product presentation of General Electric has its own Conventional type washers and ironing machines take up this part of the home laundry : 
booth. This is the home laundry with the new automatic prominently displayed. equipment display. General Electric executives put on the shows in various cities. 


P 
These pictures from the hileo F 


show how General Electric Cons 
is bringing the 1941 prod- mois 


separ 


uct and _ merchandising giant 


Conventions 


Pow 
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This is the electric range display as put on in various cities by General Electric. Jack Poteat, second left, is manager of range and water heater sales for Gen- rom 
Note the air-liner streamline motif above the central panel. eral Electric and is shown here in the water heater section of the display which 


the company is bringing to cities throughout the country. 


midit 
pores 


chror 


"Boney" Atkinson, head 
of General Electric 
vacuum cleaner activi- 
ties, is shown, second 
from right, demonstrat- 
ing the new 1941 G-E 
cleaner at the booth 
of the travelling Gen- 
eral Electric show which 
is touring cities of the 
country now. 


orate 
Stora 


General Electric radio has its own place, 
in the sun with this interesting display Mike Sweeney is shown here demonstrat- 


which is part of the G-E story in its Leaner ing a General Electric refrigerator in 
travels around the country. Dealers and TO the refrigeration booth of the G-E trav- 
distributors visit around the various elling 1941 convention. The entire prod- 
booths much as they would in an elec- uct and advertising story is told at the 


trical show in a small town. meeting. 
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BARGAIN-PRICED WHILE QUANTITIES LAST! 


SPECIAL No. 1 SPECIAL No. 2 


* Sturdy Steel Case 
* Stainless Metal Trim 
* Three Smart Colors 
* Self-Starting Motor 


* Bell-type Alarm 
* Luminous Dial 
* Luminous Hands 

Self-Starting Motor 


PHILCO Refrigerators 
hilco Radio & Television Corp., Div. Philco 
Corp., Philadelphia, Po. 


fodels: MAH-7, MA-7, MAH-9, 
MH-6, M-6, MS-6, MR-6, MR-9. | 
‘elling Features: Improved Philco | 
Conservador; plastics substituted for | 
metals in many instances; new type 
moist “Cold Shelf” provides cold for 
separate moist cold compartment; 
giant-size frozen food compartment 
with separate chambers for ice cubes 
and frozen storage; large separate 
dry cold storage space; chrome trim; 
improved hermetically sealed “Super 
Power System.”  2-at-a-time ice 


ONLY 


New Chef — Cat. No. 2HX-12 RETAIL! RETAIL! New Lumalarm — Cat. No. 7HX-128 


| 
| 

cube release; adjustable _levelers ; A new and exceedingly attractive General Electric A special General Electric alarm model with quality 
thermometer visible as outer door is | Kitchen Clock for shelf or wall mounting. Has all the features, such as luminous dial and hands and bell-type 
sliding ‘shelf, some with lift-out cen- | quality features of standard G-E models. Yours to sell alarm, ordinarily found in clocks priced considerably {| 
ter, porcelain interior, Dulux ex- | for only $3.95 retail (with full mark-up) if purchased higher. Yours to sell for only $3.95 retail (with full 
with Opportunity Assortment No. 7 as described mark-up) if purchased with Opportunity Assortment 

_MAH-7, 7 cu. ft. equipped with below. No. 8 as described below. 
Conservador; frozen food compart- 
ment with separate chambers; dry OPPORTUNITY ASSORTMENT No. 7 : _._ OPPORTUNITY ASSORTMENT No. 8 
cold storage compartment; high hu- This value-packed G-E Clock Assortment contains one each of the ie aed Cee G-E Clock Assortment contains one each of the 
midity moist cold compartment; re- following numbers: Li y Lise Your 
frigerated aluminum “Cold Shelf” Type Gur Ma. Colac Name Type Cat. No. Color Price Cost 
porcelain sliding drawers under Cold New Chef Kitchen 2XH-12 Ivory re Foe 7HX-128 B 67 
Shelf ; high-humidity meat storage White $3.95 $2.67 } san lack. Blue, $3.95 $2. 
compartment ; non-refrigerated stor- Red 6 Green, Ivory 3.50 2.36 
age bin. Orderly Alarm 7H-116 Ivory 3.95 2.67 White, Red 

Mas 9 ex hh. Consents: Navigator Nautical 3H-98 Brown 5.95 3.87 Gay Occasional 3H-158 Brown 3.50 2.36 
fnaes feed comment: tts bee | CLOCKS AT RETAIL $13.85 — YOUR COST $9.21 CLOCKS AT RETAIL $10.95 — YOUR COST $7.39 

a pe » Mg u Plus colorful display, FREE! Plus colorful display, FREE! i 
midity meat storage; glass covered 


porcelain sliding crisper drawer with 
chrome tront. 

_MAH-9, 9 cu. ft., Conservador, 
irozen food compartment, dry cold ; 

and moist cold compartments; full , 

width sliding crisper drawer: meat 

Storage; unrefrigerated storage bin. 

_ MH-6, 6.3 cu. ft. has side mounted 4 
freezer unit with transparent swing- 

type door; large separate frozen ORDERLY NAVIGATOR GARCON raged . 


food compartment; dry cold and Cat. No. 7H-116 Cat. No. 3H-98 Cat. No. 2H-08 Cas. No. 31-158 | 
high-humidity moist cold compart- 


6.4 cu. ft. with transparent P E 4 L C Oo M B N AT N F F E R | 


Guanes alk edbasuins on Buy both assortments on one order and enjoy an extra discount and plus profits! 

top; 2 glass covered porcelain slid- YOUR COST, EITHER ASSORTMENT, YOUR COST THESE ASSORTMENTS WHEN 

ing crispers; non-refrigerated stor- IF PURCHASED INDIVIDUALLY — PURCHASED IN COMBINATION — 

age bin in 2 sections. ASST. No. 7 $9.21 ASST. No. 8 $7.39 ASST. No. 7 $8.71 ASST. No. 8 $7.04 
MS-6, 6.4 cu. ft., swing-type evap- TOTAL COST BOTH ASSORTMENTS $15.75 


orator doors; glass covered meat 


storage compartment; 2 glass cov- BUY BOTH AND SAVE — BUY BOTH FOR PLUS PROFITS _ 


ered porcelain sliding crispers; non- 


refrigerated storage bin. Order your Opportunity Assortments, at once, from your local General Electric Clock Whole- 

MR-6, 6.2 cu. ft., large concealed saler. If you do not know his name, write us direct. Above all, act promptly, for the bargain 
metal tray for defrosting or extra ‘ prices on the Special Models will apply only so long as quantities last. 
CLOCK SECTION, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 


non-refrigerated bin. 

MR-9, 9.3 cu. ft. capacity, for farm 
or suburban use; sectional shelves 
permit 10 different arrangements.— 


trical Merchandising, January, 
941. 
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Seen above is a portion of the field organization of the Eureka Vacuum Cleaner Company of Detroit, gathered to- 


gether on December 27 and 28 to see the new line of vacuum cleaners for 1941. 


The company's merchandising, 


advertising and product plans were presented by president H. W. Burritt, vice president in charge of sales George T. 


Stevens and advertising manager O. H. Goldberg. A banquet closed the sessions. 


EUREKA HOLDS 
ANNUAL MEETING 
AT DETROIT 
Field Organization Sees 1941 Line 


DETROIT—C 


arrying out the conven- 
tion theme, “Eureka Sweeps Ahead in 
"41." a new line for 1941, featuring 
brilliant colors, was presented to the 
held organization of the Eureka Vac 
uum Cleaner Company in its annual con- 
vention at Detroit, Michigan, Decem- 
ber 27th and 28th 

Included in the first day's program 
was the introduction of Eureka’s new 
patented and exclusive Attach-O-Matic 
Coupler that automatically removes and 
returns the motor belt, new department 
store displays with a complete selling 
st in moving color pictures. Also, 
resented to the field men was the com- 
pany 1941 merchandising and sales 
promotion plans, which will tie in di- 
ectly with new national magazine, 
newspaper and trade paper advertising. 

Eureka representatives were given the 
opportunity of inspecting the Eureka 
lactory, one of the most modern and 
best-equipped in the country \ ban 
quet closed the first day's sessions 

One ot the features of the second 
day's meeting was a round-table discus- 
sion where the salesmen pitched ques- 
tions and suggestions to the sales direc- 
tors. 

Leaders at this year’s convention. 
which factory officials called one of the 
most successful in recent years, were 
H. W. Burritt, president; George T. 
Stevens, vice president in charge of 
sales; and O. H. Goldberg, assistant sales 


Manager in 
promotion 


charge of advertising and 


CORRECTIONS 


T HE following changes and ad- 
ditions should be made in the 
Advertisers’ Index" appearing 
on page 159 of this issue: 


Page 


GENERAL ELECTRIC CO 123 


GIBSON ELECTRIC REFRIGER- 


ATOR CORP. 128 
PHILCO RADIO & TELEVISION 
CORP. 126 


The Publishers 
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"UNIVERSAL" REGIONAL MEN ATTEND 
4-DAY CONVENTION 


New Ranges, Water Heaters, 
Washers and Cleaners Unveiled 


NEW BRITAIN, CONN.—From coast 
to coast, regional sales managers of Uni- 
versal major appliance lines assembled 
at New Britain for a review of 1940 
ichievements and a preview of models, 
sales promotion and advertising for 1941. 

The four-day meeting opened on Mon- 
day with a special range session at 
which Universal executives announced 
“Precision Cooking” as the new Uni- 
versal range theme for 1941. 

B. C. Neece, general sales manager 
emphasized the fact that sales of ranges 
for 1940 far exceeded expectations and 
attributed the fine record to an aggres- 
sive sales organization. 

H. M. Parsons, newly appointed sales 
manager of the electric range division, 
presented each of the nine new models 
in detail. With the exception of two 
models which are still equipped with 
5-heat switches and combination and 
apartment-house models, all new ranges 
are equipped with the many features 


which go to make up “Precision Cook- 
ing.” 
W. J. Cashman, Universal sales pro- 


indicated how the “Pre- 
Theme would be worked 
into the 1941 sales and advertising pro- 
gram. He stated that a powerful bar- 
rage of sales messages in leading maga- 
zines such as Good Housekeeping, House 
& Garden, House Beautiful and others 
would invite the thirty-two million fam- 
ilies in the United States to see the new 
Universal line. 


motion manager, 
cision Cooking” 


Water Heater Line Introduced 


As a companion line to ranges, 
Parsons unveiled a full line of 
model water heaters for 1941, including 
three regular models and a_ table-top 
model, all in 30, 50 and 86 gallon 
capacity. During the second day of the 
session, the sales managers in attendance 
were given the complete product story 


Harry 
square- 


on both ranges and water heaters by 
H. E. Metz, Universal engineer. 
Mrs. Lilyan Tinsley, home service | 


director, put the boys through their paces 


in a “Precision Cooking” Chef's Course. 
Each manager was required to cook 
a complete oven dinner, an economy 


cooker meal, to bake pies and cakes and 
to complete several surface-cooking oper- 


| 


ations. At the close of the school, each 
manager was initiated into the newly 
formed “Universal Order of Precision 


Chefs.” 


Washer Story Takes Up Third Day 


At the opening of the washer sessions, 
Mr. Metz conducted the managers 
through the factory showing them step- 
by-step the quality of craftsmanship and 


materials which go into the new Uni- 
versal “Wash-White” Washer line. Mr. 
Metz showed the new Sterilator and 


pointed out its advantages over the or- 
dinary type of agitating device. 

Since practically all models in the new 
line are equipped with Lovell wringers, 
it was appropriate that Jack Schuler, 
Lovell representative be on hand to give 
a complete story as to the value of the 
various features of the wringer in com- 
petitive selling. 

E. L. Farquharson, electric washer 
sales manager who had previously opened 
the meeting and introduced the first two 
speakers presented the new line of 
“Wash-White” Washers for 1941. 

Mr. Cashman outlined the new Uni- 
versal washer sales promotion and ad- 
vertising program indicating that again 
this year Universal would be one of the 
few washer manufacturers to use a sus- 
tained program of national magazine ad- 
vertising. Advertisements are already 
scheduled for such outstanding magazines 
as Life, Parents’, House & Garden, House 
Beautiful and others. 

Universal vacuum cleaners came into 
their own in the final day of the four- 
day convention. 

B. C. Neece, general sales manager, 
opened the session by announcing that 
sales for 1940 had sky-rocketed to new 
highs. He complimented Universal dis- 
tributors and dealers on the fine job 
they had done and promised that the 
Universal Cleaner line would continue to 
pioneer new features such as the “tattle- 
tale” warning light and thus keep years 
ahead of the competition. 

Lee Moss, Universal vacuum cleaner 
sales manager, presented the new line of 
conventional cylinder-type cleaners show- 
ing the many outstanding features which 
have been added for 1941, and empha- 
sized the new Universal step-up plan 
which introduces a brush-type conven- 
tional cleaner with a new low price of 
$19.95 and also a complete range of 
models up to $49.95. 


JANUARY, 


GOLDBLATT'S STAGE 


BIG ABC PROMOTION; 


CHICAGO—Goldblatt Bros., 
seven stores in Chicago and other stor 


in Hammond, Gary and Joliet, are strifj 
ing right out again with a big-scale pr 


motion on ABC washers and other ap; 
ances to offset the usual after-the-hy 
day’s lull, according to ABC executiy 
from whom Goldblatt Bros., Inc., ha 
just made a big purchase of ABC spe 


value washers to be featured in the can 


paign. 

Quick to recognize the outstand; 
sales value of these high quality AI 
units, officials state that two importa 
factors prevalent at this time make 
season unusually propitious for 
launching of this campaign by this hig 
successful retail merchandising  instit 
tion: 

(1) The unusual value appeal 
sales power of these outstanding Al 
Washers, Models 241 and 
which ABC sales officials say may ney 
again be equalled. 

(2) Peak consumer buying power 
to greater general employment in 
area. 

ABC officials report the two Spe 


Value ABC Models 241 and 68 are me 
consumer acceé 


ing with tremendous 
ance across the country. 
Model 241 is a big, 194-gallon wash 
finished in gleaming white ABC Hi-B: 
enamel with de luxe features such 
touch release wringer, french type a 
tator, and precision built 
ABC Model 68 has a giant capac ity, 
gallon, porcelain tub of corrugated 
sign, streamlined touch release wring 
french type agitator, and other featur 
of the ABC famous World’s Fair mod 
It also is finished in gleaming wi 
ABC hi-bake enamel. Never before 
the history of washer merchandis 
have such outstanding values been 
fered, say ABC sales heads. 
The gigantic Goldblatt Bros., 
motion, scheduled to start immediat: 
after the turn of the year, will feat 
full-page newspaper advertising in tov 
where Goldblatt stores are located; « 


Inc., pr 


orful window displays and effective flo 


displays, all emphasizing the importar 
of this ABC washer event which 
similarly show the value placed on t! 
two special washers. 


H. B. Donley Wesco 


Manager in New York 


Harold B. Donley, manager of the 4 
pliance department, Merchandising I 
vision of the Westinghouse Electric 
Manufacturing Company at Mansfi 
Ohio, has been appointed merchand 
sales manager of the Westinghouse Ele 
tric Supply Company with headquart 
in New York City, it was announ 
recently by B. W. Clark, president 
the Supply Company. 

Beginning January 1, Mr. Donley © 
supervise all home appliance sales 
the Westinghouse Supply Company 
will maintain contact with the Mercha 
dising Division. He will also ha 
charge of the marketing of products 
other manufacturers handled by the >» 
ply Company. 

Mr. Donley has been with Westi 
house, Mansfield, for 18 years. In 1! 
he received his first job in the Mercha 
dising Division as a sales clerk on api 
ances and ranges. After acquiring 
sound knowledge of the business, he \ 
named a field contact man working \ 
wholesalers and retailers on appliat 
merchandising. 

In 1932 Mr. Donley was appoint 
manager of heating appliance sales w 
the responsibility of directing the C 
pany’s sales activities and merchanidis! 
programs for appliances. In 1934, 
mercial and household fans were adé 
to his group of products and a sh 
time later vacuum cleaners. Mr. Don 
has held his present position as manag 
of the appliance department in the Mé 


| chandising Division for the past 5 yea 
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Inc., wi 


68, valy 


mechanis 
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val W. B. Satterlee, left, and J. H. Wim- Kempf Brothers, Westinghouse Distribu- Representatives of Times Appliance Co., G. F. Kindley, (left) vice-president, and tet ~ 
\) berly, Jr., of the Columbian Electric Co. tors in Utica, N. Y., were represented New York City, at the annual Distribu- Edgar Morris, president of the Edgar ; 
8, valu in Kansas City, Mo., attended the Con- by L. M. Rayhill, sales manager, left, tors’ Convention included Willard Hall, Morris Sales Co., Washington, D. C., 
may ner vention. and Dr. R. Kempf, president. left, and O. W. Ray. attended the Convention. 
power | 
nt int 
E Two guests at the Convention were Tom 

0 Spe Savage of the Intermountain Appliance 
are me Co., Denver, Colo., left, and C. E. Reid, 
district merchandising manager for 
— Westinghouse in St. Louis, Mo. ; 
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Distributors Convention 


They came from all over the country to see the 1941 
Westinghouse line at Mansfield, O., December 12-13 
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These five Texans with Westinghouse Electric Supply Co. Five Far Westerners. Left to right are Eric Hall and From the Pacific Coast District came this quintet. Left 
. sales | attended. Left to right are E. C. Cummins, branch man- D. M. Salsbury, Seattle, Wash.; J. W. O'Neill, Butte, to right are W. M. Jewell and W. |. Powell, for West- 
mpany @ ager in Ft. Worth; Hal R. Edwards, branch manager in Mont.; and H. C. Dunlap, of Spokane, Wash.; all with inghouse Supply in San Francisco; E. J. Duggan, West- 
7 Merchia San Antonio; R. G. Berle, district manager in Dallas; Westinghouse Electric Supply Co., and J. A. Miles, of inghouse Supply in Salt Lake City, Utah; J. F. O'Donnell, 
C. M. Mackey, branch manager in Houston, and Ray Seattle, Wash., with Westinghouse Electric & Manufac- assistant sales manager of Westinghouse for the Pacific 
Hill, merchandising manager at Dallas. turing Co. Coast; and C. E. Saviers of H. E. Saviers & Son, Reno. 


Jonley 


> Mercha E. S. Brinsley, vice-president of the C. |. Left to right are R. L. Brown, of Indian- This quartet came from Tennessee. Left Central District representatives included: 
k on apt T. Corp. of New York City, left, and apolis, Ind.; G. F. Smith, Pennsylvania to right are E. L. Fielden, Knoxville, and left to right, A. R. Heck, of Cleveland, 
cquiring G. T. Dunklin, treasurer in charge of Electrical Engineering Co., Scranton, L. W. Hughes, B. O. Kristoff, and Frank and E. C. Brode, Detroit, both with 
ess, he ¥ installment finance, Westinghouse Elec- Pa.; J. H. Fisher, of Philadelphia, Pa.; J. Moore, Jr., of Chattanooga. All repre- Westinghouse Electric Supply Co., and 
oo tric & Manufacturing Company, of New T. Urban and J. C. Schmidtbauer, both sented Southern Furniture Sales Com- Tom Mason of Kelley-Mason Co., Cin- 
. York. of Westinghouse Supply in Chicago. pany. cinnati, Ohio. 
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PHILCO 
ROOM 
VENTILATOR 


All-Year-’Round 
Business for You! 


Now, for the first time, a 
ROOM VENTILATOR at a 
price so amazingly low it will sell 
like hot-cakes. An entirely new en- 
gineering development that gives it 
all of the efficiency of units costing 
almost twice as much! 


®@ Brings in Fresh, Clean, Filtered Air 
475 Cubic Feet Per Minute. 


@ Shuts out Noise, Dirt, Dust. 


@ Exhausts Stale, Stuffy Room Air 
. « « 110 Cubic Feet Per Minute. 


@ Recirculates Room Air 


. . « 185 Cubic Feet Per Minute. 


A tremendous year 'round market is 
opened for you! Every office, home, 
apartment is a prospect . . . large 
volume, steady profits! Easy-to- 
handle package merchandise! No 
Saturation! No Trade-in Allow- 
ances! Installation is quick, easy. . . 
a thirty-minute, one-man job. Get 
ready to cash-in! Mail the coupon 
today for full information. 


Price Slightly Higher Denver and West 


Philco Radio and Television Corporation 
Dept. No. 545, Philadelphia, Pa. 


Please send me full details of your dealer 
franchise proposition on the new Philco 
Room Ventilator, together with Discounts 
and your Special Wholesale Credit Terms 
and descriptive literature. 


Name 


Street 


Count 


City 
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NORGE USES CLINIC 
PLAN TO INTRODUCE 
1941 MODELS 


DETROIT—New idea at Norge in De- 
cember was a series of five two-day clin- 
ics which gave distributors from all parts 
of the United States personal tete-a-tetes 
with officials of the Norge division, Borg- 
Warner Corporation in Detroit. 

A school presided over by M. W. 
Thompson, Norge sales promotion man- 
ager, gave visitors a chance to see the 
sales points of all Norge models. 

The 1941 list of Quiet-Flo Rollator 
refrigerators includes three groupings 
of super-de luxe, master de luxe and 
de luxe models. Basic classifications 
divide the line into five 9 ft. models, 
including a special farm model; four 
“06” series models with 6.6 cu. ft. ca- 
pacity; and three 6 ft. models of about 
6t cu. ft. capacity. 

The new “night watch” 
four models is considered by Norge 
as one of the most important major 
developments in refrigeration. It elim- 
inates the ordinary method of manual 
defrosting by automatically turning off 
the box at midnight long enough to melt 
the day’s slight coating of frost. 

[he defrost drip drains into a 
pact out-of-the-way glass 
and permits full use 
drawer 


standard on 


com- 
container 
of the cold pack 
as a meat container. 

Again offered on several 
season is the 


models this 
Norge Cellaret which pro- 
vides an unrefrigerated storage com- 
partment for reserve supplies. 

\ special new Norge model is the 
new DF-901, a full size 9 cu. ft. box 
designed especially for farm homes. Its 
flexible shelf arrangement permits adap- 
tion of many different storage purposes. 

The idea of a clinic instead of a con- 
vention came from the fact that it per- 
mitted each distributor to have a per- 
sonal visit with Jack Tenney, refrigera- 
tion sales manager; then with Earl 
Bridge, sales manager for washers; E. J. 
tanker, gas ranges; R. Kitson, electric 
range sales manager; Malcom Bard, 
commercial sales manager; Robert Pal- 
mer, credit manager; George Whitney, 
advertising manager, and John Parks, 
treasurer. Topping this off came con- 
ferences with M. G. O’Hara, vice presi- 
dent in charge of sales, and John Puffer, 
general sales manager. 

“Orders in 


( excess of any similar 
period in Norge history were received 
from distributors during the meeting,” 
said president Howard E. Blood. 


G-E SALES FRATERNITY 
ENROLLS 10,000 MEMBERS 


BRIDGEPORT, CONN. — Representa- 
tive delegates to the first annual national 
conventions of General Electric Retail 
Development League will convene in 
New York City on January 27, 28 and 29, 
and in Chicago on February 3, 4, and 5 

it has been announced by Jean DeJen, 
national president of the R.D.L. and 
manager of the retail development sec- 
tion of the G-E appliance and merchan- 
dise department, Bridgeport, Conn. 

_ The decision to hold two conventions 
in separate cities was made in an effort 
to hold travel time of delegates to a 
minimum, DeJen said, so that more hours 
could be given over to business during 
each three-day meeting. 

In reporting on the first year of Gen- 
eral Electric’s ambitious attempt to or- 
ganize all retail salesmen, DeJen pointed 
out that more than 10,000 G-E appli- 
ance retailers and salesmen were enrolled 
during the early part of 1940. 

The Retail Development League was 
organized as a national fraternity for 
appliance salespeople. National head- 
quarters are in Bridgeport. Twelve dis- 
trict offices are established in each of 
the company’s appliance sales districts. 
G-E appliance distributors are chartered 


as “grand chapters,” and local retail 
chapters are formed with a minimum 
membership of 10 and with a meeting 


place within easy driving distance for all 
members. 


MKB Radio Miss 


Biggest news in Modern Kitchen Bureau's 
1941 water heater program is the use of 


radio transcriptions. Sixteen 1|-minute 
"“ads'’ using song, says the miss. 


DONALD DUCK BACK 
FOR MKB '41 PROGRAM 


Water Heaters Will 
Have Radio Time, Too 


NEW YORK—Donald Duck returns to 
the electrical merchandising scene again 
this year, this time accompanied by his 
three noisy nephews, as The Modern 
Kitchen Bureau points its 1941 program 
for dealers towards the greatest year in 


history in the sale of electric water 
heaters. 

The Bureau’s new campaign, put to- 
gether with the theme of “Electric Water 
Heater Jubilee,” points out that 1940 
saw more electric water heaters sold 


than any previous year and that with 
definite and established consumer accept- 
ance of the electric water heating idea, 
1941 offers dealers, utilities and manu- 
facturers alike their greatest opportunity 
for profit. 

B Martin, manager of The Mod- 
ern Kitchen Bureau, looks at it this 
way: 

“With nearly a million homes now us- 
ing electric water heating, consumer ac- 
ceptance of the electric water heating 
idea is definitely here. Pioneering days 
are over and the time has come when 
sales will be easy to make. Because 
of the vast amount of new home build- 
ing and the large modernization pro- 
gram now on among home owners, as 
well as the generally increased desire 
for this modern service, electric water 
ey will see their biggest year in 
194 

Walter H. Sammis, vice-president of 
Commonwealth and Southern and Chair- 
man of The Modern Kitchen Bureau, 
has previewed the program and says: 

“The Modern Kitchen Bureau’s water 
heater promotion for the spring of 1941, 
in my opinion, offers utilities the best 
material that has ever been provided to 
increase the sale of electric water heaters 
and thus secure increased load from this 
important appliance.” 


New Radio Program 


A feature of the 1941 spring promo- 
tion is the brand new radio program 
which will give utilities and dealers a 
medium that has long been needed to 
advertise electric water heaters. Made 
up into a series of sixteen 1-minute 
water heating “ads” using song, verse 
and dialog, the whole thing goes on a 
transcription using professional talent 
and big-time radio announcers. No 
brand names are carried on the discs, as 
the whole idea has been worked out to 
sell the service of electric water heating 
and allow time at the end of each an- 
nouncement for the dealer to tie in his 
own name and brand by local announc- 
ers. This particular feature of the new 


JANUARY, 


plans is expected to be one of the m 
useful and productive advertising piecd 
ever made available to dealers in electr 
water heaters. 
Another prominent feature of the ne 
campaign is a series of carefully work 
out newspaper ads, mats of which y 
be made available to dealers. These a 
are more flexible than last year and a 
written from a strictly local standpoj 
in order to work to the best advantag 
of dealers. 
ing dealers the added attraction of son 
of the most popular characters of the da 
Thirteen major manufacturers creat 
and are supporting this MKB progran 
Mailings of complete kits including Pl: 
Books and samples of each piece of m: 
terial are being distributed this mon 
to a list of some 4,500 utilities an 
dealers. Advance notices of the cam 
paign were sent out in December a 
according to present returns the ne 
water heating program will be the moj 
active campaign in history. Dealer 
utilities, plumbers and others interests 
in the sale of electric water heaters a 
asked to communicate with The Mode 
Kitchen Bureau, 420 Lexington Aveny 
—_ York, for further information. 
“Jubilee Jackpot” of prizes to uti 
ue and dealers has been provided j 
window displays, floor displays and t 
best over-all job in 1941 among utilitic 
A complete and separate broadside of t 
feature of the campaign is contained 
each kit. Those wishing extra cof 
and others interested in the competiti 
may secure them from the Bureau. Ty 
thousand dollars in cash prizes are { 
up by the Bureau. 


HIGHER UNIT SALE 
EASY'S GOAL FOR ‘4! 


SYRACUSE, N. Y.—A further increa 
in Easy Washing Machine Corporation 
unit-of-sale—already far above the ave! 
age for the industry—will be a maj 
objective of the company’s 1941 progra' 
according to J. J. Nance, general sal 
manager. 

“We believe the methods which help 
elevate our unit-of-sale materially sin 
the introduction of our new line w 
prove even more effective in 1941,” M 
Nance said. 

“There is every assurance now th 
the entire washing machine industry W 
enjoy a substantial increase in volume 
sales during 1941. Our program for t 
coming year is designed not only to mai 
tain, or improve, our share of the tot 
volume, but also to stimulate a high¢ 
proportion of sales in the better mode 

“With buying power on the increas 
conditions are ideal for the promotion 
higher vrice merchandise. Anticipatin 
this, our 1941 line was built on t 
step-up principle to help dealers sell : 
to the top quality models. Sales in th 
short period since the line has been « 
demonstrate the soundness of the theon 
One month after it was introduced « 
sales not only hit an all-time high, | 
also showed a _ unit-of-sale increase 


“In 1941 we will promote our washe 
and ironers in the $100-and-up class ev 
more aggressively than during the pa 
year. National advertising on these mo 
els will be increased, dealer merchandi 
ing will be extended and store prom 
tions will be both broader in scope a 
more numerous. 

“This latter applies particularly to ¢ 
partment and furniture stores. Speci 
promotions on top-quality merchandi 
are being prepared for these outlets ) 
our Major Dealer Department.” 


CORRECTION 


In the December issue of ELECTRICAL 
MERCHANDISING, the date of the ap- 
pliance and home furnishing shows # 
the American Furniture Mart were give? 
as January 8-20. These dates shculd 
have read “January 6-18". 
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Some shots from the annual con- 


vention of the Nash-Kelvinator 


Corporation at Detroit 


Where Douglas sits is the head of the table, runs an 
old poem, so this is it: H. T. Pierpont, director, Nash- 
Kelvinator; Otis Larson, Larson-Nash Motors, Denver; 
George W. Mason, President, Nash-Kelvinator; and 
G. V. Egan, treasurer. 


There was a lot of weight being thrown around 
at this table: Ray Legg, western sales manager, : 
Nash-Kelvinator; W. A. Blees, General Sales . 
Manager, Nash division; W. F. Armstrong, Ex- Pet 
ecutive vice president, Nash-Kelvinator; D. A. eo 
Packard, eastern sales manager; C. J. Coward, 
advertising manager, is barely visible. 
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The glad smile is being supplied by Charlie T. Law- 
son, household sales manager; with him is F. N. 
Pattison, district manager and C. R. Brogan, zone 


now th manager at Atlanta. 
lustry w 

volume Beer may have made Milwaukee famous, but the Mor- 

am for t ley-Murphy crowd get only ice water at Detroit; C. E. 


ly to main 
the tot 
a highe 
er mode’ 
e increas 
omotion 


Willert, Walter Stiles are among those present. 


nticipatir 
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UP SELLING 
the theon 


duced ov PA 
high, b AND PRICES 
ncrease 
ur washe 
class ev . 
g the Js A R. C. Cameron, manager major market 
oe Pi sales, climbing ladder of Kelvinator pro- 
scope af The Seattle boys were red hot with Kelvinators in Frank R. Pierce with chart showing all R. W. Walsh, zone manager for 
1940, so here's a picture of R. F. Meggee of Harper- models and prices of the 1941 Kelvina- Detroit brought F. W. Hackett of 
Meggee, surrounded by associates. tor line. Good House- 
nerchandi — - most as mild as Miami, from 
outlets } whence came Clyde Harris, 
ie Buffalo had a big 1940 with Kelvinators, so Frank R. Pierce, general sales These big distributors came Here is A. T. Palmer of P. S. of Graybar merchandise man- 


these boys get their photos taken: Reed Powell, manager of Kelvinator Corp., from the tiniest states: Al New Jersey getting attention; ager; C. H. Sheppard, Gray- 
Larry Paul, wholesale, L. A. Schnake, Curt had lunch with Dan Lunt of Nichols of Providence, War- with him is R. P. McPherson of bar; and Lew Fields, Graybar 
Upper and R. A. Demmer. Jordan Marsh Co., Boston. ren Pearce and E. B. Grain. Nash-Kelvinator Corp., N. Y. manager, Jacksonville, Florida. 
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GIBSON 


BROUGHT THE AVERAGE GIBSON 
DEALER A 43.3% INCREASE IN 
DOLLAR VOLUME IN 1940! A 


. while the average dealer carrying : 


LOWEST PRICE EVER. 
On a Freez’r Shelf Model 


Twenty dollars underlast year's recommended 95* 
list, yet you make just as much — percent- 1 29 — 


age! Get this hot one on your floor QUICK! F. oO. B. FACTORY 
* (RESALE PRICE RECOMMENDED BY GIBSON) 


lect 


other makes got only a 7.7%* increase 
in 1940 dollar volume over 1939. Sales 
in units were up for everybody in 1940 
—but sales in dollars, for the average 
dealer, did not keep pace with increased 
sales of units. Yet the average Gibson 
dealer not only sold a bigger percentage 
of volume than the average dealer sold, 
but he also collected 43.83% more dollars 
for doing it! Isn’t this the kind of a line 
with which you can make more money? 
Why not phone or write your Gibson dis- 
tributor today? 
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Dealers carrying ordinary makes have no easy job 
when they try to sell up to their higher priced 
models — because the higher priced models are so 
very similar to the low priced leaders. “Why should 
I pay more?” asks the prospect. No such trouble 
with Gibson. Prospects see, touch and understand the 
exclusive Gibson improvements — Freez’r Shelf, 


Chill-Drawer and Defrostajar. Then they buy — co 
Gibson’s 43.3% dollar increase proves it! Ask us ot * 
for your distributor’s name — get in touch with him nd gi 


today! 


The Famous 


n this 
nces 
GIBSON 
ossibl 
Profit 
All 
STEP-UP 
ising 
nd E 
Is be 


Now Applied 
to Gibson 
Electric 


Biggest refrigerator value-per-dollar ever offered. Sensa- 
tional low advertised price brings prospects into your 
store. Capacity is 6.45 cu. ft. with all-steel cabinet and 
time-tested sealed Scotch Yoke mechanism, BUT IT HAS 
A HANG-DOWN FREEZER LIKE ALL OTHER 


appreciated. Only four models, with easily-seen “step-up 


ORDINARY MAKES... so you have no trouble in 
selling the prospect up to Gibson’s exclusive Freez’r Shelf 
models which bring the customer greater satisfaction and 


differences” throughout. Electric range business is now 
in the high-profit phase. Make real profits in it right 
now — get the short Gibson line —see how the higher 


j 
bring you more money! priced models will sell! 


*Source; Retailing Home Furnishings Weekly, Oct. 7, 1940. 


Gibson Electric Refrigerator Corporation 


GREENVILLE, MICHIGAN Export Office: 201 N. Wells St., Chicago, U.S. A. © Cable Address: Gibselco, Bentley Code 


Mahers of Greez'n Shelf Refrigerators and Koohall Electric Ranges 


SEND YOUR INQUIRY TO GIBSON —IT WILL PROMPTLY BE FORWARDED TO YOUR GIBSON DISTRIBUTOR 
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PEOPLE + PRODUCTS - PLANS 


lectrical Merchandising Review of the Month 


January, 194] 


utomatic Washer, and Reverse 
Cycle Air Conditioner Shown at 
Preview of 1941 Lines 


EW YORK, N. Y.—An informative 
beling program designed “to provide 
msumers with the information they 
ant to know about electrical appliances” 
as announced recently by the Westing- 
ouse Electric & Manufacturing Com- 
any's Merchandising Division. 
The new labels appeared on the prod- 
cts shown by the company at a preview 
its 1941 lines of refrigerators, ranges, 
rd other appliances. Introduced pub- 
for the first time were two new 
“Laundromat,” the 
'estinghouse automatic cycle washer, 
ind a reverse cycle air conditioner which 
rovides cool air in summer or warm air 
1 winter. 
“This informative labeling program is 
ased on our conviction that the con- 
umer wants to have—and is entitled to 
ave, the complete facts about a product 
fore making a purchase,” Frank R. 
Kohnstamm, sales manager of the Divi- 
ion, said in making the announcement. 
“We believe that by affixing to a prod- 
ct a label which is truly informative 
nd gives the beneath- the-surface de- 
ails, a shopper is best provided with a 
jasis for intelligent appraisal and com- 
arison.” 


I! Appliances to be Labeled 


Westinghouse is embarking immediately 
n this program of placing on its appli- 
nces informative labels affixed by a 
ethod which makes their removal im- 
bossible unless a seal is broken. Sub- 
titution of label containing erroneous 
ree will be impossible. 
All labels will be placed on the prod- 
bets at the two Westinghouse Merchan- 
ising Division plants in Mansfield, Ohio, 
nd East Springfield, Mass. The labels 
re being placed on all major appliances 
bi the 1941 Westinghouse line at present. 
cope of the program later will be ex- 
anded to include all appliances in the 
ine, 

Developments of the Laundromat is 
xpected to revolutionize home launder- 
g methods, Mr. Kohnstamm said. The 
lachine carries out the complete cycle 
t clothes washing operations, thus giv- 
ng the housewife more leisure time. First 
¢ Laundromat mixes water to the cor- 
ect temperature, then washes and rinses 
he garments in three separate “baths.” 
inally the clothes are dried by a spin- 
ling process in which the porcelain 
asket of the machine revolves 500 times 
minute. Throughout the cycle the 
undromat remains free from  vibra- 

The new plug-in air conditioner, known 
Rs the Mobilaire, is the first window- 
ype room cooler to be developed which 
Also provides heat by reverse cycle re- 
Tigeration. In the heating phase of its 
peration, it makes use of a principle 
vhich literally puts a summer air con- 
titio ning system in reverse, by extract- 
Png heat units from the outside air and 
lelivering them indoors. 


WESTINGHOUSE INFORMATIVE LABELING 


PROGRAM ANNOUNCED AT 1941 PREVIEW 


Distinctive features of the 1941 West- 
inghouse refrigerator line are the intro- 
duction of color in the interiors and styl- 
ing in a colonial theme. Variety of 
color combinations is obtained by use of 
plastic panels in soft pastel shades. The 
three top refrigerator models are named 
for Martha Washington, Dolly Madison, 
and Betsy Ross, and bear silhouette por- 
traits of these notable early American 
women. 

The 1941 Westinghouse range line fea- 
tures a new advance in transforming 
cooking into an automatic process. This 
is the Single Set Switch, used for surface 
cooking. With one setting of this switch 
the food cooks at high temperature for 
any desired time up to 30 minutes, then 
the unit automatically turns down to 
any one of a choice of four lower heats. 
Streamlined design marks the appear- 
ance of the seven models in the line, and 
larger oven space is provided. 


Tells How Product Is Made 


“A study of the new labels will show,” 
Mr. Kohnstamm said, “that we have made 
every effort to incorporate in them the 
following information about a product: 
what it is made of, how it is made, and 
how it should perform. 

“We have dispensed entirely with gen- 
eral selling terms about the products. 


Frank Kohnstamm, sales manager of the 
Westinghouse merchandising division, 
looks over the reverse-cycle air condi- 
tioner with Phil Danley, A.C. division. 


Will Russell, Westinghouse engineer, Russ Fisher, in charge of home laundry 
development, and Frank Kohnstamm, sales manager of the merchandising divi- 
sion, look pretty pleased as they introduce the new “Laundromat’—the West- 


inghouse automatic washer. 
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Instead, in the “What it is made of” sec- 
tion of the refrigerator label, for exam- 
ple, we list complete specifications such 
as exact food storage capacity, shelf area, 
and ice capacity, the exact types of fin- 
ishes used, the dimensions, a _ precise 
description of the accessories contdined in 
the various models. 

“Space is provided on the front page 
of the four page label for the price and 
amount of the down payment and the 
monthly installment under a _ deferred 
payment plan. 

“In the ‘How it is made’ section, such 
facts are listed as the gauge of steel 
used in the refrigerator cabinet, the type 
of insulation material used and its exact 
thickness, full information concerning the 
freezer and compressor mechanism, the 
type of refrigerant used. 

“Under the ‘What it can do’ section, 
the temperatures that will be obtained in 
the five food-keeping zones of a West- 
inghouse refrigerator for each setting of 
the control dial are listed. In the por- 
tion of this section devoted to ‘freezing 
time’, this statement is made: ‘New ice 
cubes will freeze in about 1+ hours. A 
plain custard ice cream will freeze to 
serving condition in about one hour; but 
variations in sugar content will affect 
the time required.’ Such statements as 
these are based on exhaustive tests con- 
ducted in our own Home Economics 
Kitchen and in Home Proving Kitchens. 

“Westinghouse welcomes this oppor- 
tunity to tell consumers about the qual- 
ity of its products,’ Mr. Kohnstamm 
said. 


WHITE SEWING MACHINE 
EXPANDING APPLIANCE 
PROMOTION IN 194! 


CLEVELAND, O.—The White Sewing 
Machine Company, 64 years old, have 
announced that they are expanding their 
promotional and sales efforts in the 
appliance field. As the initial step they 
are appointing exclusive territorial dis- 
tributors throughout the country. 

Another step in their expansion pro- 
gram entails exhibits at the Housewares 
Show in Chicago during January. 

The company has a complete line of 
electric and treadle sewing machines— 
more than 15 models—including both 
cabinet and portable types and in 1941 
national advertising in women’s maga- 
zines such as Ladies’ Home Journal, 
Good Housekeeping and McCall’s is due 
to be stepped up. They are also increas- 
ing their newspaper advertising in im- 
portant markets. 


Zinngrabe Leads Chicago Club 


CHICAGO—Louis A. Zinngrabe, appli- 
ance and housewares buyers for The 
Fair department store, Chicago, was 
elected 1941 president of the Housewares 
Club of Chicago. He succeeds George 
Dahlman of the Moore & Amling Co., 
who becomes secretary. 
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TRADE PUBLICATION ADVERTISING 


@ Just how effective is trade publication advertising? Is it a 


selling force? Does it produce tangible results? 


The Electric Vacuum Cleaner Co. (Premier Cleaners) 


stantly seeks answers to these questions and in its latest ch 


@ up, sought them at the logical source — its regional field 
BEAUMONT AND HOWMAN 
| advertisung The resulting evidence, part of which is shown here, 


ene 
CLEVELAND OO 


December 12, 1940 clear and conclusive. Trade publication advertising (well done 
does sell! In fact, it does more, as is shown on these pages. 


Here’s a yardstick whereby you can measure your trade pub- 
H. W. Mateer, Manager, 

Electrical Merchandising, 

350 W. 42nd Street, 

New York, N.Y. 


lication advertising for 1941 —and incidentally, set at res 


Dear Mr. Mateer: 


I’m sure thet you will be interested in the 
attached memorandum, together with reports from 
Premier salesmen calling on dealers in five mid- 
western states, expressing individual opinions 
on the effectiveness of Premier Vacuum Cleaner 
advertising in “Electrical Merchandising” during 
the fall of 1940. 


This is just another example of how a good 
product, backed by an intelligent combination of 
personal and printed selling, gets results --- 
with dealers as well as consumers. 


Very truly yours, 


BEAUMONT & HOHMAN, INC. 
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“Premier” announced its “Green 
Matched Set” in the August issue of 
Electrical Merchandising . . . followed 
it with pages in September and Octo- 
ber. How this advertising pre-sold the 
trade is eloquently told in the ex- 
cerpts from the reports of Premier’s 
field men, 


adyg ed 
“Merchandising 
sinée 1918! 
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“It seems that most of the dealers do notice these ads . . 
_ In some instances where we are unable to sell the Green 2 te a great extent . 
rot out the Green Matched Set which 
“we had not as yet displayed and i 


"... the ads... have helped to a great extent, as ~ 


of dealers mentioned seeing our 


say it has helped me very much. | had one deter 

dealer ‘phone me up one morning and state that he had - display on our display rack. Another dealer was referring 


“The last ad that was run in Electrical Merchandising helped “Electrical Merchandising very definitely does help_us in \ \ 
__ me in selling two or three orders . . _ now | have six dealer ie ae Nearly 100% of my dealers read Electrical 


| feel the ads are very helpful. 
i __ the ads and they think the Green Matched Set a very good 
offer. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 
330 W. 42nd St. a> New York, N. Y. 
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Here is one of the Zuni Indian Princesses who performed at the Denver Elec- 
trical Exposition ironing a white man's shirt in the most modern tradition. She 
had no trouble drawing attention to any piece of equipment she chose to operate. 


ROCKY MOUNTAIN EXPOSITION 
ZOOMS APPLIANCE SALES 


By E. H. Hoover 
COLO.—Frankly advertised 


publicised as curtain raiser for the 

tmas shopping season, Rocky 
yuntain Electrical League’s electrical 
exposition in Denver, November 28, 29 
and 30, went to town in a big way, 
bringing joy to participating appliance 
dealers, wholesalers and manufacturers’ 
agents 

The Denver event keynoted similar ex- 
positions in seven Rocky Mountain re- 
gion states for the sixth successive year. 
Rawlins, Wyo., followed December 2, 
3, 4, 5 and 6, with Casper joining the 
parade December 5, 6 and 7. These 
were the three largest though electrical 
shows geared to the size and taste of 
potential audiences were staged elsewhere 
in Colorado and Wyoming, as well as 
New Mexico, Montana and sections of 
South Dakota, Nebraska and Utah. 
Surprising upsurge in sales of large 
electri equipment, such refriger- 
ators, washing machines and ironers, was 
reported to R.M.E.L. headquarters in 
Denver during the local exposition’s 
progress, with no sign of diminishing 
a week after its close. Less surprising, 
but equally welcome, was the quick turn- 


DENVER, 
and 


cal as 


over in electric shavers, toasters, coffee- 
makers, waffle irons, door chimes, I.E.S. 
lamps and radios, all attractively dis- 
played in streamlined booths garlanded 
with Christmas greens, stars and holly 
berries under non-glare illumination 


that emphasized the nearness of Yuletide. 

Dealers’ shelves were denuded long 
before the normal Christmas buying 
season usually gets under way; and job- 
bers, despite predictions of record sales, 
were forc ed to draft factory supplies on 
rush orders. 

Standout success of the Denver exposi- 
tion was the Adequate Wiring division. 
Sponsored by electrical contractors, this 
section attracted big crowds each after- 
noon and evening with a striking design 
composed of wires and conduits arranged 
insemi-circular form, giving the impres- 
sion of solar energy in radiation. Ap- 
parently the idea registered with the 
public, for contractors of the Denver 
area were swamped with business, in- 
stalling improved wiring service in 
homes contemplating new electrical ap- 
pliances and outdoor Christmas lighting. 


Showmanship as Usual 


Visitors were not lured to the exposi- 


tion solely by the prospect of seeing 
shiny electrical appliances on display. 
PAGE 132 


Stage shows, with lighting effects such 
as the late Flo Ziegfeld would have 
given his eye teeth to possess, drew audi- 


ences in excess of 20,000. A quartet of 
“Feathered Fairies”, billed as “Blonde 
Zuni Indian Princesses” appeared in 


three shows daily under black ray lights. 
They were followed by bathing girls in 


One reason appliance sales boomed in 
Denver was because the blonde "Feath- 
ered Fairies took such an interest in 
floor displays at the Electrical Exposi- 
tion, November 28, 29 and 30. One of 
them (shown here) demonstrated the 
electric shaver, between her acts on the 
stage, to such good purpose that the 
jobber sold a gross where he had ex- 
pected to get an order for half a dozen. 


an aquatic act that involved a giant tank 
(filled with water) and luminescent 
swim suits. Wise-cracking Matthew 
McInery, Columbia Broadcasting Com- 
pany’s announcer on station KLZ, 


mas- 
ter-of-ceremonied stage shows, explain- 
ing how the near-ultra-violet radiation 


transformed Indian maids and bathing 
beauties into deep purple shadows glori- 
fied by costumes specially treated to be 
receptive to fluid light. 

Novelties and demonstrations of suave 
selling technique abounded on the ex- 
position floor. A “Shave Bar” rendered 
quick electrical shaving service to 
hundreds of male visitors, smoothing off 
rough faces in full view of admiring 
spectators and causing a run on dealers’ 
supplies. A “Magic Mirror”, promin- 
ently placed, reflected merely the faces 
of passersby until an electrically-timed 
unit flashed on a “Give Something Elec- 
trical For Christmas” suggestion. I.E.S. 
lamps basked blandly under the glow of 
ultra-modern fluorescent lighting  in- 


One of the effective stage presentations of the Crosley Corporation's convention. 


CROSLEY DISTRIBUTORS GET 


Stallations. Tantalizing odors from coi- q 
fee makers, toasters and waffle irons 
were preliminary to 


samples—and sales. 


Buys Electric Home 


One Denver man became so enthused 
over the “electric atmosphere” that 
presented his family with their new ek 
tric home early in December, instead « 
waiting until Christmas. He did it i 
style, too, wrapping the house in a 
enormous ribbon, with a six-foot bow 
across the front door. The donor ex. 
plained to R.M.E.L. officials that he 
wanted to join the “electrical parade,’ 

Most gratifying of all results derive: 
from the exposition was the good w 
from general merchandisers who attrib. 
uted early and liberal Christmas shopping 
to the stimulus provided by the electrical 
exposition period. 


i quit ‘i 


REPORT ON 1941 PROSPECTS 


CINCINNATI, OHIO—More than 200 
Crosley distributors and executives of 
their organizations heard an encouraging 
report of business prospects for 1941 at 
the Crosley national distributor conven- 
tion which opened Dec. 2 for a two- 
day session. 

obert I. Petrie, vice-president and 
general salesmanager, The Crosley Corp- 
oration, reported that in the past 60 days 
more than 1600 new radio dealers had 
been added to the Crosley organization, 
and that the sales of refrigerators this 
fall is well ahead of those of the corre- 
sponding period of the previous year. 

“At this convention we are introduc- 
ing new lines of refrigerators, ranges, 
washers, and ironers,” Mr. Petrie stated, 
“that incorporate many new features and 
genuine advancements in these products.” 

“These will be backed by an imtensive 
drive for business,” he said. “Factory 
sales personnel has been strengthened 
and new distributors are being added 
to the Crosley organization. All these 
are factors,” he pointed out, “that are 
going to contribute greatly to Crosley’s 
intensified drive for leadership in the 
industry.” 

The new line of Crosley refrigerators 
was presented to the convention by J. F. 
Crossin, manager, Refrigeration Division, 


The Crosley Corporation. “The 1941 
line of Super Shelvador electric re- 
frigerators which we are announcing 


today has been newly designed and in- 
corporates many new features and im- 
provements, which will mean a very 
greatly increased business on these prod- 
ucts during the coming year,” Mr. Cros- 
sin stated. 

An entirely new 
ranges, washers and ironers was also 
ae These were presented by 

J. O’Connor, manager of the Range, 
Washer Division of Crosley. Mr. 
O’Connor stated that Crosley is becom- 
ing an important factor in the trade on 
these appliances, and described many im- 
provements and new developments which 
have been incorporated in these appli- 


line of Crosley 
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ances for the 1941 Crosley line 

W. T. Wallace, who heads Crosley 
Radio Division, reported on the great 
increased sales of Crosley radios, radio 
phonograph combinations and recordin: 
sets. He discussed the radio market ani 
outlined the company’s radio merchandis 
ing program for 1941. 

The general advertising ag 
the company was presented by L. 
Krautter, Crosley advertis sing manage 
He was assisted by Roy S. Durstir 
president, Roy S. Durstine, Inc., Nes 
York, Crosley advertising counsel, an 
H. G. Little, agency account executive 

“The advertising theme to be featured 
in all advertising,” Mr. Krautter sa 
“will be ‘Food to the Front,’ dramati 
ally emphasizing the fact that Cros 


refrigerators with the new Super-She 
vador—‘America’s No. 1 Convenien 


Food Feature’—give housewives ‘Mor 
Than Twice as Much Food to the Fro 
of the Cabinet, within Easy Reach.’” 

The convention was opened by an 4 
dress of welcome to the distributors ! 
Powel Crosley, Jr., President, The Cro: 
ley Corporation. 

Raymond C. Cosgrove, vice-preside 
and general manager, the Manufacturin 
Division, told of the company’s gener 
program for 1941 and its plans 
greatly increased sales on all produc! 
during the coming year. 

George E. Smith, vice-president # 
treasurer, spoke on organization, ma 
agement and production. 

A distinguishing feature of the cc 
ention was the dramatized presentat 
of the new products by the Crosley trow 
of beautiful girls which demonstrat 
Crosley products at the New Yo" 
World’s Fair. One of the girls, M: 
Toni Lumley, was one of the winners 
the Television Beauty Contest held at? 
World's Fair. In the presentation of 
ag advertising campaign for 1% 

Miss Beatrice Blaxton, nationally fam 
artist’s model, posed for a number 
reproductions of the advertisements 
the stage. 
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on THOR ANNOUNCES 
WINNERS IN 
SALES CONTESTS 
CHICAGO—Winners in the Thor Octo- 
ber Sales Contest were announced at a 
nthuscd meeting of branch and district managers 
that heBl o¢ the Hurley Machine Division, Elec- 
CW Clcc-BE tric Household Utilities Corp., held at 
stead « the home offices in Chicago the middle 
id it infil of November. 

im as \ll contestants in each territory except 
ot bows distributors, competed for a single trophy. 
nor ¢x-B9 Three prizes, a first, second and third, 
that heB were set up for the distributors com- 
parade. TH] peting respectively in the Eastern and 
derived Central Divisions. 
od wil The prize winners, according to their 
> attrid-BE territories, were as follows: 
shopping 
slectrical 


Eastern Division: 


Distributors’, First Prize. Won by 
Zamoiski & Co., Baltimore, Md. 


Distributors’, Second Prize. Won by 
E. S. & E. Co., Albany, N. Y. 
Distributors’, Third Prize. Won by 


Northeastern Radio, Inc., Boston, Mass. 

Districa Managers’, First Prize. Won 
by S. S. Rochester, with the Newark 
Branch. 


Central Division: 


Distributors’, First Prize, 
Electric Co., Kansas City, Mo. 
Distributors’, Second Prize, Motor 
Power Equipment Co., St. Paul, Minn. 
Distributors’, Third Prize, Hamburg 
Bros., Pittsburgh, Pa. 
Branch Managers’, Winner—Eugene 
Coyro, Branch Manager, Detroit Branch. 
District Managers’, Winner—W. J. 
Byrnes, Kansas City, Mo. 
Factory Representatives’, 
Roy Wiley, Chicago, III. 
Resale Managers’, Winner—R. Walms- 
ley, Jackson, Mich. 


Graybar 


tion. 


Winner— 


Western Division: 

Branch Managers, Winner—E. N. 
Matchett, Manager, Seattle Branch. 
(Only branch managers competed in this 


Eugene Coyro, (left) receiving trophy 
and congratulations from Mr. John R. 
Hurley, vice president, Hurley Machine 
Div., Electric Household Utilities Corp., 
as winner of first place in Central Di- 
vision Branch Managers’ contest. 


E. N. Matchett, (left) receiving trophy 
and congratulations as winner of West- 
ern Division, Thor Branch Managers’ Oc- 
tober sales contest. Mr. Matchett is 


manager of the Seattle Branch of the 
Hurley Machine Company. 


W. J. Byrnes, (right) winner of First 
Place among the District Managers of 
the Central Div'sion in Thor October 
Sales contest. Mr. Byrnes attained the 
highest percentage of quota recorded 
by any entered in the entire contest. 


HOTPOINT HOLDS SIX 
DISTRIBUTOR MEETINGS 


R. W. Turnbull, Hotpoint vice-presi- 
dent, and a group of key executives from 
Chicago headquarters, were star per- 
formers at a series of six meetings with 
distributor sales executives, where Hot- 
point’s 1941 products and plans were 
presented for the first time. 

The slogan back of 1941 plans is 
“Your Place in the Sun in “41 with 
Hotpoint.” Each of the dramatized pre- 
sentations by the various Hotpoint divi- 
sion managers was keyed to this theme. 

A unique presentation method was in- 
troduced by Hotpoint this year through 
the use of sound-slide pictures in full 
color, supplemented by stage presenta- 


Warren, home faundry division manager ; 


Charles Griffith, kitchen sales division 
manager; and Miss Mildred Hickman, 
home economics director. J. C. Saur, 


general Electric Contracts Corporation, 
and L. J. Sholty, of Maxon, Inc., Hot- 
point advertising agency, also accom- 
panied the group. Each of these individ- 
uals took part in the presentations. 

During January Hotpoint distributors 
will hold prevue meetings for retailers 
where the new 1941 Hotpoint products 
and plans will be shown, and each re- 
tailer will be given an opportunity to 
reserve “Your Place in the Sun in °41 
with Hotpoint.” 


Pioneer Gen-E-Motor Buys 


EASY EXPANDS DEALER 
DEVELOPMENT 


A new program of market expansion 
and dealer development is being launched 
by the Easy Washing Machine Corpora- 
tion, according to an announcement by 
J. J. Nance, General Sales Manager. 

The outstanding feature of the drive is 
the organization of a Dealer Develop- 
ment Department under the direction of 
W. Reeve. Simultaneously, the 
Major Dealer Development Department, 
established last January and also di- 
rected by Mr. Reeve, is being expanded. 
In addition, the company is adding to its 
plant facilities with the erection of a new 
warehouse scheduled for completion in 
January, 1941. 


, , territory. No other representation.) tions of the new Hotpoint products. 3 Unique in the washing machine in- 
- In addition to the twelve prizes listed, An entertaining highlight was a three- Grigsby Plant dustry, Easy’s Major Dealer Develop- 
Crosley the three vice-presidents of the company | act skit, entitled “Speed Sees _ It : ment Department was organized to co- 
fe Breahll® respectively, in charge of the Eastern, | Through,” depicting the effects of adver- | CHICAGO—Impetus from national de- | operate with department stores, furniture 
yx Sor Central and Western Divisions, com- | tising on “March and Son,” a Hotpoint | fense program activities as well as in- stores and other key outlets in develop- y 
ae WB peted with each other. The vice-presi- | dealership. creased demand for its products from reg- | ing promotional and merchandising pro- 
arket anal dents’ trophy was won by Jason G. Climaxing the day’s program at each ular_non-military channels has caused grams for the Easy line of home. laundry 4 
erchandis Hurley, vice-president in charge of Cen- | meeting was the new Hotpoint sound the Pioneer Gen-E-Motor Corporation of equipment. 
tral Division. motion picture “And the Pursuit of Chicago to double its present plant area, It has proved so successful, according 
bgram Happiness.” This is an entertaining in- | according to a recent announcement by | to Mr. Nance, that a new post of field- 
Mart stitutional film which will be used | D. E. Bright, President. The Pioneer representative ‘has been created and R. R. 
managt throughout the year by Hotpoint retail- | Gen-E-Motor Corporation is one of the | Moore has been appointed to fill it. Mr. 
Durst ers, along with the popular Hotpoint | world’s leading manufacturers of dyna- | Moore’s duties will be to maintain a 
iac., Ne feature picture, “Blame It On Love.” | motors, generators, power plants, rotary | closer and more frequent contact between 
msel, a Its educational value will make it useful | converters and other power supply units | the department and the major dealers 
ecutive Chicago Wholesaler Has Experimental for schools, colleges and clubs, as well. for aircraft, radio and sound. 
feature Store Accompanying Mr. Turnbull on this The company purchased the 
itter sa series of meetings were: G. H. Smith, | former Grigsby-Grunow big No. 2 Build- 6 E. Culli Reti 
dramatl CHICAGO—A hardware- housewares re- | merchandising manager; W. A. Grove, | ing situated at 5841 West Dickens Ave- —— a 
t Crosii tail store has been opened in Chicago | advertising and sales promotion man- | nue, Chicago. The plant, purchased from | NEW YORK—Effective December 31, 
uper->"° Heights, a Chicago suburb, as an experi- | ager; Clinton Brown, campaign man- | the Chicago Title and Trust Company, | 1940, George E. Cullinan, senior vice- 
onvemies ment by Hibbard Spencer Bartlett Co., | ager; W. R. Schafer, range division | trustee, for $75,000 comprises a total of | president, retired from the Graybar Elec- 
yes Me veteran wholesale organization. This manager; A. H. Jaeger, water heater | 80,000 square feet, consisting of a one | tric Company, Inc. At this time Mr. 
the Fro may be the first of a chain, C. J. | division manager; F. B. Williams, re- | story factory unit as well as a three story | Cullinan completed thirty- -nine years and 
oes Whipple, president, declares. frigeration division manager; H. E. | frontage office section. five months of active service. 
ibutors 
. Three Prize-Winners in Universal's Range Window Contest 
e-preside’ 
\ufacturis 
’s gener 
sident 2 
tion, ma 
the cé 
resentat! 
sley trou 
monstrat 
New 
girls, M 
winners 
held at © 
ation of 
1 for 1% 
ally 
anascat The Ohio Edison Company, Youngstown, O., built Second prize went to Boston Edison for this range win- Here is the third prize winner in the Universal range 
this simple window which ran away with first prize in dow which tied in, as the rules indicated, with Modern window contest. It is Wilson's department store 
the window contest sponsored by Universal. Kitchen Bureau's "Alice In Electric Wonderland”. in Greenfield, Mass., and has unusual symmetry. ’ 
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AUBURN CENTRAL MANUFACTURING CORP. 


AUBURN CENTRAL SINKS AND CABINETS@ BUILT LIKE A FINE AUTOMOBILE 


built in East Natick, Mass. 


NATICK, MASS.—Despite a prolonged 
cold rain, several hundred people from 
Boston and vicinity turned out on the 
afternoon of Sunday, November 24, to 
see Diana Blythe Barrymore, daughter 
of the famous family of the American 
stage and a charming actress in her own 
right, open a giant-size Christmas “pack- 
age” at East Natick, Mass., and thereby 
formally inaugurate Oakdale, the “Life 
Village” new home development in that 


area. 

Oakdale, located approximately 14 
miles from metropolitan Boston, is the 
first modestly-priced new home develop- 
ment in the eastern United States to 
feature such customarily de luxe equip- 
ment as automatic oil furnaces and com- 
plete electric kitchens. Situated in rolling, 
wooded country, its small houses are 
placed on large plots which leave much 
room for landscaping and thereby take 
advantage of existing trees.. Streets and 
sidewalks are laid out, and the builder, 
Sumner Hersey, has taken advantage 
also of a large pond on the property and 
has set aside a few acres for the de- 
velopment of a community center for an 
association of home-owners already 
forméd.,. The houses, while small, offer 
large living rooms with a dining alcove, 
kitchen, bath, and two bedrooms on the 
first floor, ample room for the finishing 
of two more rooms on the second floor, 
full basements, and attached garages. 
They follow the basic plan of “House 
No. 1” of the 1940 group of “Life” 
houses announced by that magazine last 
June, with minor but effective variations 
in-exterior, placement, and trim to make 
for variety. This is the first instance 
in which a complete planned village of 
“Life” homes has been built, and when 
completed, it is expected that Oakdale 
will comprise almost 300 homes. 

The houses are equipped with the auto- 
matic G-E oil furnace, planned home 
wiring system, and electric kitchen con- 
sisting of refrigerator, range, steel cabi- 
nets, and electric dishwasher-sink. Scien- 
tific “path of light” lighting throughout 
the house was designed with the aid of 
the Boston Edison Company, which has 
also assisted in the planning and promo- 
tion of Oakdale, and which will render 
service and instruction to the residents 
through its home service staff. Certified 
Homes Inc., is the official title of Her- 
sey’s organization, and it is sponsored 
by the G. Fuller and Son Lumber Co., 

ston. 

The broadcast, which began the day’s 
program, was of the informal type, and 
was presided over by Ray Girardin, pop- 
ular WEEI announcer, who utilized a 
“wandering” microphone. Beginning out- 
doors, Girardin described the scene, 
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All wrapped up as a gift package, this “Life house is the first of many to be 


| "Christmas Package” Broadcast 
Inaugurates "Life Village” 


-equipment -and: discussed kitchen equip 
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Complete Electric Home Open to Public 


dominated by the huge Christmas pack- 
age. The house selected for the occa 
sion, and completely furnished, had beer 
wrapped entirely in cellophane, fastened 
with an enormous red bow and holida 
stickers measuring a foot in diameter 
Miss Barrymore, who was currently ap- 
pearing in a Boston theater, wielded : 
pair of giant shears to cut her way int 
the house. There Girardin found Hersey 
the builder; John Cushman Fistere, arch- 
itectural editor of “Life”; representative 
of Covernor Saltonstall, of Massachw- 
setts, and various local government 
bodies; the director of the Northeastet 
Homes Foundation, of Rochester, N. Y 
and others, whom he interviewed in turn 
The broadcast concluded in the kitchen 
where Miss Edwina Nolan, director of the 
home service institute of the Genera 
Electric Co,, Bridgeport, demonstrated 


ment. A public address System carried 
the broadcast to those outside the house 
while it was in’ progress, and _ police 
details and Boston news photographers 
gave color to the scene, 

Asked by Girardin during the broad 
cast as to why he considered Oakdale 
“different”, Hersey said: “The package 
symbolizes that difference. Oakdale 
might be termed low-cost housing in one 
sense—these small homes will cost an 
owner, after a small down payment, from 
$32 to approximately $39 a month, ané 
that includes everything—interest, amor- 
tization, water, insurance, and taxes—al 
of the expenses of running a home art 
included in the financial package. Bu 
low-cost in this case does not mean lo\ 
purchase price alone. These houses art 
fully equipped for better living. We be 
lieve that it is the family of limite 
means that cannot afford to use cheaj 
equipment, that cannot afford to 4 
household drudgery and jeopardize it 
health and happiness. In this living pack 
age electricity does most of the work 
and does it cheaply and well. Inexper 
sive as houses go, these homes conta! 
the finest equipment that General Elec: 
tric can make. We believe this is the 
first low-cost housing development 
the East to use the complete package © 
high-quality electrical equipment throug! 
out—that’s why we did it up in cello 
phane and tied a ribbon on it.” 


Graybar-Providence 


John E. Bouchard, for many yeat 
well known in the electrical applianct 
field, has joined the Graybar Electr 
Corporation, Inc., as appliance super 
visor for Rhode Island. He resigned # 
appliance manager for the Massachusett! 
Gas & Electric Light Supply Co. 
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alf the Folks Hang on to 
Old Refrigerators 


TROIT—That nearly half of the ' 
" es buying a new refrigerator trade | 
» old one is a surprising statement | 
- by the Detroit office of This ! 
Veek—national Sunday newspaper sup- 
Jement,—based on a recent survey. 


heir questionnaire, This Week says, and 
56 or 23.7 per cent declared they had 
reviously owned an electrical refriger- 
mtor. Of this 456 only 243—approxi- 
nately half—stated they had traded in 
Mheir old refrigerators on the newer 
models. As to the disposition of the 
balance, 93 stated they sold their old 
bnits themselves; 53 disposed of them as 
ifts; 39 retained them for use in their 
pwn kitchens. 

The survey was made in Detroit, Bal- 
imore, Chicago, Milwaukee, Pittsburgh 
nd Los Angeles, and most of the replies 
be ame from the moderate income groups. 
A considerable number bought the 
sake recommended to them by users and 
t is interesting to note that price was 
he decisive factor in only 99 purchases. 
Some 446 were sold by convenience 
eatures, 394 by better mechanical con- 
truction,- 376. by appearance, 285 by 
conomical operation, and 190 were in- 
Ruenced by the dealer’s recommendation. 
Some 27 said they needed a larger 
efrigerator and 16 squawked because 
hey did not like their original purchase 
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15 Millionth Philco 
Radio 


e broad- 
Oakdale 
package 
Oakdale 
g in one 
cost am 
nt, from 
nth, and 
t, amor- 


sane, foe George E. Deming (left), Philco vice 
uses artfe Pres. in charge of production, is shown 
here illustrating the push button control 
| limite’ of the Philco radio presented to Phila- 
se cheai delphia's Mayor Robert E. Lamberton 
(Tight). The Model 608 pictured here is 
an exact replica of the 15 Méillionth 
he wort Philco receiving set that rolled off the 
Inexper- Plant's assembly line recently. 

contai! 

ral Elec: 

is is the 

yment if 

ickage 0! 

througi ff} Nebraska Has 140,307 Washers 


in cello 
, JMAHA—The watchdogs of the Treas- 
ty turn up unusual information in their 
ounds of duty. W. H. Smith, Nebraska 
aX commissioner, recently rounded up 
ny year[™What is possibly one of the first censuses 
applianct{MPi washers and ironers for the state of 
Electriff\ebraska. He reports in use 140,307 
e super ashers and ironers in 1940 as compared 


signed afm 116,348 in 1938. The value of this 
sachusetM#4undry equipment was set at $1,732,- 
°o. 0.21, compared to $1,677,654 in 1938. 


Some 1,938 replies were received to | 


| 


our, As THE ONE 
WASHER DID 


7 4 WASHER AS 
MOTOR WHICH 


“The Sunlight motor supplies more than three times its full rated 
power, whenever needed, to protect itself against stalling caused by 
overloads. And that’s only one of many important built-in safeguards. 
The rotor, which turns around inside the motor, is welded together. In 
many other washer motors this part is simply assembled with solder, 
which may melt and be thrown into the windings to cause short cir- 
cuits. The Sunlight motor has two fans to keep 
all parts cool. The windings have double pro- 
tection—heavy insulation plus moisture-proof 
impregnation. And you’ll appreciate this special 
safeguard for the bearings, I’m sure. You never 


have to oil them. They oil themselves for the life 
— of the washer. 


“Think of these advantages and then consider 
that this motor is backed by Sunlight’s 24 years 
of specialized experience and by the resources 
of General Motors. The Sunlight motor safe- 
guards itself and you.” 


Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. YZ 


DEPENDABLE WASHING MACHINE 


MOTORS FOR TWENTY-FOUR YEARS ~ 


SUNLIGHT 


PRODUCT O GENE RAL A OTC 
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PRESENTING A NEW 


Combination for 


ROYAL, through its great Dealer organization, enjoyed, during 1940, a 
greater percentage of sales gain than did the industry as a whole. 


Nineteen forty-one is a new year—a year in which to make an even finer 
record. ROYAL Dealers have that opportunity. 


ROYAL offers 
ANOTHER SPECTACULAR VALUE LEADER 


A NEW Combination—215RX—with powerful sales appeal for your cus- 
tomers and tremendous profit opportunities for you. 


A Floor Cleaner, with motor driven brush and headlight. and a 
host of other important features. List Price.............+.+-0+05: $44.95 


A Hand Cleaner, with motor driven brush, beautiful streamline 
design, and finest ROYAL quality throughout. List Price.......... $16.95 


Total Retail Value $61.90 


You sell BOTH for 


95 


OLD 
CLEANER 


-90 
VALUE 


BOTH CLEANERS 
HAVE POLISHED 
ALUMINUM FINISH 


—the finish that women want. 
Best quality throughout. 


ALTERNATE CHOICE 


Instead of the Hand 
Cleaner, the ROYAL 
De Luxe Kit of 
Cleaning Tools may 
be substituted. List 
price $16.95. 


See the entire Royal line At the House- 
wares and Major Appliance Exhibit Palmer 
House, Chicago, January 5th to 10th Spaces 1-2-3-4 


wir 


THE RED HOT LINE FOR 1941 


THE P. A. GEIER COMPANY = 540€. 105th st., CLEVELAND OHIO 
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RECORD ORDERS MARI 
NORGE SHOWS 


DETROIT, MICH.—Heralding the su 
cess of the series of five two-day co 
ferences between officials of Norge Diy 
sion, Borg-Warner Corporation and the 
distributors was the announcement ry 
cently by Norge president, Howard 
Blood, that orders received from t 
distributors during the meetings reach 
a total in excess of any similar period 
Norge history. 

“These orders represent the most s 
cere endorsement the distributors cou 
give the new 1941 line of Norge hou 
hold appliances which were presented 
them for the first time during the confe 
ences,” Blood added, “and reflect the 
complete confidence in business condition 
in their territories for next year. In 
cations that orders would exceed 
previous convention totals came duri 
the first of the group meetings whe 
distributors immediately began placiny 
orders in excess of the suggested factor 
quotas for the first three months 
1941. The trend continued throughow 
all meetings.” 

The distributor conference plan whi 
brought distributors and their wholesale 
men to Detroit in territorial grow 
proved popular with both the distributor 
and Norge officials. A welcome chang 
from the excitement and confusion of th 
general conventions held in former year 
the conference set-up allowed distribute 
principals ample time in which to coni 
with factory officials and to inspect ty 
new Norge Rollator refrigerators ar 
the advance 1941 lines of Norge washer 
and ranges. 

Programs for the various groups wer 
identical and were carefully planned t 
give distributors maximum benefit. T 
morning of the first day was devoted t 
a joint meeting of distributor princip: 
and their wholesalesmen with Norge ex 
ecutives. Manufacturing, pricing an 
merchandising | policies for 1941 were ou 
lined in a series of talks which sounde 
the key-note for the coming year 
Norge activities. 

Arrangement of the product meeting 
brought the distributors first to Jac 
Tenney, refrigeration sales manager. Wit 
each conference scheduled for one ho 
duration, distributor principals moved « 
to meetings with Earl sales 
ager for washers; E. J. Kanker, sale 
manager for gas ranges; Art Kitsor 
sales manager for electric ranges; Ma: 
colm Bard, commercial sales manager 
Robert Palmer, credit manager; Georg 
Whitney, advertising manager, and Jol 
Park, treasurer. 

At the conclusion of the individu 
product conferences each distributor wx 
scheduled for an hour’s executive cor- 
ference with Norge vice-president 
charge of sales, M. G. O’Harra and ger 
eral sales manager Paul Puffer. 

One of the most interesting features 0 
the program was the Sales Clinic f 
distributors wholesalesmen. Staffed 
Norge field representatives and under th 
direction of Norge sales promotion mat: 
ager M. W. Thompson, the Clinic 4 
voted three half-day periods to a thor 
ough-going study of market and produ 
analysis and advanced principles of mer 
chandising and selling. 
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WARREN-NORGE EXPANDS 
TO NEW JERSEY 


Appointment of the Warren-Norzt 
Company, 315 Fourth Avenue, Ne* 
York, as distributors for the Norge Tie 
of household appliances in the northet™ 
New Jersey territory formerly served » 
the Norge Sales Company of Ne’ 
Jersey was announced today by F. 
Frohlich, eastern sales manager ! 
Norge Division Borg-Warner Corp 
ration. 

Warren-Norge Company will 
to hold the distributorship for metropo” 
tan New York which it has conduct 
for the past six years, accordin: 
president C. B. Warren. 
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Easy Washer 


H. D. Summers has been appointed a 
jivisional sales manager and F. G. Bren- 
han a district sales manager, according 


he s 9 af announcement by J. J. Nance, 
Comeneral sales manager, Easy Washing. 
€ Corp., Syracuse, N. Y. 

id thei MM; Summers’ territory consists of 
ent kansas City, Wichita, Omaha, Denver, 
ard Hk oringfield, Mo., Dodge City and Cha- 
om tute, Kan. Joining Easy in 1934. H. D. 
reacie®i ummers first worked a mid-western ter- 
riod tory in a sales capacity, later as a sales 
sine upervisor of Kansas City. In 1937 he 


was appointed a district sales manager 
pf a Minneapolis territory. 
A sharp rise in current business ne- 


nted ‘Mi ecsitated the creation of a new territory 
ConieMihich Mr. Brennan will supervise from 
thefeadquarters in Erie, Pa. It includes 
nditiow orthwestern Pennsylvania and a county 
- Ind. southwestern New York. 
dur 
s wi 
plac 
fact 
nths . 
ough Frigidaire 
n whi Five changes in district executive per- 
olesalefionnel are announced by Frigidaire Divi- 
groumeion, General Motors Sales Corporation, 
ributonfmogether with the announcement of es- 
of a new district head- 
n of tymguarters in Milwaukee, Wisconsin. 
Two of the changes involve the trans- 
stributoqmer of present district managers to other 
o conie—gpfices and the assignment of new man- 
pect tmpgers to the positions they held; one 
ors angmphange was necessitated because of the 
washeragrmy's training program which called a 
istrict manager to active service; while 
ips wer™mnother revision in the company’s field 
inned tiBales executive set-up brings a former 
fit. Thffistrict manager to Frigidaire’s head- 
voted t@™Muarters in Dayton. The fifth change is 
rincipalfmhat of the appointment of a provincial 
orge exf™@ales manager to the district managership 
ing Milwaukee. 
vere ou:f™ Frigidaire has drawn on its overseas 
sounde@xport division for two of its new dis- 
year of@rict managers. H. L. McGurk, formerly 
ssociated with this division, has been 
meetinggpamed manager of the company’s Ft. 
to Jaci™Vorth office to replace W. G. Jennings 
rer. WitfMwho requested a leave of absence after 
yne hovg—peing notified of his call to military 
noved ofmervice. Edgar Carmel, until recently 
les manf™ranch manager in Paris, succeeds R. C. 
er, sale™™bolt as district manager at New Orleans. 
Kitson} From New Orleans, Mr. Golt has been 
es; MalfMransferred to Frigidaire’s office in Kan- 
manager™as City, Missouri, where he has suc- 
; Georgeeded P. K. Abry. Mr. Abry is now 
and J cated in the company’s Dayton, Ohio, 
headquarters, where he is associated with 
ndividuafhe sales department. 
utor wi In a re-alignment of territory north 
tive cong! the Wisconsin-IIlinois state line, 
ident tigidaire has established a new dis- 
and get-@@rict office in Milwaukee. Appointed as 
‘ anager of the new office, which will 
satures Me opened officially on January 1, is Ben 
‘linic foffMarkus who has held a sales manager- 
taffed bhip for outlving territory covered by the 
under t'™fompany’s Chicago office. 
tion mat 
clinic 
> a thor 
d produc 
s of mer 


BEN MARKUS 


conduct! . . « from Chicago to new 
ording ' new Milwaukee office 


DISING 


Eureka 


Eureka Vacuum Cleaner Company has 
formed a new Pittsburgh region which 
will be headed up by George Wilkens, 
formerly Pittsburgh division manager for 
Eureka, according to an announcement 
by George T. Stevens, vice-president in 
charge of sales. 


GEORGE WILKENS 


The new Pittsburgh region will include 
the old Pittsburgh territory in addition 
to parts of Kentucky, Tennessee, West 
Virginia and Virginia. 

Mr. Wilkens will continue to super- 
vise the activity of the former Pittsburgh 
division in addition to his regional re- 
sponsibilities and will continue his head- 
quarters at the present Pittsburgh office. 


Hygrade-Sylvania 


At a meeting of the Board of Direct- 
ors of Hygrade Sylvania Corporation, 
Walter E. Poor was elected executive 
vice-president in charge of all opera- 
tions of the company, it was announced 
recently by Edward J. Poor, chairman of 
the board and B. G. Erskine, president. 

Mr. Poor will make his headquarters 
at the New York City offices of the 
corporation, located at 500 Fifth Avenue. 


Majestic Radio & Television 


Howard Gates, well known pioneer of 
the radio industry has been named presi- 
dent and director of the Majestic Radio 
and Television Corporation, effective 
December 1, 1940, it was announced by 
Elmer C. Upton, treasurer of the corpo- 
ration. The company is the successor of 
the. Grigsby-Grunow Co. 


Autovent Fan & Blower 


Robert F. Ruegles, eastern district 
manager of the Autovent Fan & Blower 
Co., 1805 N. Kostner Ave., Chicago, has 
been appointed general sales manager of 
the company, according to a recent an- 
nouncement. 


G-E Radio and Television 


Harry J. Deines has been appointed 
manager of advertising and sales promo- 
tion for the General Electric radio and 
televi.ion department, Bridgeport, Conn., 
it has been announced by Perry Hadlock, 
manager of the receiver division. He 
assumes the duties formarly handled by 
A. A. Brandt, recently appointed sales 
manager for the division, and will be 
responsible for the promotion and ad- 
vertising of radio and television receivers 
and radio tubes. G-E transmitter activi- 
ties are centered at Schenectady, rather 
than Bridgeport. Radio advertising, like 
that for other G-E appliance lines, is 
under the general supervision of Boyd 
W. B. Bullock, advertising manager of 
the appliance and merchandise depart- 


ment 
Sun-Kraft, Inc. 


F. G. Klock, former general sales and 
advertising manager of the Universal 
Camera Corporation of New York, has 
been appointed vice president in charge 
of sales and merchandising, for Sun- 


F. G. KLOCK 


Kraft, Inc., manufacturers of a new 
mercury-quartz ultra-violet lamp, in 
Chicago. The announcement came from 
Frank Furedy, president. 


Globe-American Corp. 


Three appointments of importance to 
the range industry have just been an- 
nounced by the Globe American Corpo- 
ration, Kokomo, Indiana. 


HARRY H. VENABLE 


They are: S. A. Inman, new sales 
manager of the Gas Range division; 
Harry H. Venable, named to a similar 
post in the Electric Range division; and 
Charles A. Conrad, advertising manager. 


CHARLES A. CONRAD 


The appointments were made to help 
take care of a sharply increasing sales 
volume, according to E. W. Lewis, is 
director of sales. Of especial significance 
is the fact that, as advertising manager, 
Mr. Conrad will fill a newly created 
full-time position in the Globe organiza- 
tion. He brings to his new post over 15 
years of varied experience in advertising 
and promotion. 

Mr. Venable, formerly vice president 
in charge of sales for the Standard Elec- 
tric Company of Toledo, Ohio, has been 


identified with the electric range busi- 
ness for 25 years. 


Five New Frigidaire Appointments 
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R. C. GOLT H. L. McGURK EDGAR CARMEL P. K. ABRY 
. . « from New Orleans to . . « from overseas fo . . « from Paris, France, . . + from Kansas City to 
Kansas City Ft. Worth, Texas to New Orleans Dayton, O 
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HOTPOINT 
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C. H. Griffith, Hotpoint Kitchen Sales Herewith some pictures from the Chicago and New York meetings where Hotpoint 


Division Manager, made the first an- New 


nouncement of Hotpoint’ w ii f 
shoal Uitehen eablacts ob 194) dleithuter presented the 1941 appliance line and the merchandising plans to back it up +. 
meetings. Corpo! 


“ 1S WOT Tue 
WING CONSIDER 


secret 
mittee 


J. C. Saur, of General Elec- Clinton Brown, manager of G. H. Smith, Hotpoint gen- 


At the New York meeting: A. H. Jaeger, G. H. “Rock” Smith, W. 
R. Shafer, W. A. “Art” Grove, President George A. Hughes of 
Hotpoint and vice president R. W. Turnbull gather round one of 
the 1941 ranges for a picture during the recent New York meeting. 


tric Contracts Corporation, 
ably expounded the advan- 
tage of Hotpoint finance plans 


Hotpoint's Campaign and 

Sales Training Divisions, pre- 

sented distributors with new 
“Hostess Club” Plan. 


eral merchandising manager, 

summarized the day's presen- 

tations to distributors and 
presented new movie. 


Similar meetings are being held in other cities. for 1941. 
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R. W. Turnbull, Hotpoint vice- 
president, sounded the key- 
note at 194! distributor meet- 
ings: "Take your place in the 


Miss Mildred Hickman, Hot- 
point Home Economics Direc- 
tor, told distributors of her 
division's plans for giving 

further help to retailers. sun in ‘41 with Hotpoint.” 


Plans for Hotpoint’s greatest 
advertising program were told 
by W. A. Grove, Hotpoint's 
advertising and sales promo- 


Hotpoint's new electric range display 
was presented by W. R. Shafer, man- 
ager, Range Division, and loudly ap- 
plauded by distributors at Hotpoint's 


F. B. Williams, Hotpoint refrigera- 
tion manager, followed his colored 
slide presentation of 1941 Hotpoint 
refrigerators with a display of the 


. models themselves. Chicago meeting. tion manager. 
The 
All is well at the happy ending of "Speed : oy 
— | he re 
— Sees it Through," Hotpoint'’s advertising one-t} 
AE skit. Poppa March (left) and the rejuven- devot 
it ated Miss Hazard halt their inspection of And 
the new display kitchen to listen curiously puxili 
as Speed agrees to his future father-in- vy 
law's telephone suggestion that the well- ot 
advertised March and Son Hotpoint Appli- Ried y 
ance firm tie in with his housing project. ngs 9 
mer 
H. E. Warren, Hotpoint home laundry divi- 
sion manager, used a spectacular setting in LEC 


presenting to Hotpoint distributors the 
most beautiful and saleable line of home 
laundry equipment in Hotpoint history. 
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._ E. Houston, formerly commercial 
m lager of ‘the Southern California 
Ec'son Company-has been elected vice 
pr: sident and assistant general man- 
ag r of the coynpany. 


te 


[ilton Sanders has been promoted 

the positin of general*sales man- 
ag r of the Central Arizona Light and 
Power Company, serving Phoenix and 
th surrounding territory in Arizona. 


* * * 


New manager of the Pacific Gas & 
Electric Company’s Rio Vista branch 
is Carl Kelly. Larry Farrell, formerly 
in charge at Rio Vista, goes to assume 
direction “of the company’s Suisun- 
Fairfield office, where George W. Lee 
has recently retired. 


* * * 


New president of the Electric Club 
of Washington is Norman L. Bost, 
head of the National Electric Products 
at Seattle. 


* 


‘is British Columbia Electric Rail- 
way Company’s annual employees’ 
lamp- globe campaign this year offered 
war, stamps as a bonus for the sale 
of-ldmp cartons. It is reported that 
2250 stamps, each for a $2 sale of 
lamps were awarded this year. Some 
2,400,000 watts additional capacity in 
lanips was thereby added to the lines. 
Cash value of the sales amounted to 
$000. 


“N. L. Rose, formerly connected with 
the Seattle industrial division in 
Seattle, Wash. has been named man- 
ager of the G. E. Tacoma branch. 


* * * 


L. O. Fryer, formerly sales manager 
Graybar in San Francisco is now 
secretary to the General Sales Com- 
mittee. 

* 


L. F. MacDonald, salesman for the 
MacDonald Electric Company, Ltd. of 
Vancouver, B. has won the Cana- 
dian General Electric Company’s 
washer sales contest for the third 
successive year. 


* * * 


Western appointments by the West- 
inghouse Electric & Mfg. Co. include 
that of W. Elbert Lee, graduate of 
Montana State College as sales repre- 
sentative in Butte, Montana, and of 
George Wesley Faurot, graduate of 
the University of Washington as sales 
assistant in Portland, Ore., G. 
\kerman becomes office manager of 
the Westinghouse Supply Company in 
San Francisco. 


* * * 


The El Paso Electric Company of 
El Paso, Texas this year staged its 
annual I.E.S. lamp and bulb campaig 
luring the fall months. This com- 
pany does not believe in the type of 
event which calls for the application 
f employee time in off-hours, not 
being sure that this is legal under the 
rulings limiting working hours, but it 
lires a staff of a dozen salesmen who 
make door to door calls, taking orders 
for lamps and cartons of bulbs to be 
billed on the electric light bill. This 
year the record for the year was about 
1,600 I.E.S. lamps sold during 1940. 


*_ * * 


The Pacific Gas and Electric Com- 
pany announced in November that for 
the remainder of the year it would pay 
one-third of dealer advertising space 
evoted exclusively to electric ranges 
and water heaters. Both major and 
Auxiliary air heaters, and improved 
lighting for the home were also on 
their advertising schedule for the last 
wo months of the year. All this was 


mied up to the new rates and the sav- 


igs which they could effect for cus- 
omers who increase their use of 
lectricity. 
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Western 


NEWS FLASHES 


A new method of introducing its 
new lines was adopted this year by the 
General Electric which, instead of 
bringing distributors to ‘headquarters, 
brought headquarters to the distribu- 
tors. San Francisco, California was 
the scene of one such regional meeting 
early in December. Carl M. Snyder, 
sales manager, headed a group of 
twenty-one experts and _ executives 
from Bridgeport, Connecticut, who 
presented plans for the coming. year 
to a group of about 100 key members 
of G. E. distributor organizations on 


the Coast. 
* * 


Moore & O’ Neill, Kelvinator dealers 
of Berkeley, Calif. recently had an 
offer which they thought important 
enough to advertise in nearby San 
Francisco papers. This reduced prices 
on new Kelvinators to $89.50, payment 
to start after a three-month trial 
interval. 


*_ * * 


“None sold for cash”, advertise 
Gensler-Lee of Fresno, offering an 
electric mixer and all steel enamel 
kitchen table for the combined price of 
$9.95. The offer requires no money 
down, but the payment of 25 cents a 


Ilg 25-Year Men Honored 


As a highlight of the 1941 Sales Convention of the Ilg Electric Ventilating Co., 
two men were initiated into the Ilg 25-Year Club. J. O. Lennon, present New 
York manager, who started with the company in 1914 received one of the honor 


awards. 


The other award was given to M. C. Tompkins, Boston manager, who 


also joined the company in 1914. The presentations of gold watches as tokens 
of membership in the club were made by J. M. Frank, president of the com- 


pany, at a dinner in the College Hall. 


Want to Win a Coffee-Maker? 


A. C. Sanger, manager of the heating devices section of the appliance and 
merchandising department of the General Electric Company is shown on the left 


with the GE automatic coffee maker stage display at WOR Playhouse. 


These 


coffee makers are being awarded weekly in a dialect guessing contest on the 
radio program “Where Are You From?" sponsored by Rex Cole, G-E distributor. 
On the right is Allen Kent who acts as master of ceremonies. 


1941 


we, 


‘by the 


week. This being too small a sum to 
send by check, the purchaser will of 
necessity find himself coming into the 
store every week for forty successive 
weeks to make his payments. The 
store figures that it is probable that 
other purchases will follow. 


* * * 


Fresno, California recently enjoyed 
a model home exhibit presented by a 
real estate firm, with a complete Gen- 
eral Electric “dream kitchen” installed 
Fisher-Glassford Company. 
The Hendee Electric Shop did the 
wiring. The home was open for a 
week and received extensive advertis- 
ing, from November 10th to 17th. 


* * * 


The Appliance Store of Hale Bros. 
at Sacramento, California staged a 
November “Parade of Savings”, pre- 
paratory to Christmas buying. Dur- 
ing this period the store kept open 
until nine in the evening and on 
special nights gave away glass roll- 
ing pins to the first fifty women 
attending the sale. 


* * * 


Breuner’s Furniture store at Sacra- 
mento, California advertises “Trade in 
any household equipment” as down 
payment on the purchase of a refriger- 
ator. Monthly payments were deferred 
to begin in March, 1941. 


* * * 


Pomona, California, has been enjoy- 
ing a model electric home which, for 
convenience, was located near the Los 
Angeles County Fair grounds. The 
six-room English type bungalow met 
all adequate wiring requirements, with 
an abundance of convenience outlets 
and in the kitchen an electric range, 
refrigerator, dishwasher, disposal unit 
and electric water heater. Electric 
bathroom heaters, an evaporative 
cooler system for summer and me- 
chanically opened garage doors oper- 
ated by a switch reached from the car 
were other items of interest to the 
myriads of visitors who have visited 
the home. 


* * * 


“Special Norge Values to Help 
Celebrate the new, greater F. B. Con- 
nelly Company” advertised this Seattle 
distributor, listing the dealers in the 
Pacific Northwest where the featured, 
specially priced range and refrigerator 
could be purchased. 


* * * 


Home service advisors of the Pacific 
Power & Light Company made 7,736 
calls in nine months of 1940, and con- 
ducted 312 demonstrations, attended 
by 12,260 persons, according to the 
company’s October Bulletin. 


* * 


The Central Washington Fair, held 
during the fall at Yakima, Wash., en- 
joyed a booth arranged by the Yakima 
staff of the Pacific Power & Light 
Company which featured black light 
and also presented an elaboration of 
the electrically equipped miniature 
farm, which was part of the exhibit 
made during the company’s 30th anni- 
versary open house. 


* * * 


The film “24-Hour Service’ which 
shown by the Pacific Power and Light 
Company at theaters in large towns 
throughout its territory during Sep- 
tember and October, it is reported 
showed to audiences which totaled 
above 35,000. In many communities 
schools were dismissed early in order 
that the school children might take 
advantage of the education value of 
the picture. 


* * * 


Of the sixteen larger homes which 
have been erected in the Hood River, 
Oregon district during 1940, ten of 
them have installed electric ranges 
and five of them electric water heaters. 
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VAGABOND 


VICEROY 


MIRAG 


4 models with the exclu- 
sive ‘Flexaire 
Director" 


Breeze 


VICTOR ELECTRIC PRODUCTS, 


2950 Robertson Ave., Cincinnati, 


BEAUTY 
WA 
PROGOT YU 


VICTOR 


UE/BREEZE 


The new, beautiful, sensa- 
tional fan line, designed for 
sales at a profit by one of 
America’s foremost design- 
ers. The unbeatable, in- 
comparable fan line for 
1941, Six smart, buy-ap- 
pealing desk models—three 
great price leaders—four 
models with the exclusive 
Flexaire Breeze Director. 
New catalog now ready to 
give you the details of the 
most outstanding fans in 
years. BEAUTY... VALUE 
... PROFIT. Write today! 


Dept. J-110! 
Ohio 


ASK YOUR JOBBER 


Write today 
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| electric equipment. 


Stuart M. Crocker, right, newly elected General Electric vice president, has 
ibilities as manager of G-E's air conditioning department 
and will now be concerned with public relations. 
on air conditioning and commercial refrigeration in addition to carrying on as 
head of the appliance and merchandise department at Bridgeport. 


relinquished his r 


H. L. Andrews, left, will take 


Dayton, Oregon has a progressive 
union high school which has recently 
installed a complete electric kitchen in 
its home economics department. The 
five electric ranges installed are of 
different manufacture in order to ac- 
quaint pupils with various types of 
A large electric 
refrigerator and good lighting are also 
features of the department. 


* * * 


A fall selling campaign which helped 
stimulate salesmen on the lines of the 
Pacific Power and Light Company 
was in the form of a “Round-Up”, 
with cowboys and cowgirls roping 
steers and calves in the shape of elec- 
tric appliances, to the tune of a 118 
per cent quota. 


* * * 


Dealer-coordinator for = Pacific 
Power and Light Com in the 
Yakima district is now 4 Brown. 
Mr. Brown, who has been with the 
company for eleven years, goes to his 


new position from Walla Walla, 
Wash. where he was _ previously 
stationed. 


* * 


The Palace of Spokane, Wash. an- 
nounces that the electric appliance de- 
partment has been moved from the 
balcony to the fifth floor. A “moving 
day special” on R.C.A. Victor radios 
was announced. 


The second section of the Idaho 
Power Company’s “Lights Up” cam- 
paign was running on schedule, with 
Pocatello as usual in the lead, having 
made 50 per cent of quota during the 


| second to the 


Inc. 


first half of the campaign. Average 
for the company as a whole was about 
28 per cent of quota. The home serv- 
ice advisers have been running a close 
regular salesmen in 
I.E.S. and other lamps sold. 


* * * 


Sears Roebuck of Reno, Nevada an- 
nounces the enlargement of its store. 
| The new electric department, which 
adds electric ranges to the line already 
| carried, is located on the Main floor, 
| M. F. Masters in charge. It now en- 
| joys one-third more space than was 
allotted to it previously, permitting of 

a more effective display of appliances. 
Free gardenias were given to the 
ladies during the first two days of the 
|} opening event. 


JANUARY, 


For “one week only” the Silver 
State Appliance Company of Reno, 
Nevada, presented 60 packages of 
Rinso with every Kelvinator washing 
machine sold. 


* 


A special of G. E. washers at $59.95 
was a feature of Howell Electric ad- 
vertising during November. The first 
allotment was followed by an addi- 
tional shipment “by popular demand 
and through the courtesy of the Sup- 
ply Corporation.” 


The Paris Company of Salt Lake 
City offered a Christmas special on a 
$159.95 Kelvinator range in the form 
of a $25 allowance for an old range of 
any type. 


“Get a $24.95 aluminum set in ex- 
change for your old range,” offered 
Axelrad’s of Salt Lake City, advertis- 
ing Estate ranges as ideal media with 
which to cook your turkey. Thanks- 
giving or Christmas. 


*_ * 


An addition to its building which 
will increase the selling space by 75 
per cent is announced by the May 
Company of Denver. The May Com- 
pany had its beginning in Leadville, 
Colorado more than 50 years ago when 
the late David May founded a store, 
which he moved to Denver in 1889 
All departments are to be improved 
and renovated in the changes now 
contemplated. 


* * * 


Denver's annual electrical exposition 
under the sponsorship of the Rocky 
Mountain’ Electrical Development 
League featured “Beautiful Girls 
Garbed in Liquid Flame,” “Diving 
Girls in Waters of Fire’ and the 
“Marvels of Black Light” as well as 
other entertainment and a compre- 
hensive display of electrical equipment 
by dealers, manufacturers and _ the 
power company. It was held the last 
of November and the beginning o! 
December in the Shirley-Savoy Hotel 
Auditorium. 

* * 


O. S. Stapley of Phoenix, Ariz. 
offered twelve packages of Rinso and 
a bathroom scales as premiums with 
purchase of a 1941 ABC washer 2t 
$64.95. “Pay only 17¢ a day” was 
the offer. 
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BUFFALO DRIVE 
SELLS 1336 RANGES 


Dealers Sell More Than Utility 


BUFFALO, N. Y.—A total of 1336 
electric ranges and 242 electric water 
heaters were sold during the recent 
campaign of the Buffalo Niagara Elec- 
tric Corporation and scores of participat- 
ing dealers in western New York. The 
campaign was hailed as an outstanding 
success and quotas were met in an en- 
couraging manner. 

Significant about the campaign was 
the fact that dealers’ sales of electric 
ranges this year ran far ahead of the 
number sold by the power company. A 
year ago, sales during a similar cam- 
paign ran about even for both power 
company and dealers. This year dealers 
sold 953 ranges against 383 for the 
power company. 

This indicates that dealers are par- 
ticipating in the promotion effort on a 
wider basis than ever before, lessening 
the need for sales pressure on the part 
of the utility company. 

This campaign also marked the first 
effort on the part of a power company 
to make a concerted effort on merchan- 
dising water heaters. Inquiries for the 
heaters were reported coming in to the 
power company from all parts of the 
country and customers were reported to 
be well pleased with heater installations. 


Merrill E. Skinner, president of the Elec- 
tric Association of the Niagara Frontier, 
tells the gathering of campaign results. 


Power company officials expressed 
themselves as well pleased with the re- 
sults of the water heater drive and 
already are laying preliminary plans for 
a similar promotion next year. 

Power company officials said the plan 
of tieing in the range and water heater 
campaigns worked out splendidly because, 

they put it, “when a customer gets 
tired of her gas range and wants to try 
tlectric cooking, she usually wants to 
change her water heating from gas to 
electric at the same time. 

Fight dealers in western New York 
received $25 cash awards for setting 
the best sales records in their respec- 
tive districts. They are: E. Vaughan, 
ie alo; I. Kelderhouse, Lake Shore; 

Hadden, Tonawanda; R. Clark, Avon; 

iL Dutcher, Ontario; H. Fidinger, Ba- 
tavia; J. Halavan, Ft. Erie, Ont., and 
McAuliffe, Cattaraugus. 
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G 
ADVERTISIN 


APPEARING IN NATIONAL MAGAZINES 
RICAN HOME 

AM SETTER HOMES & 

MERICAN MAGAZINE 

SATURDAY EVENING 

WOMAN’S HOME COMPAN 


G 
1s STIMULATI IN 
PUBLIC BUYING INTERESTS 


PRODUCING 
Volume BUSINESS 
FOR DEALERS 


HAND CLEANER AND 
FLOOR MODEL 
BOTH EQUIPPED WITH 
MOTOR-DRIVEN BRUSHES 


WITH EVERY 
MODERN 
CLEANING 
FEATURE 


BOTH 


APPROVED BY 


BOTH EVERY INCH 
REGULAR CADILLACS— 
NOTHING ELIMINATED 


LET THIS LOW PRICE COMBINATION 
INCREASE YOUR SALES AND PROFITS 


IND, HERE Is THE POPULAR MODEL 300 
CADILLAC 
VACUUM CLEANER 


With Such Approved Features As These: 


® 2 SPEED CONTROL © DUAL 4 SLADE 
FANS @ AC-DC BALL-BEARING MOTOR 
® BAYONET LOCK. HOLDS FLOOR NOZZLE 
OR FLOOR BRUSH SECURELY WHILE 
CLEANER IS IM USE. 


ILi\q 


O58 ‘\e 


THIS 1S THE MOST “TALKED-ABOUT”’ 
CYLINDER TYPE VACUUM CLEANER — 
THE ONE THAT IS CONTINUALLY STEP- 
PING-UP SALES VYOLUME AND PROFITS 


4 
CHROME 
ATTRACTIVE, 


Guay 


$59.95 


WRITE US TODAY ABOUT REPRESENTATION IN YOUR TERRITORY AND FOR — 
INFORMATION REGARDING OUR OUTSTANDING MERCHANDISING SET-UP 


CLEMENTS MFG. CO.“ 


THIS DISPLAY 
1S A PROVEN SELLING AID 


ALL CADILLAC VACUUM 
CLEANERS ARE GUARANTEED 
FOR 2 YEARS. WITH CADILLAC 
QUALITY AND CADILLAC CO- 
OPERATION, YOU TOO CAN 
SMASH SALES RECORDS. 


PAGE 141 


CLEANER THAT IS 
he : 
\\ 
Rocky | 
‘Diving 
well as 
Ariz. Name or 
iso and NEAREST 
is with CADILLAC 
sher at _ VACUUM 
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If YOU are one of those 
fortunate dealers who 
stock and sell Oil Heaters 
equipped with A-P De- 


EES 


pendable Controls, you 
have a grand opportunity = 
to make real profits this : 
year! 


THERMOSTATIC 
You can add an EX- 


CONTROL! 

| TRA Sale and Profit on The A-P Heat Regu- 
every heater and, at the ator Set for oil heaters 
same time, make more 
satisfied customers by tomers. It’s a modern 
adding A-P Automatic 
Heat Control Accessories. Accurately controls 
Installation of these ac- room temperature with 
than ever before with the _heater sales, too! 
new A-P ‘Plug-In’’ 
Transformer . . . Plugs 

into wall socket like a 


lamp cord. 


Ask your oil heater 
manufacturer for ad 
mats and circulars fea- 
turing A-P EXTRA 
PROFIT accessories. 


Most manufacturers of gravity-feed oil-burning 
appliances use A-P Controls. Insist on them in order 
that you, too, may offer their dependable service to 


your customers. 
A-P Controls and ‘their comfort-making 


accessories offer additional sales to you. 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH THIRTY — SECOND STREET 
MILWAUKEE WISCONSIN 
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FOR YOUR INFORMATION 


With a gain of advertising lineage of 
11.6% over last year, The American 
Home magazine has forged ahead oi- 
| the field. 


as compared to 483 in 1939. Each 
issue has been ahead of the corre- 
sponding issue of 1939, and the con- 
tinuing upward climb is indicated by 
the January 1941 issue which has just 
closed considerably ahead of January 


1940. 


Credit Executives of the electrical 
and radio industry have selected the 
following committee who will have 
charge of the industry meeting and 
program in conjunction with the an- 
nual Credit Congress of the National 
Association of Credit Men at New 
Orleans in May, 1941: E. E. Diehl, 
Electric & Manufactur- 
ing Co., St. Louis, Mo., Chairman; 
Ww. Strickland, General Electric 
Supply Corp., New ‘Orleans, La., Vice- 
Chairman; Miss Alleen Harrison, 
Tafel Electric Co., Louisville, Ky.; 
H. T. Biar, Schoellkopf Co., Dallas, 
Tex.; and W. R. Brown, Matthews 
Electric Supply Co., Birmingham, Ala. 


* 


The Wakefield Brass Company, 
manufacturer of commercial lighting 
equipment has announced completion 
of an expansion program doubling the 
size of its plant in Vermilion, Ohio. 
The work was handled by The Austin 
Company who designed and erected 
the addition in A record period of 
three weeks. 

A 


company, which pioneered in the de- 
velopment of plastic reflectors and is 
now producing many types of plastic 
lighting units and other fixtures, stated 
that the additional space will be de- 
voted to handling the company’s 
rapidly expanding business in fluores- 
cent lighting units. 


* * 


An increase of 110% in dealer and 
distributor outlets for their automatic 
packaged heat units during 1940 has 
just been announced by the Conco 
Corporation, of Mendota, Illinois. 
This comes at the end of Conco’s first 
year as manufacturers and distributors 
of a complete coal, oil and gas fired 
heating and conditioning line. The in- 
crease in their line, they report, has 
necessitated a new 22, 500 sq.ft. annex 
now in construction at their plant in 
Mendota, Illinois. 


*_ * * 


Schwegler Bros. Inc., Buffalo elec- 
trical appliance dealers, have_ taken a 
long-term lease on a _four- -story ‘build- 
ing in 72-76 East Huron St. The 
building contains about 25,000 square 


548 advertisers bought space» 
in The American Home during 1940,- 


F. Wakefield, president of the” 


Mi 


feet of floor- space and will use 
as a warehouse and for the servicin 
of electrical appliances. 


To «meet the needs of expande 
optraiions, the A. A. Schneiderhahifl 
0. Des Moines, Iowa, distributg 
for Easy washers and ironers an( 
other leading major appliances, is en 
larging its facilities with the additiog 
of a new warehouse, according to a 
announcement by A. A. Schneider 
hahn, president. The company hall 
taken a long-term lease on a ware 
house building at 113-115 Eleventh S$ 
which it will remodel and equip wit 
modern loading facilities. 
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H. E. Merrill, advertising manager of 
G-E's construction materials division, was 
a host at a country fair held by the 
division at Bridgeport recently to show 
its complete line. There was a midway 
cider and everything. 


Gross factory sales of Philco Corpo 


ration, exclusive of its Canadian sul pal ran 

sidiary, amounted to $40,933,890 in the 

first ten months of 1940, as compare¢ 

with $32,888,700 in the correspopdingiLanday 

period of last year, an increase of} 24% ¢., Lo: 

it was announced today by Larry Efress — 

Gubb, executive vice-president geles. 

Philco Corporation. ers 
sident 


JANUARY, 


Gibson at New Orleans Gets Set ; 


This meeting in New Orleans of distributors and distributors salesmen, is typical 
of two-day conventions being held by Gibson to introduce its 1941 line. 
ference was under direction of J. R. Tepfer, Dallas, southwest division manager 
and Brower Murphy, southeast division manager at Atlanta. 
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Store 


an dedi 
erhahim 
ributodm 
and 
is en 
dditiog 
to a 
neider4 
iy haw 
warel 
ith St. 
Pp witli 


Better late than never, here is a photo 
of J. H. Millstone, who heads major ap- 
pliance sales for The Fair store in Chi- 
ago. Mr. Millstone came there from 
79th St. store of Sears Roebuck 
ompany. For years he was at Gary, 
Indiana, with the utility, and later with 
he Harley Clarke interests in St. Louis. 
ith him to the Fair Store came Frank 
Short and several others. 


r Rex Cole and the distributors and 
alers of General Electric refriger- 
ws and appliances throughout the 
mtry have taken over sponsorship 
the radio program “Americans All- 
here Are You From” heard Wed- 

J sdays from 8:00 to 8:30 p.m. over 
OR and Mutual Network. The pro- 
am features Dr. Henry Lee Smith 
Brown University, who has won 

‘ me as a voice detective. Guests are 

fl ected from the studio audience at 
OR Playhouse and after a brief 

ager of merview Dr. Smith guesses where 


ion, was «Strangers are from by their 

by the lect. 

to show 


midway, ®lhe General Electric room cooler 
bs selected as one of the four win- 
ig entries in Electrical Manufactur- 
magazine’s annual Product Design 
test. There were four winners, of 


ecg wal rank, receiving $250 prizes. 
390 in the * ¢ @ 
compare’ 


espopdingmLanday, Inc., of 3625 South Grand 
e of|24%me., Los Angeles, have changed their 
Larry Efress to 1248 Wholesale St., Los 
ident ofgeles. The company are manufac- 
ers sales representatives and the 
sident is Max Landay. 


*_ * * 


Nine Manufacturing Under 
Illinois Fair Trade Act 


ICAGO—Six manufacturers have 

land are operating under the Illinois 

t Trade Act recently, according to 

C. Amis, secretary of the Chicago 

ail Hardware Association. Oldtimers 

er the fair trade act are Chicago 

xible Shaft Company, McGraw Elec- 

Company and the Lionel Corpora- 
The newcomers are: 

eral Electric Company 

8s Coffee Brewer Corp. (Cory) 

ders, Frary & Clark (Universal) 

ional Enameling & Stamping Co. (Nesco) 

| Manufacturing Co., and 

Tone Chimes Company. 


typical shopping bureau is being set up by 


Con- Chicago Retail Hardware Associa- 
anager to check on how price maintenance 
arried out. 
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ee 


ON THE MINDS OF AMERICA 
BY 27 YEARS OF ADVERTISING 


No other iron or steel trademark has been advertised to your customers 
and prospects so long and consistently as the ARMCO trademark. 

Back of it are more than a billion and a half reader-impressions—in 
such popular magazines as The Saturday Evening Post, Collier's, Time, 
Good Housekeeping, American Home, and others. There have been millions 
of radio messages, too, in the ten years ARMCO has been on the air. 


This is why the ARMCO trademark is the best known and most 
trusted identification of basic quality you can find on porcelain enameled 
appliances. 

Husbands and wives have confidently bought millions of ranges, 
refrigerators, washing machines and other porcelain enameled products, 
partly because of the added assurance of this familiar mark. 

Put the ARMCO label to work in your store. When ordering appli- 
ances made of ARMCO Ingot Iron, ask the manufacturer to attach the 
ARMCO label; so you can point it out to your 
customers... . . The American Rolling Mill 
Company, 171 Curtis Street, Middletown, Ohio. 
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Bought a Car 


PAGE 


and Learned 


How To Clinch More 


Vacuum Cleaner Sales” 


“Yes Sir! I soon discovered that a good automobile sales- 
man does a lot more than demonstrate his car. He clinches 
the sale by talking about mechanical features—particu- 
larly about the motor—to convince you that his car will 
keep on delivering dependable, trouble-free, economical 
performance for a long, long time. I’m using the same 
idea now, and it’s helping me sell a lot more vacuum 
cleaners, particularly where the man of the house has to 
be convinced to clinch the order.” 


When you sell a cleaner equipped with a Black & Decker 
motor, you have a real sales-clinching story to tell. For 
The Black & Decker Electric Company is America’s most 
experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
bility with minimum servicing. Every Black & Decker 
motor, moreover, is specifically designed and custom built 
for the particular make of cleaner it drives. And the 
name of Black & Decker—famous also in the field of 
portable electric tools—stands ace-high with men in 
practically every walk of industrial and business life. 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manv- 
facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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G-E PREVIEWS APPLIANCE LINES 
FOR 1941 IN EIGHT KEY CITIE 


New Automatic Washers, With New Range and Refrigera 
Models, Lead Parade of Attractions 


NEW YORK—With such star perform- 
ers as the long-awaited automatic elec- 
tric washer and completely new lines of 
refrigerators and ranges leading the 
parade, sales and promotion executives of 
the General Electric Company’s appliance 
and merchandise department launched a 
series of nine previews of major appli- 
ance lines for 1941 with an enthusiastic 
two-day meeting in the ballroom of the 
Hotel Carter, Cleveland, on November 
29-30. The meeting, attended by G-E 
distributor principals, their sales organi- 
zations, and operating staff, consisted of 
one day of dramatic presentations of 
products and promotion plans, and a sec- 
ond day devoted to individual confer- 
ences. Other meetings were scheduled to 
follow in rapid succession in Atlanta, 
Dec. 2-3, at the Athletic Club; Dec. 5-6, 
at the Adolphus Hotel, Dallas; Dec. 9-10, 
at the Fairmount Hotel, San Francisco; 
Dec. 12, New House, Salt Lake City; 
Dec. 14, Continental Hotel, Kansas City; 
Dec. 16-17, at the LaSalle Hotel, Chi- 
cago; and Dec. 18-19 and 20-21 at the 
General Electric Institute in Bridgeport, 
headquarters of the appliance organiza- 
tion. 

The holding of a series of previews 
throughout the country, instead of a 
single large meeting in Bridgeport, as 
heretofore, was planned in order that 
more of the sales counsellors and work- 
ing personnel of each distributing organi- 
zation might attend. The distributor pre- 
views, in each case, are followed shortly 
by dealer meetings conducted by the dis- 
tributor, following the same program 
and employing similar technique and 
properties. The whole series of meet- 
ings, complete with products, displays, 
talks, motion pictures, scripts, and floor 
plans, were worked out in advance by 
A. L. Scaife, merchandising manager, 
and the G-E appliance advertising divi- 
sion in Bridgeport. So complete were 
the details that at the conclusion of each 
distributor preview, a “package” con- 
taining everything necessary to duplicate 
the meeting for dealers was given to the 
distributor for his own use. 

Completely new lines of products were 
introduced by the refrigeration, range and 
water heater, electric sink and cabinet, 
home laundry equipment, radio, and 
vacuum cleaner sections, together with 
complementary sales, merchandising, ad- 
vertising, and promotional programs. 
Meetings were closed to all but inter- 
ested organizations. 

Equalling if not surpassing the interest 
shown in such perennially important lines 
as refrigeration and ranges, was the re- 
ception accorded the initial showing of 
the new General Electric automatic wash- 
ing machine, development of which has 
been in the hands of G-E engineers in 
Bridgeport for several years. John 
Wicht, manager, and Dave Hays, com- 
mercial engineer, jointly unveiled the new 
device before the assembled distributors 
and put it through its complete cycle of 
operation, following up the demonstration 
with a general statement on plans for 
distribution and promotion. No details 
as to the device itself or the merchandis- 
ing plan are to be released to dealers 
or public until late spring or summer, 
according to present plans, although 
Wicht informed the group that machinery 
for its production had been installed at 
Bridgeport and that a certain number of 
machines would be manufactured, begin- 
ning immediately. This advance pro- 
duction, taken from the assembly line, 
will be placed in homes in a selected 
marketing area for a final field test, 
following which the actual demonstration 
and sales plans will be announced. The 
automatic washer has been a closely 
guarded secret at the G-E Bridgeport 
plant for many months, and the demon- 
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stration at Cleveland and other prev; 
points afforded even the headquart 
sales organization its first opportun 
for inspection. 


Retrigeration 


American Beauty roses dominated 
presentation of the refrigerator line 
1941 by A. M. Sweeney and L. H. Mil 
the manager and sales manager resp 
tively of the household refrigeration s 
tion. Selected as the symbol of the yea 
slogan “Beauty and Quality—a rare oo 
bination”—the rose will be seen throug 
out the year wherever G-E refrigerat 
make their appearance. 

Commenting on the disturbances 
price and distribution structure in |} 
and on the high rate of consumer » 
chases, Sweeney pointed to a prospect 
consumer purchasing power in 1941 ¢ 
would surpass anything seen to date, : 
declared that the closing months of 
current year had been devoted to p 
paring for the biggest refrigerator y 
in history. Paying tribute to G-E’s é 
tributor-dealer-consumer method of 
tribution as a guarantee of permane 
in the electrical appliance business, 
announced that national advertising w 
stress more strongly than ever the 5 
formance record of the G-E refrigerat 

The new models, action displays, 1 
a new sound film—‘“G-E Marches ( 
formed a dramatic background for 
presentation by Miller of the line, parti 
larly featuring a new deluxe 7-cubic-i 
model, the pivot for telling the “1 
Star” demonstration story. The 
stars” in question cover ice stor 
frozen food storage for as much a: 
packages, quick chilling for beverag 
high humidity meat storage, multi-b 
storage for as much as eleven quarts 
milk, butter conditioning, vegetable s 
age under glass, ten quarts of | 
storage, adjustable and sliding stain 
steel shelves, and non-refrigerated 
storage. Principal attention in 1941 
again on the popular six, seven, 
eight-foot sizes, with the new “sev 
bracket offering not only increased | 
frigerating capacity and all deluxe | 
tures but a more logical step-up in 
price structure, which begins with a: 
foot price leader and extends thro 
standard, “Royal”, and “Imperial” mod 
On either side of the popular sizes in 
new line are smaller models for 
apartment house field and “twelves” 

“sixteens” for the larger homes. ? 
ticular effort has gone into demons 
ble features that make step-up sé! 
logical to the prospect. 


The new electric range and w4 
heater lines, presented by J. R. Pot 
manager, and by Elmer Dvorak and! 
Rich, respective sales managers, 
flected in full measure both the incre 
business in these appliances enjoyet 
the industry during 1940 and the ¢ 
greater percentage increases obtained 
General Electric. The range line in! 
ticular, designed to consolidate £ 
in the higher price brackets and offer‘ 
values in the lower brackets, prods 
one of the sensations of the distrib 
previews. It had been preceded, dv’ 
the closing months of 1940, by an 
tirely new range announced as a sa! 
of revised design and manufactw 
techniques effecting marked econo 
which were to be passed on to tie ° 
sumer in the form of lower prices 

The 1941 ranges can fairly be sai 
have been designed “by the field”, Pv 
stated, since every distributor — 
through him dealers, salesmen, ard 4 
ties—was contacted during the past! 
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for style, feature, and price suggestions. 
Th extensive effort was backed up by 
cor-umer research carried on at the 1940 
New York World’s Fair, and from the 
surveys specification standards were ar- 
rived at. In each of the ranges making 
up the new line, new features were in- 
troluced, and in every case prices have 
bec. considerably lowered. Top model, 
except for the extra-large “Imperial”, is 
an entirely new deluxe range which will 
carry the name “Stratoliner” through a 
cooperative arrangement with Transcon- 
tincntal and Western Air lines. Of the 
six standard-size ranges shown, two are 
priced below $100 for the first time in 
G-E history. Improved Calrod surface 
and oven units, the extension of sealed-in 
Calrod units to the thrift cooker, built-in 
timers, and redesigned larger broiler 
units are among the new features. On 
the promotional side, trade, newspaper, 
and general magazine advertising pro- 
grams have been enlarged, and the latter 
in particular will be closely coordinated 
with other elements in the program to 
establish retailers as headquarters of a 
national organization. Women’s magazine 
advertising will revolve around the for- 
mation of a “Roast of the Month” club, 
to be announced later in greater detail. 


Water Heaters 


Somewhat quieter, but also effective, 
was the introduction of the 1941 electric 
water heater story, on still another stage. 
It began with a girl, picked out by a spot- 
light as she strolled to the front of the 
room and disappeared behind a screen, 
wer the top of which there began to 
appear various articles of apparel while 
the sound effects of a steaming hot 
showerbath were heard. During the “bath 
period” Poteat discussed various phases 
of the past year’s water heater business, 
and the screens were finally removed to 
reveal sales manager Rich standing before 
a new full-color “girl in shower” display 
piece. Action from that point on took 
the form of a dramatic skit, with Rich 
and a lethargic and unproductive dealer 
as principals. The skit pointed up the 
fact through dialogue that water-heater 
business is profitable and service-free, 
and that the basic problem is one of get- 
ting dealers into the business and telling 
them how to sell. Rich announced that 
ices had been reduced on water heaters 
every year, and would be further reduced 
in 1941. Headline feature in the new line 
is the sickle-type Calrod unit, developed 
alter many years of laboratory work and 
field test. The new unit offers the ad- 
vantage of direct immersion in the water 
to be heated, and its shape makes for 
faster heating. 


Electric Sinks—Cabinets 


C. W. Theleen, manager of the G-E 
electric sink and cabinet section, em- 
ployed orange blossoms, oranges, and 
bananas with dramatic effect before pre- 
view audiences as he discussed the swift 
and tragic transformation of Mendel- 
sohn’s celebrated wedding march into the 
thrice-daily parade to the garbage pail. 
The demonstration incidentally made it 
possible for him to heat his breakfast on 
stage, as a logical step in presenting the 
story of the G-E disposall. After “break- 
last’, and after the accumulated waste 
had been dumped from sink colander to 
paper bag and thereby made its way to 
the kitchen floor, Theleen donned an 
apron and became a typical housewife, 
playing to the role of a typical disposall 
installation man as enacted by C. J. En- 
derle, sales manager for the section. 
Purport of the skit was to introduce the 
new G-E disposall which will henceforth 
be available with a 34-inch adoptor 
flange, as well as with the standard 5-inch 
flange. Heretofore disposall sales for 
existing kitchens have been considerably 
imited because the standard opening in 
most sinks has been too small to allow 
installation of the device without resort- 
ing to the use of a boring tool. To the 
opportunity of selling disposalls and elec- 
tric sinks to new construction, is now 
added the further opportunity to move 
into the modernization market with a 
Practical solution. 

Reviewing the G-E line of kitchen 


cabinets and packaged kitchens, Theleen 
pointed out that cabinet business had 
increased eightfold during the past three 
years and that the national volume on 
steel cabinet sales during 1940 would ex- 
ceed $10,000,000. As a companion ac- 
tivity to the refrigerator and range stor- 
age center units, he introduced a new 
sink storage center, a new cabinet type 
sink constructed to the dimensions of 
the G-E electric sink which can later be 
furnished with dishwasher and disposall, 
and such other new items as a vegetable 
cabinet, vertical tray storage cabinet, and 
a new refrigerator accessory cabinet de- 
signed to fit the top of a refrigerator. 
Also announced was a line of custom- 
built linoleum-equipped sink and counter 
tops. 


Home Laundry Equipment 


In conjunction with—and in spite of— 
the announcement of the coming auto- 
matic electric washing machine, Glen 
Chaffer, sales manager of the G-E home 
laundry equipment section, led off the 
afternoon preview sessions with the pres- 
entation of G-E’s first completely new 
line of standard washers, ironers, and 
dryers to be launched simultaneously for 
several seasons. Four new wringer mod- 
els, two spinner washers, two dryers, 
and four ironers constitute, he declared, 
the most complete offering of any manu- 
facturer in the industry. The wringer- 
type washers are particularly noteworthy 
for a new and exclusive wringer con- 
struction, streamlined and massive, which 
dominates the styling and represents, on 
the engineering side, several years of re- 
designing. Close-up motion pictures were 
used to demonstrate the wringer action 
to the groups. To accelerate sales of 
the tumbler-type dryer, introduced a year 
ago, G-E is introducing another model 
which will operate as a plug-in device 
on ordinary household current. Public 
interest in this type of dryer is high, 
but sales have been limited to a certain 
extent by the need for special wiring, 
now eliminated. Chaffer stressed the 
rising importance of the ironer market, 
and particularly that for the flatplate 
ironer, which is exclusive with G-E. At 
the beginning of 1941 ironers have passed 
the crucial point of one million in use, 
he pointed out. 


Vacuum Cleaners 


A. L. Atkinson, manager of the elec- 
tric cleaner section,- reviewed changes 
in the industry’s distribution methods 
dating from 1928 when General Electric 
first started intensive activities through 
dealer stores, as opposed to house-to- 
house selling, and said that aggressive 
selling through retail outlets would con- 
tinue to be backed up in 1941 with 
participation in G-E full line advertis- 
ing, by national magazine advertising on 
cleaners alone, by intensive local cam- 
paigns, and by highly competitive mer- 
chandise with generous margins for dis- 
tributors and dealers but with the manu- 
facturer’s margin cut back in order to 
carry out a strong program. Lloyd 
Hertzler, sales manager, indicated that 
1941 merchandise was designed to meet 
the needs of three classes of dealers— 
G-E specialty appliance dealers, the “all 
other” group consisting of small retailers 
of all types, and the large department 
store or syndicate buyers. For the first 
group, the merchandising program cen- 
ters around two deluxe models, one of 
the motor-driven crush type and one of 
the tank type, possessing a maximum 
number of demonstrable features and car- 
rying longer margins to compensate for 
the specialty sales effort required. For 
the second dealer group Hertzler showed 
“four merchandising aces”’—a motor- 
driven brush hand and floor cleaner in 
matching colors, at $39.95, to be sup- 
ported by national advertising; a cleaner 
and carpet sweeper combination, simi- 
larly styled and priced; a _ tank-type 
cleaner with complete attachments for 
$39.95; and a step-up model motor- 
driven brush cleaner, with choice of at- 
tachments or sweeper, at a slightly higher 
price. For the third dealer classifica- 
tion, the “four aces” are also available, 
plus a price leader cleaner at $29.95. 
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THE RANGE THAT MADE GOOD 
IN A DAY. The Cavalier Electric 
Range has been a successful range 
. .. from the very beginning. The 
first range ever built is today giv- 
ing highly satisfactory service. And 
this first range is only typical. 


Cavalier 


ELECTRIC RANGES | 
& WATER HEATERS © 


'S SOMETHING COOKING ON THE NEW CAVALIER!” ) 


CHICAGO EXHIBIT 
1145 American Furniture 
January 6-18 


FOR 1941—A new, EXCLUSIVE feature 
that makes Cavalier the most completely 
Automatic Range available. 


FOR 1941—Freedom from service that 
makes Cavalier a pleasure to sell. 


FOR 1941—Handsome, high style cabinets 
with heavy insulation and great sturdiness. 


FOR 1941—Five-year warranty—the kind of 
sales help that attracts every customer. 


FOR 1941—Powerful new sales aids—new 
merchandising plans—new advertising. 


what Cavalier has cooked up. 


CAVALIER 
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Users everywhere are enthusiastic 
about Cavalier. Dealers report that 
Cavaliers require less service or no 
service at all. For a trouble-free, 
profitable range line in 1941—see 
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Another significant factor is seen in 
the fact that the FHA’s housing pro- 
gram on low-cost ($2,500) houses 
requires that they must have a heating 
system. The type is not specified and 
indications point to the fact that, in 
many parts of the country enjoying 
normal temperatures without severe 
cold, where some central heating sys- 
tem would be required, that the oil 
space heater installation would fill the 
bill. 

Prices next year should advance 
during the opening months it is felt 
and the increase will be somewhere 
between five and ten per cent. The 
trade is in healthy condition due to 
the fact that the comparatively large 
inventories which opened the year 
1940 have been liquidated and the 
trade is in a clean shape to start oper- 
ations in 1941. 

Incidentally, there would appear to 
have been a fairly heavy mortality 
among the smaller manufacturers of 
oil space heaters during 1940, accord- 
ing to reliable sources. This would 
be in keeping with the trend to na- 
tionally-advertised, nationally-merch- 
andised products and the trend to 
models equipped with adequate con- 
trols, up-to-date styling and additional 
equipment such as fans. The busi- 
ness was once fairly local in char- 
acter but with national distribution 
entering the picture, the smaller manu- 
facturers who assembled a few heaters 
each year, seem to be on _ the 
way out. 


AUTOMATIC COAL STOKERS 


The automatic coal stoker business 
enjoyed the best year in its history 
during 1940. The figures show that 
in 1940 there were 147,000 of the 
residential type units sold. These are 
the units which burn up to 100 pounds 
of coal per hour. These figures repre- 
sent a 55.47 per cent increase over 
the 1939 sales for the residence type 
stokers which amounted to 94,551 
units at an average price of $282 
worth at retail $26,633,382. 

In the apartment house and small 
commercial field where stokers which 
burn from 101-300 pounds of coal per 
hour, the business showed a 12.56 per 
cent increase in 1940 over 1939. Unit 
sale figures show 4,975 of these larger 
stokers sold at an average price of 
$516 worth at retail $2,567,100 in 
the year 1939. Sales in 1940 show 
5,600 of these larger models sold. 

While oil-burning units, both con- 
version and boiler-burner, continue to 
roll up more impressive sales figures 
(297,900 installations in 1940) the 
ratio of stoker to oil-burner sales 
constantly narrows. Time was when 
one stoker was sold to every six oil 
burners. Today the ratio is one stoker 
to every two oil burners. And the 
percentage of increase in annual sales 
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is more and more on the side of the 
stoker making the most impressive 
showing. Oil burner units in 1940, 
for instance, show an over-all per- 
centage increase for all types of units 
of 20.30 per cent whereas in the com- 
parable field of home heating, stoker 
units registered a 55.47 per cent in- 
crease. 

Present saturation of automatic coal 
stokers is 702,600 units which is still 
relatively low compared to the 2,202,- 
900 oil burner installations which 
have been made. Gas house heating 
has been installed in about 600,000 
homes. 

An interesting competitive trend 
was evinced during the year when the 
Kansas City Power & Light Company 
decided to go into a full-time promo- 
tion on coal stokers to challenge the 
gas-heated furnace which was making 
some considerable headway. At the 
time the campaign started there were 
only 1,676 stokers installed in Kansas 
City where as at the end of an adver- 
tising campaign and the financing of 
stoker installations by the utility com- 
pany, an additional 1,523 stokers were 
installed. An analysis of the first 100 
stoker installations showed that 14 
were to new homes (the toughest mar- 
ket for the stoker to crack); 26 re- 
placed gas or oil heat; 56 replaced 
coke-burning furnaces and four re- 
placed miscellaneous heating devices. 

More specialty dealers entered the 
stoker selling field in 1940 and evi- 
dences point to the fact that this trend 
will continue. They have found a 
fertile field for their specialty selling 
technique in those areas where the 
competitive coal, gas and oil situation 
gives them a selling edge. 


AUTOMATIC OIL BURNERS 


The oil burner industry as a whole 
experienced a welcome increase in 
business during 1940 which totaled 
20.30 per cent. Taking all types— 
conversion units, boiler-burner units 
and direct-fired air conditioning units 
—there were 297,922 sold worth at 
retail $92,638,550. In 1939, on the 
other hand, there were 247,655 units 
of all types sold, worth at retail $75,- 
207,850. 

On conversion burner units, a de- 
crease in the average unit prices from 
$268 in 1939 to $258 in 1940 held 
down the dollar volume increase. In 
1939, the figures show 211,532 con- 
version units sold worth at retail $56,- 
690,600. In 1940, sales increased to 
245,979 conversion units worth at re- 
tail $63,452,600. In the conversion 
unit bracket, therefore, the increase 
was 16.28 per cent. Stoker sales for 
residences, in the same period, in- 
creased 55.47 per cent. 

Boiler-burner units, however, show- 
ed a 32.55 per cent increase in 1940 
over 1939 and the average price went 


up from $507 in 1939 to $568 in 1940. 
Unit sales of boiler burner units were 
19,215 in 1939 worth at retail $9,742,- 
000. In 1940, boiler burner unit sales 
had increased to 25,469 units worth at 
retail $14,466,400. 

Direct-fired air conditioning units 
experienced the largest percentage of 
sales increase during the year—56.58 
per cent—and average prices went up 
from $519 in 1939 to $556 in 1940. 
The sales figures for the two years 
show 16,908 air conditioning units sold 
in 1939 worth at retail $8,775,250. In 
1940, the figures were 26,474 air con- 


REVIEW and FORECAST 


ditioning units sold, worth at re 
$14,719,550. 

During the coming year, the ¢ 
sensus of opinion is that prices on; 
tomatic oil burning equipment » 
rise about 10 per cent and that a sq 
increase for the year of about 
same proportions as that of 1940 o 
1939 may be looked for. Half of 4 
country’s 26,000,000 homes are s 
without some form of central heati 
and with new residential buildi 
spurred by increased incomes, the 
are two impressive potentials for ¢ 
industry to shoot at. 


Air Conditioning 


UNIT ROOM COOLERS 


ATEST opportunity in the major 
appliance field, the unit room 
cooler of the air-cooled window and 
floor type has provided major manu- 
facturers with many a headache to 
plot sales curves for coming years. 
Susceptible, like the humble fan, to 
the vagaries of the weather wherein 
a cold, rainy spring can play hob with 
distributors’ orders and dealers’ en- 
thusiasm, the room cooler has yet to 
blossom into a volume business. 

On the other hand, design and per- 
formance features—to say nothing of 
attractive pricing—have brought the 
room cooler to the stage where sales 
development and a constantly expand- 
ing market would seem to be naturals. 
Yet the best available figures on the 
business would seem to show that 
from a low of 5,000 units in 1936, to 
10,000 units in 1937 and 1938 and an 
estimated 20,000 units in 1939, that 
sales for the year 1940 had not gone 
beyond the 23,000 mark. 

Average prices are also difficult to 
estimate in a field where eight or ten 
manufacturers comprise the business 
and the window unit cooler has 
brought a sharp downward trend in 
the past three years. In 1936 and 
1937, when production was small, 
about $460 could be accepted as the 
average retail price. It dropped to 
$410 in 1938 but with window units 
dominating the last two years sales, 
and prices starting at around $149.50, 
the average for 1939 should be some- 
where in the neighborhood of $260 
which would mean a total volume of 
$5,200,000 for that year and for 1940 
of $5,175,000, at $225 average. 

Development in the field goes on 
apace and today the average manufac- 
turer’s line shows about three models 
—two window units of one-third to 
two-thirds horsepower air cooled and 
one floor model, either air or water- 
cooled at about 14 horsepower. One 
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large manufacturer is introducing th 
year a compact, tested, reverse-cy: 
window unit model, air cooled, ; 
both cooling and heating functio 
From the utility standpoint, this t 
of air conditioner represents a des 
able load with its all-year operation 

It would be reasonable to assume 
volume of more than 30,000 units 
1941 as the development of the z 
and its attendant merchandising 
considered and improved income c 
ditions in the country. 


ATTIC VENTILATING FANS 


The attic ventilating fan—p 
man’s air conditioning, as some hai 
dubbed it—enjoyed a good year 
1940 compared to 1939. Some 20, 
units were sold at about the prevai 
ing average price of 1939—$12} 
which means that the retail volu 
of the business amounted to $2,500, 
In 1939, unit sales approximat 
15,000 units at the same average prit 

Many small local concerns—esp 
cially in the South and Southwest 
are concerned with making attic fas 
louvres and housing. A tinsmith tur 
out the blades which together with 
motor and a belt make a fairly sim) 
fan of sufficient capacity to do a ji 
A good part of the original cost com’ 
in installation in which a carpenter 
necessary to cut the grill and bu 
the housing. Less than ten mat 
facturers with any national reputat! 
are engaged in building and selling 
completed fan. 

The fan itself works on the sin 
principle of pulling in cool night : 
during the summer months from ! 
attic spaces and exhausting the h 
which has accumulated in the 
and upper floors of the house. W 
a window or two left open in! 
upper floors, a sound sleep with © 
culating fresh air is assured and * 
effect, if the windows are closed ag? 
in the morning, lasts well until n0 
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Rear end view of the stage showing Sales Promotion Manager R. H. Pizor, assistant washer sales manager, is telling his class about 
M. W. Thompson telling the boys to give a Heave-ho! on that the Australian vs. the American porcupine—in short, a funny story 7 
washer. to illustrate his point. 


NORGE Meets Detroit 


Distributors are introduced to 1941 models at annual convention 
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oled. Walt M. Davis didn't have sam- 
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L. J. Meyberg, of San Francisco. Paul Puffer, general sales man- Ludwig Hommel at the left is the oldest Norge distributor in 
ager for Norge Division, A. H. Meier, sales manager for Leo J. the U. S. With him is J. P. McFarren and J. K. Wiener. 
Mayberg Company and M. G. O'Hara V.P. for Norge. 
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and bi erybody had a chance for a nice clubby talk R. A. Harding, Salt Lake Hardware Company. M. B. Lasky of Mayflower Sales Co., St. Louis, told 
with M. G. O'Harra, vice president in charge of With him is Harry Whittingham, vice president in President Howard E. Blood that he had signed the | 
sales of household appliances, seen in background. charge of engineering for Norge. largest order in his firm's history. 
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d selling Left to right is Harry Montague of Trilling & The gentleman with the hat on is George Buechel C. B. Warren of Warren-Norge, New York. With 

Montague, Philadelphia, David Trilling, and Jack of the Sutcliffe Co., Louisville. He is having a him is E. L. Frolich, eastern sales manager, Norge, 
the sim Tenney, refrigerator sales manager for Norge. word with Paul Puffer of Norge. ‘and W. J. Connolly, treasurer, Warren-Norge. _ 
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Spokane Presents 


Over two hundred Spokane dealers, jobbers and lighting sales personnel at- 
tended the September dinner of the Washington Water Power Company at which 
the industry's 5-year lighting program was graphically presented by means of a 
series of skits and talks. E. W. Stryker of the General Electric sales promotion 
department was principal speaker, emphasizing the importance of year-round 
activity in light selling. W. Potter of the same company, assisted in putting on 


the skits. 


LIGHTING SHORTS | 


The Idaho Power Company’s “Bulb 
Snatchers Campaign” closéd its eight 
weeks’ activity on October 24 with 118 
per cent of quota made. Total watt- 


age of bulbs sold amounted to 8,879,- 
929, with 317 employees participating 
in the drive. The Pocatello district, 
as usual, was the winner in this an- 
nual event The “Lights Up” cam- 
paign reached the half-way mark on 


October 26 with 268 floor lamps sold, 


63 desk and table lamps, 648 renualite 
and others and 61 yard lights. At 
the same time the range and water 
heater activities in “The Brick House 


Campaign” finished its first section on 
November 1 with 104 per cent of 
quota reached. A _ window display 
contest offered $60 in prizes. 


¢ 


“How two dollars turned frowns 
into smiles” is the slogan used by the 
Northwestern Electric Company of 
Portland, Oregon, to advertise adap- 
tors, plastic bowls and other auxiliary 
lighting aids carried by dealers. 


September meeting of the Spokane 
group of the Inland Empire Electrical 
Fquipment Association enjoyed a sell- 
ing skit entitled “It’s All in the Guide” 
presented by members of the Wash- 
ington Water Power sales department. 
Light conditioning was the particular 
subject of the meeting, with Ed Stryker 
of Nela Park as principal speaker. 
Attendance was 239. 


* 


Mazda lamp salesmen in Denver this 
year repeated the success of former 
years in their door-to-door lamp kit 
sales. Emphasis in these drives is 
placed on the larger wattage bulbs. 
Door-to-door solicitation, newspaper 
advertising, window displays and em- 
ployee campaigns and contests are fea- 
tures of the annual event. 


Ranges, hotplates and roasters were 
demonstrated at the C. Electric 
Railway Company’s exhibit at the Pro- 
vincial Exhibition at Victoria, D. C. 
Better lighting was featured in two 
rooms illustrating how panel lighting 
can be adapted to home or office. 
Seventy foot-candles were delivered at 
desk level in the demonstration office 
and forty foot-candles at chair level 
in the home, without glare, through 
the use of 5-ft. panels of frosted opal 
glass. The model kitchen attracted 
a large attendance. 
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National Sunlamp Promotion for 
"Vitamin Conscious” Public 


Looking toward a record season in 
sunlamp sales, General Electric has 
launched a national promotion to take 
advantage of the fact that the public 
is “vitamin conscious”. Public conscious- 
ness of the winter need for ultraviolet 
radiation to take the place of the sum- 
mer sun in stimulating the production of 
vitamin D by the body has taken the 
sunlamp out of the novelty class and 
the value of the sunlamp no longer has 
to be sold. 


G.-E. Lighting Institute 
Remodelling 


An extensive remodeling program has 
virtually closed the G.E. Lighting Insti- 
tute at Nela Park. 

The Tuesday night programs—open to 
the public and consisting of lighting- 
magic shows and demonstrations of the 
latest laboratory developments — have 
been discontinued and will not be resumed 
until next April. The Institute will be 
closed to all but a few business groups 
during the next several months. 


NEW YORK—Utilities throughout the 
country will find a splendid incentive to 
increased activity in the home lighting 
field in a series of substantial cash prizes 
just announced by the Home Lighting 
Equipment Sales Committee of Edison 
Electric Institute. The prizes are offered 
by the Committee for the best all-round 
job of promotion and sales of home 
lighting equipment during the first six 


months of 1941. 

First award will be $500; second 
award; $200; third award, $100; and 
there will be four awards of $50 each. 

Entries should cover the entire period 
beginning January lst, 1941, and end- 
ing June 30th, 1941. There may be 
special concentrations of promotion and 
sales effort during this period, or a 
sustained activity throughout, but activi- 
ties and results for the full six months 
should be incorporated in the entry. 

Judging will be based on “Plans and 
Methods” and on “Operations and Re- 
sults.” “Plans and Methods” will in- 
clude the ingenuity of sales promotion 
and advertising, the value of training 
and sales programs, the scope of activi- 
ties, and the method of presentation to 
sales organizations. 

“Operations and Results” will include 
the effectiveness with which the plans 
are carried out, the unit sales in relation 
to total domestic customers, and the load 
building values of the various types of 
equipment sold. Due consideration will 
be given to the size and the type of terri- 
tory served. The types of equipment 
included are IES Certified Lamps and 
other portables, Pin-To-Wall Lamps, 
lighting fixtures and adaptors, converters 
and modernizers—all sold with the 
proper size bulb consistent with good 
present day lighting practice. 

Judges, whose decision will be final, 
will be men prominent in the lighting and 
merchandising fields, and all entries will 
become the property of Edison Electric 
Institute, which is undertaking by this 
means to gather information on success- 
ful home lighting equipment sales activi- 
ties for distribution to utilities as a 
source of valuable ideas. 

The Home Lighting Equipment Sales 
Committee was formed two years ago 


Lighting Action Display Idea _ - 


Ray O. Fischer, display manager of the 
Southern California Edison Company, makes 
a specialty of action display, which drama- 
tize the story which a window has to tell, 


Here is a striking background which he 
created for use in all company offices 
during a “Better Light Better Sight" promo- 
tion, 
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$1,000 IN CASH PRIZES OFFERED 
FOR WORK IN HOME LIGHTIN( 
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Experiments With Light 


A new manual “Experiments Wi 
Light,” containing practical problemi 
for students in science, has just com 
off the presses and is now available 
according to a recent announcemer 


of the Illuminating Engineering 
Society under whose direction 
book was prepared. ; 

Designed for use in high sche 
physics courses, the manual outlingiy 


a dozen practical experiments wit 
light which may be worked out by th j 
student with simple, low-cost materia 4 
locally obtainable or easily built. Tha : 
book attempts to give a better conceyiiil 
of the fundamentals of light alrea : 
studied and a knowledge of the pra 
tical problems of lighting as an aidt 
seeing in everyday life. 
“Experiments With Light” may & 
obtained from the Illuminating En j 
gineering Society, 51 Madison Ave 
nue, New York City, at a cost o 
25 cents per copy. 


when, in the opinion of the General Sa 
Committee of Edison Electric Instity 
sales of home lighting equipment wall q 
not keeping pace with the promotion a 
public education and interest in 1 
principles of Better Light—Better Sig 
The Home Lighting Equipment Sa 
Committee’s special task, therefore, 
been to stimulate increased sales of t 
equipment by utilities and dealers. 

The contest is conducted for util P 
companies, and activities included in 
entries may be conducted either by ¢ 
utility alone, or by the utility and de 
ers jointly, or for dealers. However, t 
leadership, planning and follow- throug 
must be the responsibility of the uti 
either directly or through an elect 
league or similar local organization. 

Entries must be submitted to the Hon 
Lighting Equipment Sales Committ 
Edison Electric Institute, 420 Lexingt 
Avenue, New York, not later th 
August 1, 1941. 


Chicago Fluorescent 


School Crowded 


CHICAGO—A total of 711 registras 
forced the Chicago Lighting Institute ! 
extend its fluorescent lighting school 
November into three sessions. It was 
followup of the school held in Februar 
1940, in which the Institute sponsor 
the first fluorescent lighting school 
the United States. 

Those attending the conference wet 
instructed in operating characteristics 
lamps and auxiliaries, the methods 
planning fluorescent lighting installation 
the proper use of light for merchandisin 
and man facturing, the method of analy 
ing the economics of lighting and adaf" 
ability of present fixture types for ¥ 
rious seeing tests. The principles of i 
science of seeing were reviewed and 
tures of outstanding fluorescent fightin 
installations were shown. 

Electrical jobbers and wholesalers sé 
177 students, lighting fixture manufa 
turers 127, air conditioning companies, 
and lamp companies, 21. There were Jé 
students from utilities. 
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lectric Range Industry and the 
Electric Water Heater Industry 
on 1940 SALES 


—the greatest year in history! 


In 1940 CHROMALOX UNITS 


ALSO ENJOYED THE GREATEST SALE in their 
twenty-five years of ever-increasing popularity. 


9 ny CHROMALOX again will be 


in the front rank of this fast moving parade with 
NEW refinements—NEW features—NEW products. 


CHROMALOX 
RANGE UNITS 


CHROMALOX 
WATER HEATER 
UNITS 


Lower 
wattage 
per New 
square copper-seal 
inch PP 


construction— 
all surfaces 
in contact with 
water are 


COPPER 


Up to 950% more contact 


You can’t beat 
CHROMALOX 
for good cooking 


EDWIN L. WIEGAND COMPANY 


1525 Thomas Boulevard © Pittsburgh, Pa. 
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DETROIT—Setting a goal of 400,000 
Kelvinators for 1941, Frank R. Pierce, 
general sales manager for Nash-Kelvin- 
ator Corporation, told 500 distributors at 
Detroit December 16-19 that the company 
planned to extend its unusual policy in 
the coming year. Pointing to the fruits 
of its 1940 strategy Mr. Pierce revealed 
that 2t times as many Kelvinators were 
sold in 1940 as in 1939, creating an all 
time high for its 27-year history. 

“Our progress in 1940 has not, been 
due to reductions in price alone,” said 
Mr. Pierce. “It has come from squarely 
facing the evils of the refrigeration busi- 
ness. There were too many models, too 
many dealers, a lack of a logical step-up, 
and no appreciation of the seriousness of 
mail order competition.” 

He declared that Nash-Kelvinator ex- 
pected to go still further in the giving of 
more value to the public, in protecting 
dealers and reducing their investment, 
saying that the 1941 motto, “Get More— 
Get Kelvinator” has solid backing; that 
all sixes contained actually 63 cu.ft., and 
all eights 8% cu.ft. Mr. Pierce stated 
there was not a toothpick of wood in 
the 1941 boxes. A stainless steel cold 
band eliminated all unsightly screw heads, 
a magic five way shelf permitted storage 
of even a 5-gallon can of milk, a storage 
bin, a moonstone meat chest, cold moist 
freshener, and other features offered a 
logical step-up in selling. 

President George Mason of Nash- 
Kelvinator stated that the 1941 Kelvina- 
tor was a triumph of product engineering, 
employing new materials and new meth- 
ods. He spoke of the general business 
picture by saying that at no time will 
there be as much business as in the 
immediate future. “Activity has not yet 
begun,” declared Mr. Mason, “the stimu- 
lation caused by the jump in pay enve- 
lopes will be enormous. The federal tax 
program will be large and it will cause a 
great many businesses to plow back 
much of their incomes in their firms.” 

The Nash-Kelvinator advertising pro- 
gram was a sweetheart was the opinion 
of advertising manager “Chuck” Coward, 
who trotted out phonograph records for 
the self training of salesmen, trick easels, 
spot song plugs for radio, national pub- 
licity and a broadcast program which 


left only three tiny chunks of the U. S. 
unblanketed. 

“Hike” Newell of the Nash-Kelvinator 
advertising agency, himself a refrigera- 
tion veteran of twenty years, pointed out 
that the 1940 Kelvinator blitzkrieg had 
taken a great deal of intestinal fortitude. 
“We had to have distributors who had 
| the will and the know-how. We had to 
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Kelvinator Tacks Up a Slogan for ‘41 


A MARKET FOR EVERY DEALER- 
DEALER FOR EVERY MARKET pow: 


Charles Lawson, refrigeration sales manager; Frank R. Pierce, general sales man- 
ager and George Mason, president of Nash-Kelvinator Corporation hang up a 
motto to guide them to a 400,000 unit potential in 1941. 


KELVINATOR SETS 400,000 
REFRIGERATOR GOAL FOR 194 
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Altorfer 
as a 


oner 
| | 
n. 28-29- 


4-5-6- 


b. 4-5-6, 


b. 11-12 


b. 18-19 


arch 4-5. 


cut down on dealers who tramped on ea 
other’s toes. We had to eliminate ¢ 
chiseling dealer who turned in a } 
volume of business. It meant setti 
prices that dealers could maintain ey 
though they lost an order now and th 
It meant paying the freight to perm 
installed prices. It meant cutting ther 
tail prices from $30 to $60. In sho 
Nash-Kelvinator capitalized on the weal 
nesses of the entire industry.” 

Ralph Cameron analyzed the 1% 
Kelvinator progress. “Some 640 ma 
outlets produced 62 per cent of the tot 
Kelvinator sales,” he said. “Of the 
89 department stores, averaging 184 1 
store, produced 7.15 per cent. Some ! 
furniture stores, averaging 146, produc 
8.6 per cent of the total. There we 
368 appliance dealers who turned in 3 
average of 180, and that was 28.4 # 
cent. Of the utilities, 48 average 8 
per utility, which was 17.8 per cent 
the total Kelvinator sales. This » 
the picture through September, 1940 

Charlie Lawson, refrigeration sa 
manager, stated that 500 fewer deale 
did two and one-fourth times the 19 
volume in 1940. Some 10 million dolla 
worth of products had already been pr 
duced for 1941. 


BERGER OPENS 
RETAIL BUSINESS 


PHILADELPHIA—Frank L. Berge 
recently with the Crosley Corporation 
district representative in ‘the Albany, Ne 
York territory is now President of Roy 
Inc., of Philadelphia, a large new reta 
appliance store which opened on Decem 
ber 9 at 6715 Ogontz Avenue. 
Mr. Berger, who is well-known in t 
Middle-West and Eastern wholesale te 
ritories in the radio and appliance fie! 
now returns to Philadelphia where 
was associated in the wholesale distr 
uting business for 17 years. In additi 
to Mr. Berger, the Board of Direct 
of Rovs, Inc., includes Lawrence 
Evans, secretary, Franklin H. Bate 
Sylvan Gold and Frank T. McKee, all‘ 
Philadelphia. 
Mr. Berger announces that at pres¢ 
he will retail Philco, Crosley and R. C.: 


radios, Bendix and Maytag  washet 
Chambers electric ranges, Philco a 
Crosley electric refrigerators, Airtet 


oil burners, Royal vacuum cleaners 2! 
Proctor small appliances. 
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941 ABC LINE BOOKED 
FOR SHOWS 


Altorfer Bros. Company, Peoria, IIli- 
js, has announced that the ABC washer 
 ironer line for 1941 will be on dis- 


how - 


28-29-30, 1941... 


11-12-13-14, 1941. 


b. 18-19-20-21, 1941. 


arch 4-5-6, 1941 


ny at the following State Hardware 


South Dakota Retail 
Hdwe. Assn., Sioux 
Falls Coliseum, Sioux 


Falls, S. D. Booth 
#28 
Nebraska Retail 


Hardware Assn., 
Municipal Auditori- 
um, Omaha, Nebras- 
ka, Booths #40-41 
Wisconsin Retail 
Hardware Assn. 
Booths 86-87-88, 
Milwaukee Audi- 
torium, Milwaukee, 
Wisconsin 

lowa Retail Hard- 
ware Association, 
Des Moines Colise- 
um, Booths #89-90, 
Des Moines, lowa 
Minnesota Retail 
Hardware Associa- 
tion, Booths #17- 
18, St. Paul Audi- 
torium, St. Paul, 
Minn. 

North Dakota Re- 
tail Hardware 
Assn., Crystal Ball- 
room, Booths #12- 
13, Fargo, N. Dak. 


The ABC factory states that the ABC 
will embrace a wide choice of spinner 
and wringer type electric washers, sev- 
eral heavy duty gas engine powered farm 
washers, and a wide selection of all- 


electric, fully automatic ironers. This 
wide range of units will provide an out- 
standing value in every price bracket. 

ABC factory representatives will be in 
charge of each exhibit at the above- 
mentioned shows. 


ESTATE PRESENTS NEW 
LINES 


HAMILTON, OHIO—Backed by the 
slogan “Sell the One that’s Different,” 
The Estate Stove Company presented its 
new lines of cooking and heating appli- 
ances during the annual sales convention 
— at the factory, December 17, 18 and 

More than fifty members of the Estate 
selling organization, as well as officials 
from several of Estate’s leading dis- 
tributing outlets were in attendance dur- 
ing the three-day session which was 
under the direction of S. C. Bernhardt, 
general sales manager; C. M. Dunn, sales 
promotion manager and Walter S. Rowe, 
merchandising manager. 

Many new improvements and sales fea- 
tures, developed during 1940, were intro- 
duced during the convention period. An- 
nouncement was made of a big-space 
consumer advertising campaign sched- 
uled to run in Good Housekeeping, 
Woman’s Home Companion, Better 
Homes and Gardens and Life, also of a 
campaign to the trade in a list of leading 
business papers. 


"Sell the One That's Different, Says Estate 


SELL THE ONE THATS DIFFERENT 


S. C. Bernhardt, general sales manager of Estate Stove Co. and C. M. Dunn, 
sales promotion manager, present the new line. 
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Walter S. Rowe, merchandising manager and C. H. Butler, of Stockton, West, 
Burkhart, Inc., Advertising agency, present merchandising plans. 
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SELECTROL MODEL B-200 


The ORIGINAL and ONLY 


Fully Automatic Steam Iron 
Accepted by Thousands of Satisfied Users 


OW 


BY 


GOOD 
HOUSEKEEPING 
INSTITUTE 


FEATURED BY LEADING DEPT. STORES AND UTILITIES EVERYWHERE 


UNDERWRITERS’ 
LABORATORIES 


Good Housekeep 
So, Institute 
HOUSEKEEPING 


Styled by | 
Brooks Stevens 
PALMER HOUSE 
ROOMS 679-680 
MERCHANDISE 
MART 
ROOM 1492 


STEAM-O-MATIC 


GIVES YOU A COMPLETE LINE OF STEAM IRONS 
APPROVED BY UNDERWRITERS’ LABORATORIES 
Semi-Automatic 
Model C-100 AC only 


$995 


RETAIL 


Non-Automatic 
Model D-550 AC-DC 


$695 
BIG RADIO PROMOTION 


The Steam-O-Matic Iron will be promoted vigorously on Old 
Dutch Cleanser’s big-time radio program—“BACHELOR’S CHIL- 
DREN,” January 16th through January 31st—telling 16,700,000 
listeners daily why they need a Steam-O-Matic Selectrol Iron. 


IT’S THE BIGGEST STEAM-IRON 
SCOOP IN HISTORY—Stock Up Now. BE READY 


STEAM-O-MATIC CORP. 
228 South First Street Milwaukee, Wis. 


FACTORY REPRESENTATIVES: MARTIN CARLSTEIN & ASSOCIATES, NEW YORK « WALTER NYE CO., 


CHICAGO e D. E. SANFORD CO., LOS ANGELES, SAN FRANCISCO AND SEATTLE 
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SELL THE OWE THATS DIFFERENT 


CELINA 


PORTABLE TUBS 


TO EVERY 
PROSPECT 


OR better business in 1941, try CELINA Portables as 
a sales closer on your washer deals. These good look- 
ing, practical tubs fit in perfectly with other modern laun- 


dry equipment. 


Their pleasin 


design, excellent finish, 


strong rigid construction, handy drain outlets and con- 


venient sliding 
moderate pricin 
alone or in 
customer interest. 


CELINA Portable Tubs are a 
quality product. They sell 
readily on their own merits and 
should not be confused with 
ordinary “premium” merchan- 
dise. The fact that CELINAS 
come in colors to match all lead- 
ing makes of washers, gives 


covers carry instant sales — 
assures quick turn-over, w 


Their 
ether offered 


ey give you a double hold on 


them unusual profit possibili- 
ties. Twin and single models; 
packed individually or nested. 
Nested packing saves on both 
transportation costs and storage 
space. Descriptions and prices 
on request. 


THE CELINA MFG. CO., C 
« Celina, Ohio 


TH 


OF PLAYING PUSHCART 
WITH A LAWN MOWER 


Buy a 


ROBERTON 
POWER MOWER 


ELECTRIC GASOLINE 


@ Home owners with 60-ft. lots, or 
bigger; establishments with lawns up 
to three acres—they’re all fine pros- 


ects for Roberton Power Mowers. 

lectric or gasoline. 
Easy for even a boy to 
use. Low operating cost. 
Light, sturdy, and pre- 
cision-engineered. 

Here's a profit line! 
Write today for color 
pictures, full descrip- 
tions, and prices. 


* 


DELUXE 
ELECTRIC 
Also Stand- 
ard Electric 
and Gaso- 
line Models ; 
Roberton- 
Dumore Elec- 
tric Hedge 
Trimmer. 


ROBERTON MFG. CO., DEPT. ED 
Michigan City, indiana 
Exclusive Makers of Power Mowers for HomeLawns 
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Zippy Juicer 


N 


Here is a profitable, fast-selling product that 
will give your customers pure, fresh fruit and 
vegetable juices in their homes—prepared in 10 
seconds! 

You can easily sell the health and vitality-build- 
ing value of daily serving and enjoying juices, 
made possible by the speed and efficiency of the 
ZIPPY-JUICER. 

Retails at $49.50. Write TODAY for full infor- 

ation. Distributed Nationally By 


De Jong Sales Co., Inc. 


324 FIFTH ST. SAN FRANCISCO, CALIF. 


THANKS— 1940! 


—In 1940 
ELECTRICAL 
MERCHANDISING 
earried 605.53 pages 
of advertising ....a 
gain of 129.28 pages 
over 1939! 


P.S. The 1940 total 
is 82.07% more ad- 
vertising than was 
carried by the next 
leading appliance 
trade publication. 


SILEX COMPANY 


The Silex Company, Hartford, Conn., 
has condensed its new catalog of res- 
taurant equipment. It is an attractive, 
two-color job with prices listed directly 
opposite each model. Consumer folders 
covering the commercial line have also 
been issued. Material will be sent on 
request. 


FERRO ENAMEL CORP. 


“A Half A Millenium of Porcelain 
Enameling” is the title of an interesting 
booklet published by Ferro Enamel Cor- 
poration. The booklet traces the devel- 
opment of raw materials used in the 
manufacture of cover-coat porcelain 
enamels. It was prepared by the Labora- 
tory Staff of the Ferro Enamel Corpora- 
tion. 


ARTISTIC LAMP MFG. CO. 


The Artistic Lamp Mfg. Co., 395 
Fourth Ave., New York City, has just 
released a very interesting new booklet 
in which they give a formula for the 
selection of the proper lamps for every 
home. 

In this booklet they illustrate a wide 
variety of new Artistic Lamps, styled to 
create charming effects, and engineered 
for “Better Light for Better Sight.” 


DEEP-FREEZE 


A four-color lithographed broadside, 
describing and illustrating the many 
advantages of the Deep-Freeze refriger- 
ator unit for storing frozen foods in the 
home, has been issued by the Deep-Freeze 
Division of Motor Products Corp. The 
Joseph R. Gerber Co., Portland, Ore., is 
the advertising agency for the company 
= copies may be obtained by writing 
them. 


WILLIAMS OIL-O-MATIC 


A new catalog, consumer folders and 
descriptive literature on Williams Oil-O- 
Matic Heating Corporation, Bloomington, 
Ill., have recently been issued and are 
available on request. 


MAJESTIC COMPANY 


The Majestic Company, Huntington, 
Ind., have released their new catalog 
which describes various building necessi- 
ties for the home. Among these are 
ventilating fans. 


GENERAL ELECTRIC 


A new lithographed booklet in full 
color has been issued by the General 
Electric’s air conditioning and heating 
division. It describes and illustrates the 
General Electric Oil Furnace for homes 


NEW LITERATURE FROM 
THE MANUFACTURERS 


with radiator heat and contains cut-out 
strips to show how the oil furnace oper. 
ates. 


ALLIED RADIO 


“A Dictionary of Radio Terms” has 
been issued by the Allied Radio Corpora- 
tion, Chicago, Ill. This 36-page booklet 
is a mine of information on the radio 
business. 


QUIET MAY 


“All Lines Point to Quiet May” is 
the title of a new catalog issued by the 
May Oil Burner Corp., Baltimore, Md 
It contains descriptions and _ illustra- 
tions of the complete line of Quiet May 
air conditioners, oil furnaces and con- 
version burners. 


U. S. ELECTRICAL SUPPLY 


A new 110-page catalog has_ been 
issued by the U. S. Electrical Supply 
Co., 55 Warren St., New York City. It 
contains descriptions of the complete 
line of appliances, fluorescent lamps and 
supplies carried by the company. 


BLACK & DECKER 


The new 60-page 1941 edition of the 
Black & Decker catalog which is just 
off the press, fully illustrates the com- 
plete line of 132 portable electric tools, 
made by the manufacturer, according to 
A. E. B. Jones, Jr., of the advertising 
department of the company. 

Of the new items illustrated, one is the 
}-inch standard ball-bearing drill, de- 
signed primarily for aircraft work; the 
No. 95 Vackar, a super-powered vacuum 
cleaner designed for both automotive and 
industrial use. Many other new and im- 
proved items will be found in the richly 
illustrated catalog a copy of which may 
be obtained by writing the company at 
Towson, Md. 


BURNHAM BOILER 


A new catalog has been issued by th 
Burnham Boiler Corporation, Zanesville, 
O. All the products of the company are 
described and illustrated and there are 
numerous tables of ratings and dimen- 
sions included. 
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EVANS PRODUCTS 


A trick gadget which the Evans Prod- 


ucts Company of Detroit, Mich., have 
just released is a heat loss indicator de- 


kla.; 


signed for use with Evanoil and Evan-§— 


air oil space heaters. It is simple to op- 
erate and takes all the guesswork out o! 
recommending the proper size heater for 
prospects. There is no charge for the 
heat loss indicator when supplied to a 
dealer. 


“THIS IS EDGAR'S WAY OF SHOWING ME THAT HE NEEDS SOME CLEAN SHIRTS" 
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It is believed that the youngest electrical dealer in New England and the 
eastern United States is located in the area served by Central Maine Power 
Company, this being Edwin K. Jones of Rockland, Maine, who opened up his new 


Jones, 18 years old, was graduated from Rockland High School last June and 
for the past two years during his vacations was associated with the sales depart- 


He merchandises a complete assortment of electrical appliances and main- 


He is the son of L. E. Jones, Division sales manager in the eastern territory 


The company, one of the most widely- 
known distributors of household appli- 
ances in the middle west, has handled 
Nash-Kelvinator Corporation’s Leonard 
refrigerators for a number of years and 
will continue to handle the line, the an- 
nouncement said. Schneiderhahn head- 
quarters are in Des Moines. 


HOT POINT 


lay” is 
by the 
. Md. 
ustra- 
et May ny 
con- 
s been EE 
Supply 
City. It 
omplete 
aps and 
electric shop. on November |. 
of the 
is just 
com- ment of Central Maine Power Company. 
tools, 
van a tains a service headquarters which is the mainstay of his business. 
e is the served by Central Maine Power Company. 
‘ill, de- 
rk; the 
vacuum 
tive and 
NEW DISTRIBUTORS 
ich may 
pany at APPOINTED 
SIMPLEX IRONERS 
| by th Recently released by Joseph Groshans 
nesville, f; one of the largest lists of distributors 
any are Bet appointed by the American Ironing 
are Blachine Company. They are: 
men" William Mee Inc., Oklahoma City, 
kla.; B. H. Spinney Co., Springfield, 


Albany, Syracuse, N. Y.; Leo J. Mey- 
erg Co., San Francisco and Los Angeles, 
al.; Automatic Sales Co., Houston, 


n., have Graybar Elec. Co., Cincinnati, 
ator de- pio; Wayne Spinks Co., Memphis, 
i Evan-@n.; The Sutcliffe Co., Louisville, 
e to op @u-) Salt Lake Hardware, Salt Lake 
k out of ety, Utah; Momsen, Dunnigan & Ryan, 
ater fore! Paso, Texas; Thomas and Price, 


TS" 


iakima, Wash.; Oregon Equipment Co., 
lamath Falls, Ore. 


EASY 


J. J. Nance, general sales manager of 
asy Washing Machine Corporation, 
yracuse, N. Y., has announced the fran- 
using of the K. K. Company of Omaha, 
eb. Their five salesmen will handle 
stribution of Easy washers and ironers 
Nebraska and a small section of 
uthwestern Iowa. 
Concurrently Philco Sales & Service 
' Louisville, Ky., has been appointed to 
tribute Easy throughout a large por- 
on of Kentucky and a section of Indi- 
ma. Besides Easy, their present distri- 
ution set-up includes Philco radios and 
trigerators; York air conditioning; 
nd Peerless stokers. 


KELVINATOR 


Announcement of the appointment of 
@ A. A. Schneiderhahn Company as 
istributors in Iowa for Kelvinator elec- 
ic refrigerators, ranges and water heat- 
's was made recently by the Kelvinator 
livision of Nash-Kelvinator Corpora- 


The Graybar Electric Company, Inc., 
Des Moines, Iowa, has been appointed 
wholesale distributor for all Hotpoint 
home appliances in the Des Moines area, 
formerly served by Electric Supply Com- 
pany, Inc., of Des Moines, according to 
an announcement made early this month 
by R. W. Turnbull, vice-president of the 
Hotpoint Company. 


Frigidaire's Allen 


Charles J. Allen, a former assist- 
ant sales manager in the east for 
Frigidaire, is now in charge of the 
Baltimore-Washington office of the 
company. He succeeds H. L. 
Harbison, resigned. 


ISINGBLECTRICAL MERCHANDISING—JANUARY, 1941 


SOMETHING BIG has been 
happening lately in appliance sell- 
ing. Customers have been asking 
more questions than ever before— 
and they don’t want mere answers 
—they want proof. 

Take, for instance, that lady who 
was just in here. She ordered a stove, 
but not before she’d checked into 
every detail—everything from the 
thermostatic control to the steel 
framework. 

When she asked about the steel, 
I thanked my lucky stars for the 
U-S-S VirrenaMEt Seal. All I had 
to do was point to that Seal and 
tell her that it stands for the finest 
metal money can buy for porcelain 
enameling. | told her that the man- 
ufacturers put that Seal on their 


OFTEN THAT 


FUNNY HO | SEAL HELPS 


USS VITRENAME 
CLINCH THE 


stove because they are proud of 
the metal they use and want the 


public to know about it, even. 


though it’s covered by the enamel 
surface. 

“Yes,” she said, “I’ve seen that 
Seal advertised in the Post.” 

That’s another case where the 
U-S-S VirrenaMev Seal helped 
clinch the sale. Funny how often 
it’s happening now. 


A SALES CLINCHER—Makers of fine enameled 
products use this Seal as a symbol of the 
finest enameling sheets. Advertisements in 
America’s most widely read magazines fea- 
ture this mark on stoves, washing machines, 


table tops, etc. 


CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
United States Steel Export Company, New York 
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ONE OF 
THE 
SIGNAL 
1941 
BEAUTIES 


Fan shown here is No. 562 10” 
Oscillator 


Signal’s 1941 fans are the ultimate 
in beauty, quality and moderate 
price. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


Offices in all 
principal cities 
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You Can't Say That 
in Advertising 


ECAUSE men who sell appliances 
write a lot of copy for their pro- 
motions, some of the recent findings 
of the Federal Trade Commission may 
be of interest as a guide to copy- 
writers. 

Charles Polk of New York is 
stopped from selling watches, clocks, 
leather goods, wave irons, radios or 
electric lamps so packed and assembled 
that sales to the general public are to 
be made by means of a lottery. 

Ely & Walker, St. Louis, must not 
say men’s robes are made of camel’s 
hair when they really are rayon. 

Samuel Swimmer, Brooklyn, must 
stop claiming that he is selling $2.65 
per gallon paint for $1.55, when $1.55 
is the regular price. 

Consolidated Sign Letter Co., Chi- 
cago, is prohibited from talking about 
genuine gold leaf sign letters when 
they are not. 

O. S. Schaffer, Kansas City, no 
longer can talk about permanent moth- 
proof liquid when it is not permanent. 

Mulford & Co., Lebanon, Ohio, must 
not call bulbs “Holland potted bulbs” 
unless they come from there. 

Memorial Granite Co., Quincy, 
Mass., must not claim that its tomb- 
stones come from Barre, Vt., when in 
truth they are manufactured from 
Rygate, Vt., granite. 

Union Fountain Pen Company, New 
York, must not call its pens “Custom- 
built” or “hand-made” nor use the 
phrase “Guaranteed Lifetime Service” 
when such is not the case. 

Howard Deckelbaum, Huntington, 
W. Va., who sells female capsules is 
leaped on because his advertisements 
fail to reveal that use of his prepara- 
tion under the prescribed or customary 
conditions may result in injury to 
health. 

Do-Ray Lamp Company, Chicago, 
gets a complaint on its fog lamp, 
which is advertised as developing 40,- 
000 candlepower which produces “re- 
vealing power” at 1,500 feet ahead of 
the location of the vehicle. This is 
not the case, the Federal Trade Com- 
mission states. 

Stephen Rug Mills, New York, can 
not call their rugs “Bombay” and 
“Manchu” when in truth its rugs are 
made on power looms in Belgium and 
Italy. 

Schmidt Brewing Company, Detroit, 
which advertises that its beer contains 
no fattening substances, “no sugar,” 
“no glucose,” “no fattening syrups 
added” is cited because its beer does 
contain sugar and other fattening sub- 
stances. 

Deniston Company, Chicago, is 
pounced on because it claims its nails 
have greater holding power than any 
other type of nail. 

D. J. Mahler Co., East Providence, 
advertises that its electrolysis appara- 
tus for removing superfluous-hair from 
the human body can be operated by 
an unskilled layman. In truth, the 
complaint states, use of the device may 
result in local infection, erysipelas, skin 
burns, scars, metallic tattoo marks. 
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Just off the press! 
THE NEW 


covering the new 
1940 Code 


By 
Arthur L. Abbott 


FIFTH EDITION 
FULLY REVISED 


585 pages, 5 x 7'/2, 
illustrated, 
$3.00 


}4 ere is the 
electri- 
cal contractor's | IMPORTANT 
job book almost NOTE 

completely re-| The new 1940 
written in ac- | Code contaim 
cordance with | thon 
the new 1940 | Code, and the 


new ABBOTT cov. 
Code require- | % fully every 


ments, planned | item of this new 
to enable elec- | Code. 


tricians to under- 
stand the new rulings of the Nation 


Electrical Code and to do work ; 


accordance with the Code. 


Simplifies the Code 
for quick, easy applicatic 


It restates rules in simple language 


plus explanations, practical dir 
tions, and diagrams, showing wh 
the rules mean and how to app 


them. /* groups rules in special o 


rangements, making it easy fo fi 


ALL rules applying to any given jot 


Some features of this new edition 


® Contains a handy reference table that sho 
at a glance just what lighting and appliar 
loads may be connected to each of the fi 


types of branch circuits described in Art. 24 


® Concisely explains complicated new rules 
the Code under which |7 difficult types of | 
sulated conductors are recognized. 


ties, rubber-insulated wires, small-diame 
wires for re-winding, insulations for extra bi 
temperatures, etc. 


tables, always an important feature of 
Handbook, in a new form which makes 
the solution of problems which arise when ¢ 
termining the rating or setting of fuses or ¢ 


cuit breakers protecting motor branch circum 


s*"Mail this coupon today for 


10 DAYS’ FREE 
EXAMINATION 


McGraw-Hill Book Co., Inc., 
330 W. 42nd St., N. Y. 


Send me Abbott's National Electrical ode 
Handbook for 10 days’ examination on approval 
In 10 days I will send $3.00 plus few cents 
postage, or return book postpaid. (Postage psi¢ 
on orders accompanied by remittance.) 


(Books sent on approval in U. S. and 
Canada only.) 
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Johnson Rubber Company 
has anticipated the elec- 
trical appliance field’s in- 
creasing needs with en- 
larged factory facilities. . . 
increased production staff 

. doubled capacity .. . 
in its extruded division. 


The following brief sum- 
mary of Johnson accom- 
lishments over the past 3 
years speaks for itself. 


* * * 


- in 1938 .. . introduced 
and perfected radius corner 
gaskets. 


. in 1939 .. . perfected 
vuleanized right angle corner 
gaskets. 


. in 1940 . . . introduced 
hinged gasket to give better 
compression and seal. 


And... in 1940. . . intro- 
duced duo-hardness one - 
piece gaskets to eliminate 
“wavy” appearance of gasket 
after application to refriger- 
ator doors. 


In 1941 Johnson is equipped 
and ready to assist you in im- 
proving your product .. . 
your dealer connections . . . 
your customer relations. 


REFRIGERATOR 
ENGINEERS 


JOHNSON IS READY TO SERVE YOU 


JOHNSON 


RUBBER COMPANY 


MIDDLEFIELD 
OHIO 


Manufacturers of extruded, 

molded and cut rubber 

products for the electrical 
industries. 
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Lamps on Trial Stay ‘'Put"’ 


HAT it pays to put a lamp in the 
home on trial is the discovery of 
Smither Merrill, of the Toledo Edison 
Company. For Mr. Merrill has sales 
figures on lamps over a period of five 
years and out of gross sales of 47,940, 
only 1,654 were returned which means 
that the percentage of returns to gross 
sales was only 3.5 per cent. 
Following are the complete figures 
of the period: 


Per Cent 

Returns 

Gross Net to Gross 

Year Sales Returns Sales Sales 
1936 4720 133 4587 2.8 
1937 13179 «9418 12761 3.2 
1938 11096 455 10641 4.1 
1939 13751 415 13336 3.0 


1940 (8 mos.) 5194 233 4961 4.5 


Total 47940 1654 46286 3.45 


In the five-year period the job of 
selling 47,940 lamps was accomplished 
by placing on demonstration 119,850 
lighting units. It is estimated that 
359,550 lighting contacts were made. 
The following table gives an idea of 
the Toledo preference for different 
types of lamps: 


4mos. Jan. |, 
1939 1936 to 
8 mos. Aug. 31, 
1940 1939 Inc. Total Per Cent 
All purpose 
lamp ..... 67 746 813 4.1 
All purpose 


with candles 1619 7674 9293 47.0 
Lounge read- 

ing lamp.. 209 1573 1782 9.0 
Bridge lamp. 489 2742 3231 163 
Swinging arm 

bridge lamp 592 973-1565 7.9 
End table 


reading 

lamp ..... 393 1655 2048 10.4 
Table study 

lamp ..... 106 698 804 4.1 
Torchiere .... 67 163 230 1.2 
Pin - It - Up 

Lamp ..... 9878 18296 28174 

Total 13420 34520 47940 100.0 


That the lamp salesmen in their 
best season make as much money as 
the refrigeration men did in theirs 
was the surprising discovery when 
the whole picture was totalled up. 


When They Can't Buy ‘Em 
—Rent ‘Em 


OWN in the Salinas district of 

California, where the “Okies” 
(refugees from the Oklahoma dust 
bowl region) have their headquarters, 
there is an electrical dealer who has 
developed quite a business in electric 
washing machines. Very few of these 
people have money enough to buy an 
appliance but they can occasionally 
find the cash to rent one. The dealer 
operates a “deliver and pick-up” 
service, with payment in advance for 
use of washer and an electric iron. 
Sometimes a group will get together 
and rent the equipment for a whole 
day. He finds them very reliable peo- 
ple to deal with—and there is always 


profit in a cash business. 


1941 


STEEM-ELECTRIC 


Invites Every Buyer Visiting the 
Chicago Houseware's Show to View 
and Inspect Their Amazing New 


DIALMATIC 


a All Purpose IRON 


PALMER HOUSE 
ROOMS 1058W-1059W 


A_ SINGLE 
OPERATE AS A NO 
SCORCH, NO SPRINKLE STEAMING 
IRON OR AS A DRY ELECTRIC IRON 


IRON DESIGNED TO 
BURN, NO 


Heat Range 400° - 600° 


The DIAL-MATIC control is 
fully Automatic both while 


Steen 


E LECTRIC Manufactured by 
STEEM-ELECTRIC CORP. 


Steaming IRON ST. LOUIS, MO. 


LABORATORIES - 
ELECTRICAL TESTING LABORATORIES 


TESTING LABORATORIES TESTING 
LABORATORIES - ELECTRICAL TESTING LABORATORIES = ELECTRICAL, TEST 
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LABORATORIES ELECT ELECTRICAL TES 
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TING LABORATORIES 
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The El Paso Electric Company shows what can be done with a little modernistic 


shelving to make an attractive Christmas window. 


Coffee makers, roasters and 


casseroles fit into the ingenious lettering in a way which attracted attention both 
for the artistic effect and because passers-by were attracted by the originality 


of the arrangement. 


“Electrical Gifts for the Other 364 Days” was the slogan. 


This saves a lot of back bending for Chester A. Evans. 


Home Made Service Bench 


HOME made service bench which 
permits testing of open model 
refrigerators with the greatest of ease 
is the pround possession of Chester A. 
Evans, proprietor of the Evans Elec- 
tric Company, Bloomington, Indiana. 
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Incidentally Mr. Evans is an electric- 
ian. 

Chief value of his bench is that it 
does away with the awkwardness of 
putting any repair parts back into the 
original refrigerator to test it. He 
merely slaps it in position on the 
bench and starts it going. Dials do 
the rest. 


Stimulating Traffic 
Appliance Sales 


TIMULATING traffic appliance 
sales has been the purpose of a 
series of dealer rallies held in vari- 
ous cities of the Pacific Coast in the 
respective local headquarters of the 
Westinghouse Electric and Manufac- 
turing Co., with Bert Kramer, Pa- 
cific Coast manager of the sales appli- 
cation department of the Westing- 
house Company, as principal speaker. 
“It is wrong to sell any appliance 
without first hand knowledge and ex- 
perience gained through personal use,” 
Mr. Kramer tells his audiences—and 
proceeds to offer them the opportun- 
ity to gain this background. Emphasis 
is placed on the importance of sell- 
ing the ideas of use and advantages 
of the appliances to the customer, 
rather than concentrating on construc- 
tion and design. Discussion covers 
such points as the thought process 
which changes a prospect into a cus- 
tomer. Rally audiences receive in- 
structions on how to classify the cus- 
tomer so that sales presentation may 
be made to meet the individual’s 
special interest. 

Although Westinghouse appliances 
are used in the demonstration, the 
“Sales Rallies” present facts which 
are helpful in stimulating the sale of 
all appliances. For instance, the sub- 
ject of the advantages of all auto- 
matic waffle irons is explained, to- 
gether with a description of the proper 
way to ensure successful operation 
and use by the purchaser. A useful 
point which is appreciated by Rally 
audiences is the demonstration of the 


The model kitchen in the new Wesco Building in Seattle, Wash., 
proves to be an excellent background for a Westinghouse Sales Rally. 


Gre« 
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method of eliminating scratched s paces 
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The Service Department 
Develops Replacement 
Sales 


INETY-FIVE per cent of 

replacement sales of electric : 
frigerators originate from tips 
tained through the service departmel 
according to Vic Sanders of 
Sanders Electric Company of Al 
querque, N. M. As about 20 per c¢ 
of all refrigerator sales in this distr 
are replacements, this means th 
about one out of every five sales 
made on the basis of a lead which d 
veloped from a service call. } 
Sanders dramatizes the display 
refrigerators in his store by arrangi 
them on a slightly raised platform 
one side of the sales room, with fo 
lights. The service department has 
such conspicuous appeal, but 
record and reputation over years i 
city the size of Albuquerque med 
that it will be called in fair proporti 
of the emergencies when the elect 
refrigerator fails to operate. Al 
many of those calls will eventual 
lead to a sale. 


The UTIL. 


SUPER’ 


1% Liber 


"You Sell ‘em, We Mend 'em". 


Meet H. S. Haynes, H. S. Travers and A. F. Lemmon of Reno, Nevada, in frort 
of their new “guaranteed” electrical repair business. They plan to supplement 
the activities of electrical dealers, rather than run in competition with them. 
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UT 
: Modernistic Shelving in the Form of Letters 
(2 


Great News! for Appliance 
ealers and Repair Men—THE NEW 


UTILITY TESTER 


UTILITY TESTER is a new kind of 

ostrument for testing all electrical appli- 

ched sences—WASHERS, IRONERS,  REFRIG- 

RANGES, UUM-CLEAN- 

displafers, TOASTERS, PERCOLATORS, HEAT- 

ERS, SUN LAMPS, AIR-CONDITIONING, 

throuwOTORS, ETC. The UTILITY TESTER 
n disp! 


nables every possible measurement neces- 
sary to service amy electrical appliance. 
SPECIFICATIONS : 

3 Wattage Ranges: 0 to 5000 Watts A.C. 
and D.C. The UTILITY TESTER reads the 
actual consumption of any appliance, motor, 


held oy 
fic Coa 


liences while it is in thus you can 
actually prove to the layman the actual cost 
IUrNitufper hour of operation. 6 Voltage Ranges: 


) to 1000 Volts A.C. and D.C., 4 Current 
Ranges: 0 to 100 Amperes A.C. and D.C., 
2 Resistance Ranges: 0 to 3000 Ohms. The 
UTILITY TESTER reads all resistances 
commonly used in electrical appliances, and 
in addition reads extremely low resistances. 
for instance 1% ohms appears on the 
center of the low ohms scale and resistances 
tment as low as 1/50th of an ohm are easily read. 


Te UTILITY TESTER comes complete with port- 
ble cover, self-contained battery, test 

vede and all necessary instructions. $11.85 
Shipping Weight 11 pounds. Only. . 

NOTHING ELSE TO BUY 


SUPERIOR INSTRUMENTS CO., 


1% Liberty St., Dept. EM, New York, N. Y. 
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American Airlines 
select FILTER QUEEN 

as standard cleaning 
all equipment. Best by test. 


ue nei 
Droporu 
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LARGER NET PROFIT 


* Opens new market @ Sells taster 
Trade-in Allowance 
*Liberal Sales Commissions 


VISIT 1025W PALMER HOUSE 


TH-MOR SANITATION SYSTEMS, Inc. 
203 NORTH WABASH AVE., CHICAGO, ILL. 


Kitchen Visualizer Sells 
Progressive Kitchens 


DEVICE originated by S. C. 
Rhoads, sales manager of the 
Pocatello division of the Idaho Power 
Company, has greatly aided in selling 
complete electrical kitchens on the step 
by step basis, by making visible to the 
customer the benefits to be derived 
from each appliance as it is added. 
The purchase of the first major 
electrical appliance for the kitchen 
should lead in progressive steps to the 
eventual complete remodeling of this 
department of the home, according 
to Mr. Rhoads—indeed, the housewife 
is helped to make her original pur- 
chase if she has some such ultimate 
vision in mind. To aid her in pictur- 
ing what her kitchen may ultimately 
be he devised the “Kitchen Visu- 
alizer,” a compact kit which was built 
by Charles Halford, floor salesman 
in the Idaho Power Company store at 
Pocatello. 


Kitchen Transformation 


It is in the form of an easel backed 
picture showing an old fashioned 
kitchen, with an ice box, coal stove, 
wash stand, and inconveniently ar- 
ranged cupboards. It is illuminated 
by a bare bulb hanging in the center 
of a room on a cord. With this go 
a series of transparent panels, which 
in successive steps show what this 
kitchen may ultimately become. The 
first panel, which fits into a set of 
guides, blocks out the ice box and puts 
in its place an electric refrigerator. 
The remainder of the kitchen remains 
the same. Next comes a slide which 
replaces the coal stove with a modern 
electric range. Slide No. 3 adds a 
combination sink and electric dish- 
washer, with a cabinet-type electric 
water heater. The last panel takes 
out the old cupboards, replacing them 
with modern cabinet work, adding 
modern lighting, work tables and 
small appliances. 

The kit measures 24 by 30 inches 
and fits into a convenient carrying 
case. It is used with good effect in 
lectures before women’s clubs and in 
meetings of housewives, to acquaint 
them with the advantages of a planned 
kitchen and to call to their attention 
the service offered by the Kitchen 
Planning department of the Idaho 
Power Company. Miss Margurette 
Reinhart, home service director of 
the company, reports excellent results 
from its use in kitchen planning 
demonstrations. 


Crosley Opens Washington Office 


CINCINNATI, O—To handle more 
efficiently its business with the federal 
government, The Crosley Corporation has 
just opened a Washington office in the 
Munsey building, according to R. C. Cos- 
grove, vice-president and general man- 
ager, manufacturing division. 

Quinton Adams, who managed the 
Crosley Corporation building and exhibit 
at the New York World’s Fair, has been 
placed in charge of the new Washington 
office. 
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ELEMENTS 
WILBUR B. DRIVER CO. 


(a) NEWARK, NEW JERSEY 


Giving 


Ms. America 


The 1941 


ELECTRIC REFRIGERATOR 
Gives More Value 


AMERICAN FURNITURE MART 
SPACE 549A 


HEINZ & MUNSCHAUER 


Buffalo, N. Y. 


QUALITY REFRIGERATORS SINCE 1865 
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ALWAYS make sure that the electrical peg 
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Parts, Services & Accessories 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as a line. iscount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


WhyGamble 


*Made by the manu- 
facturer who built 
the cleaner originally 


A Word to Wise Dealers 


The best repair job is only as good as 
the material and workmanship that go 
into it. Honest workmanship deserves 
the support of honest materials. Parts 
that are merely inferior imitations 
won't perform on any cleaner like 
GENUINE parts made by the manu- 
facturer who built the cleaner origi- 
nally. And when a repair job goes 
“sour” YOU are the loser—the customer 
holds YOU responsible. 


Insist on getting GENUINE vacuum 
cleaner parts from your distributor—it 
may surprise you to learn that the cost 
of GENUINE parts meets or compares 
favorably with the lowest costs you can 
obtain on the poorest kind of substi- 
tute parts. Mail the coupon below for 
a complete Premier Parts Catalogue 
and the names of convenient distribu- 
tors who will give you prompt service 
on these GENUINE parts. 


Sound Tactics for Successful. Distributors 


Today you can sell GENUINE Premier 
Vacuum Cleaner parts and make your 
full margin of profit without increas- 
ing your price to dealers. There's no 
advantage—nothing but trouble and 
possible loss—in selling anything but 
GENUINE cleaner parts. 


You'll find it easier—a saving of time, 
trouble and expense—to get all your 
parts for a whole line of cleaners from 
the one dependable source—the manu- 
facturer who built the cleaners origi- 
nally! Mail the coupon below for a 
complete Premier Parts Catalogue and 
full details on GENUINE pezts service. 


GENUINE Parts For These Vacuum Cleaners 


@ PREMIER @ MAGIC-AIRE @ A.M.C. 
@ MAGIC ® LIBERTY @ ACE 


ELECTRIC VACUUM CLEANER COMPANY, INC. 


(1734 lwanhoe Road 


Ol am a dealer. Send me a complete Premier Parts Catalogue and the names of con- 
venient distributors who will give me prompt service on GENUINE Premier parts. 


C11 am a distributor. Send me a complete Premier Parts Catalogue and full details on 


GENUINE parts service. 
Name 


| 

| 

| 

| 

| 

| 

Address 
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Cleveland, Ohio 


| 


> 
: 188 PAGE CATALOGUE OF PAR 
f 
or 
WASHING MACHINES 
UN IRONING MACHINES 
APP. VACUUM CLEANERS 
6000 Increase your profits on parts and serv 
Send for atalo today — But 
“ner walt— the supply ls limited! 


[ RUBBER UPHOLSTERED 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, radios, kitchen cabinets, ete. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive circular and prices 


om request. 
ORANGEVILLE MFG. CO. 
fact fete line of Floor Trucks 
| Orangeville (Col. Co.) Penna. 


ALTER SERVICE IS PROMPT 


—and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for free catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, Iii. 
3 CHICAGO BRANCHES, NORTH, WEST, SOUTH 
NEW YORK PHILADELPHIA BRONX JAMAICA 
NEWARK DETROIT CLEVELAND ST. LOUIS 


No More REFRIGERATOR 


TRADE-IN PROBLEMS! RA OR 
Compact, Handy MARKET Ne 
REPORT OF TRADE-IN omen 


VALUES, SPECIFICATIONS. 


Every refrigerator retailer 
needs the new BLUE 
BOOK. Endorsed by 

Electrical Associa- 

tions, Manufacturers, 
Dealers. Costs $3.50. 


NATIONAL REFRIGERATOR MARKET REPORT, Inc. 
3028 W. Hunting Perk Avenue, Phila., Pa. 


Please send at once.................. copies of the 
NATIONAL REFRIGERATOR MARKET REPORT 


Ne. 5 PADDED COVERS 
| for Refrigerators and Ranger 


Protection for the of 


withe 
im. Slit- Beck adjustable 
beoture bor special 


SPECIALTIES 


Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board p« 
and covers, washer and ironer covers. 0) 
Textile Specialty Co., W. 54th, Cleveland, 


NEW ADVERTISEMENTS 


and changes of copy must be received 
Jan. 23rd to appear in the issue out ¢ 
following month. 


PRODUCTS 
AND 
SERVICES 


Many of Electrical Merchandis 
ing’s total distribution of 30,10) 
check this section for parts, serv: 
ices and accessories of value to 
their business. If advertising of 
your product or service appeared 


here regularly it would receive 
their attention and add new cus 


1_ to 50 Copies, $3.50 Each 
51 or More Copies, $2.00 Each 
Enclosed Please Find: 
Check Mo Order 
Orders accompanied by check or 
order will be shipped postpaid. 


tomers to your list. Why not 
reach them now—through this 
inexpensive advertising — begin- 
ning with the next issue of Elec 
trical Merchandising? 
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pa 4 basis. mtract rates quoted on re- 


an inch is measured ver- 
tically on a column—4 column: inches 
to a page. 


[ RE-NU-VATED VACUUM CLEANERS by 


MILBERN 


Here are low priced sales builders that 
give permanent customer satisfaction 
without headaches or kickbacks. You 
keep your profits! All leading brands 
. . + perfectly rebuilt from brush to 
handle grip. Once sold they stay sold! 


MILBERN VACUUM CLEANER CO. 


“Recreators of Vacuum Cleaners" 
241 W. 23rd STREET, NEW YORK CITY 


Get these 
Great 
Traffic 
Bulletins 


DISTRIBUTORS WANTED 
Sell the HOLLYWOOD RADIO "PRO-GRA-LOG" 


Correspondence with Specialty Distributors invited. A 
new, patented electrical device—combines the features of 
a personalized radio program reminder, and a “Night 
fm Light” or “DimLight”. Approved by Underwriters’ Lab- 
fH) Oratories—it’s durable, practical and ornamental as well. 
| Every radio owner a prospect . 
| easily demonstrated. A very ‘profitable, rapid-turnover 
item to retail at $1.95—$13.50 doz. 


MARVIN “CLARK MFG. CO. ™' 


. a convenient necessi ty, 


PARAMOUNT BLDG. 
LOS ANGELES 


(Cau on warre 3325 IDEAS 


Send Stetch or Mode! of vowr wvention for 


1234 BROADWAY: mew voax- AT 31 ST 
Plane Ongocre $-3088 
PATENT ATTORNEY — PROF. ENGINEER 


What is 
YOUR Problem? 


Do you need competent men for your 
staff? Men experienced in the mer- 
chandising of electrical appliances? 
Men to fill management, sales or 
service positions? 


Or are you one of the readers of 
Electrical Merchandising seeking em- 
ployment in any of these capacities? 


Or are you looking for—or offering 
—a business opportunity of special 
interest to men in the industry 
served by this publication? 


Or are vou seeking buyers for re- 
built refrigerators, vacuum cleaners, 
etc—or to buy such items from 
others? 


The solution of any of these prob- 
lems can logically be found first 
among other readers of Electrical 
Merchandising. You can get their 
attention—at small cost—through an 
advertisement in the 


Searchlight Section 
ELECTRICAL MERCHANDISING 


SELLING 


OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales 
nes 


OPPORTUNITY WANTED 


APPLIANCE LINE WANTED FOR CHI- 

CAGO AREA—Two energetic, experienced 
electrical appliance men with office and dis- 
play space and well acquainted with leading 
buyers in this area desire one additional 
meritorious line. Best of references furnished. 
Specialty Merchandisers, Inc., 100 N. LaSalle 
St., Chicago, 


SALES ORGANIZATION AVAILABLE for 

one or two additional lines. Hardware, elec- 
trical or automotive items. Contacting Mid- 
west market. Well established with leading 
jobbers syndicates, and mail order trade. 


Write SO-588, Electrical Merchandising, 520 , 


N. Michigan Ave., Chicago, Il. 


WASHER SALESMEN WANTED 
®@ Good territories on Voss Washer Line, 
available to men, with established 
dealer trade, who wish to carry an- 
other line. New Streamlined Modele— 
Low Prices—Liberal Commissions for 
1941. Call Spaces 107-108 Palmer 
House Exhibit Hall during January 
Housewares Show or write 


VOSS BROTHERS MFG. CO., Davenport, lowa 


ALUMINUM WARE 

Nationally known manufacturer rated AAA-1 has 
exclusive distributor franchise available for spe- 
cialty line merchandised through home demonstra- 
tion plan. 

Permanent connection; exclusive line. Install- 
ment plan of selling. Not house-to-house. Highly 
profitable connection for right man. Must be finan 
cially responsible. Write 


RW-589, Electrical Merchandising 


520 No. Michigan Ave., Chicago. Til. 
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LETTERS 


Fred's From Missouri 


To the Editor: 


In the November issue of ELec- 
TRICAL MERCHANDISING, on page 76, 
you had a very humorous cartoon of a 
sweet young thing who apparently 
thought she was going to have a 
“Saturday night demonstration” in a 
washer. The title of the cartoon read 
as follows: “But, Miss! It’s only for 
clothes!” The artist very thoughtfully 


drew an exact reproduction of an 
Apex washer for which we are very 
grateful as Wwe proceeded to demon- 
strate the fact that this “young thing” 
wasn’t so dumb as the salesman 
thought. Proof of our success is shown 
in the picture being sent to you from 
our agency. It actually shows a young 
lady taking a bath in one of the new 
model Apex washers. . .. J. Frep 
STEPHENS, Sales Promotion and Ad- 
vertising Manager, Apex-Rotarex 


Corporation, Cleveland, O. 


“Electrical Merchandising,” November, 1940 


"BUT, MISS—IT'S ONLY FOR CLOTHES!" 


APEX 


SEZ YOU!!! 1!!! 
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